


3 


itor 
rch 


RTH 
YLE 


42 


52 


59 


él 


65 


69 


116 


121 


178° 


NDISIN 


October - 1945 


Competition and Price Control 


HE rate of conversion in the appliance and radio 
fields is still not what it should be due principally 
to one cause: OPA price policies. 

30th to the maker and the distributor this government 
agency says in effect: “You can’t lose. The backlog of 
demand for durable goods is so enormous that expendi- 
ture will be limited only by capacity to produce. Selling 
expenses will be low. Retailing will be extremely profitable 
and retailers can easily absorb the price increases allowed 
manufacturers.” 

This at least is the meaning we read into the summary 
rejection by OPA of a presentation by retailers of the 
necessity for a cost-plus method of pricing. 

Now cost-plus as a method of arriving at a price is a 
well established tradition. Business knows no other way 
to survive than to collect a little more for goods sold than 
the cost of producing and handling them. In fact, unless 
there is some plus to the cost, there are some manufacturers 
and distributors that are now delaying the necessary 
steps that will aid in the whole great undertaking of 
reconversion and full employment. 


HERE is something disconcertingly unreal about 

the acts and words of OPA. Strong doses of common- 
sense have been administered by various business groups 
so far without any practical effect on the dreamlike state 
of this bureau. 

The latest piece of straight thinking and straight speak- 
ing is a survey on cost absorption made available recently 
by Gordon Creighton, assistant general manager of the 
National Retail Drygoods Association. Business, it points 
out, is for control of prices, nobody wants a run away 
price situation less, but there are forces that will operate 
iaturally that make unnecessary as well as undesirable 
the strait-jacket of regulation. 


AJOR points made by Mr. Creighton are as follows: 
4 “1. Profit incentive is the most powerful force there 
is to get goods produced in peacetime. Price is the tool by 
which this motive force may be released to do the creative 
work necessary to the re-establishment of a normal peace- 
time economy. Price control methods should, therefore, 


. 


include the admixture of sufficient incentive to guarantee 
adequate output and distribution.” 

Contending that a “positive program toward production 
on the part of OPA will produce the effects sought by the 
agency sooner and more surely than a negative policy 
toward inflation,” Mr. Creighton held that strict applica- 
tion of OPA’s absorption policy, if it remains unmodified, 
“will be a most serious deterrent to the fast take-up in 
retailing, which is essential if distribution is to shoulder 
the share of the load of volume and employment expected 
of it in the new economy.” 

2. Declaring that during the last few years it has been 
hard to buy but easy to sell, Mr. Creighton said that the 
reverse will soon be true. 

\ buyers’ market in many lines is gradually approach- 
ing, and that “OPA’s concealed inflationary safeguard 
lies in the fact that the retail world is never going back to 
the antiquated methods which antedated World War I, 
and under which inventory splurging built up a merchan- 
dise stock situation in retail stores the collapse of which 
caused so much havoc.” 

Unit stock control systems have been in at least a partial 
eclipse during the war period, as retailers had to take 
what was available, Mr. Creighton explained. But now, 
he predicted, stock control will be fully resumed and the 
sellers’ market is on the way out. 

“For we are on the threshold of a new buyers’ market,” 
Mr. Creighton concluded. “Maximum production will 
signalize it. Therefore, maximum production is better 
pricing policy than all the regulations that can be written. 
There never avas more effective price control than a buyers’ 
market, which, moreover, is the norm of operations in 
retail stores.” 

The trouble with OPA is that such reasonable and 
practical doctrine seems to make no impression. They 
have settled the price question to their own satisfaction 
and that ends it as far as they are concerned. Hope for 
relief, if any, is in Congress. 
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YOUR ANSWER TO TODAY’S DEMAND 


Women no longer will be content with anything less than the 
100% cleaning service that ROYAL gives. That’s why ROYAL 
is a “Natural” for fast and profitable selling. 


ROYAL is sold only through dependable local Dealers. There 
is a complete range of models and prices to suit every purse and 
need. With ROYAL you can meet and beat all competition. 


The ROYAL Sample Order Plan 


assures you preferred delivery 


The New ROYALS will be ready soon. See your 

ROYAL Distributor now, place your sample 
order and become a ROY AL Fran- 
chised Dealer. You can start taking 
orders at once. ROYAL special 
selling helps are planned for that 
definite purpose. 


THE P. A. GEIER COMPANY 


CLEVELAND 8, OHIO 


In case you don't know the name ) § CONTINENTAL ELECTRIC CO., LTD. 
of the ROYAL Distributor in your 4 Toronto, Onterio, Canada 
territory write us— 


rn oe 7s San ee ee On oe On aan a ee ee 
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He’s happy because he’s got a Monarch 
Roaster Range franchise. Consumer 
excitement about this new Monarch 
Electric Range is mounting at such a 
terrific pace that only one deduction 
is possible: the Monarch Roaster Range 
will command a top sales position in 


/F 175 A ROAS, 
Pit TER RANGE 





the post-war era now at hand. 


Write for exclusive franchise particulars. 
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| 
t height, no «e728 


MO stoopin Use for ¢ 
sd baking 








a 
aanevate dishes and light 
es use of regular oven 


RANGES AND HEATERS 





High-dom 


© cover 
of roaster in 


c 
for hams "eases depth 


ee en MALLEABLE IRON RANGE CO. 
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Will your salesmen be well-trained ? 


You can’t answer “Yes” unless your salesmen are equipped. with a modern sales 




















training program: Easy’s tested program centers around a turnover chart presentation 
which dramatizes effective sales methods. It ¢e//s and shows “‘How to demonstrate an 
Easy Spindrier.”” Also available is a new Salesmen’s Handbook that is “must” reading 


for every man who sells Easy washers for you. 








Will your store be properly equipped ? 


Do you have a set-up for making “live” washer demonstrations to point out the 




















advantages of a full-featured washer? Without these wet demonstrations, selling is 
hit and miss. Our “Easy Plan Book” brings you actual workable plans and architects’ 
sketches showing you how to build a wet demonstration display unit that will boost 
sales to peak volume. And remember, Easy has the record for the highest average unit- 


of-sale in the entire washing machine industry. 





Is your sales training program ready to go? 


The answer should be “Yes” if you’re with Easy. For two years Easy has studied every 
new development in sales training. Now the results are ready. And back of it all a great 


public acceptance over 2,000,000 Easy Washers now in use — many of them the best 














possible prospects for new models. Ask your Easy representative to set up a Training 
Schedule for you~ it’s his job to make sure you’re 
ready for the biggest Easy profit-possibilities in years. 
Easy Washing Machine Corporation, Syracuse 1, N.Y. 


THE EASY AUTOMATIC WILL BE 
THE BEST AUTOMATIC 
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BE READY 


WITH SENTINEL 
WHEN THAT LID 1S LIFTED! 





Be ready to cash in by offering a 
Sentinel radio for every room in the 
home; Radio-Phonographs,Consoles, 
Table Models, Portables, AM and FM, 
AC-DC and battery operated. Also, 
specially designed radios for the farm. 
Sentinel’s new colors, new materials 
and new styles have been approved by 
noted interior decorators and famous 
home furnishings authorities. 
Sentinel’s unmatched Studio Tone, 
finer performance and long-life, 


trouble-free operation are built-in 


2020 RIDGE AVENUE, 


EVANSTON, 






VN "VY 





qualities that keep your customers 
sold, your profits from leaking away. 

Sentinel’s powerful national adver- 
tising and new, modern merchandis- 
ing methods assure a steady demand, 
increasing sales. 

When that lid is lifted, you can 
count on being ready—with Sentinel 


—for those quick radio profits! 


vy OMe 


sentinel. 


ILLINOIS 
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He will set NEW YORK night on your desk 


HAT is New York? The Gay White 

Way, Fifth Avenue, Radio City, 
Times Square, the Waldorf-Astoria, the 
Stork Club? 


NO! New York is a city of a hundred 
cities — New York is 12,000,000 people 
located within 50 miles of its City Hall 
— the world’s greatest concentration of 
consuming capacity plus the economic 
ability to satisfy it. 


For top sales volume, count on the cer- 
tainty of the New York market — its 
gigantic wealth, its terrific tonnage — 
its low cost of advertising, selling and 
distribution. 


Here is the opportunity colossus of the 
world. 


. 
Top sales operation in this huge market 
places a premium on organization and 
planning. 


HEARST ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 


Representing : 


It pays to know the city in the informed 
and intimate way that a newspaperman 
knows it. That is where the Hearst Ad- 
vertising Service Man’s specialization 
and training can be useful to you. 


In the Hearst Advertising Service are 
“reporters with a nose for sales” — men 
who track down the facts that a sales 
manager wants to know — men who 
maintain a constant flow of market in- 
formation for your use. 


From coast to coast in all the vital key 
ities listed below, Hearst Advertising 
Service men are constantly consulting with 
sales and advertising executives, devel- 
oping and giving basic market informa- 
tion, keeping pace with conditions, mak- 
ing themselves increasingly useful to you. 


The H-A-S man stands ready to work 
with you as he works with hundreds of 
other sales and advertising executives. 


New York Journal-American + Pittsburgh Sun-Telegraph - 


baltimore News- Post- American 


L 


Boston Record- American - Advertiser 
San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 


OCTOBER, 


CALL THE 


H-A-S MAN 


Just drop us a note 
saying, “I’m inter- 
ested in your mar- 
ket information on 
(name your type of 
product).” 


Chicago Herald-American 
Albany Times-Union 
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Or even a prewer view? 


Well, things have been happening to the market for 
automatic electric water heaters that make either 
view as out-of-date as an 1890 bathtub. 


Fact is, the postwar market for automatic electric 
water heaters is going to be FAR BIGGER THAN 
EVER! 

And here’s why: 


@ There is going to be a rush to buy automatic 
appliances that must have a dependable and 
plentiful supply of hot water to operate properly. 


@ You've seen the surveys. Millions of women are 
going to buy washing machines as soon as they 
can. Many others can hardly wait to get com- 
pletely automatic electric dishwashers . . . sep- 

arately or in the work-saving G-E Electric Sink. 


@ An automatic electric water heater is the best 
source of a copious, trouble-free supply of water 


at the right temperature . . . for the all-electric 


Do you take a 


“SATURDAY NIGHT” 
view of the hot water market? 


laundry, the all-electric kitchen . . . for all of the 
uses to which hot water is put in the home. 


@ installing an electric water heater is going to 
be easier than ever. Water heater lines are being 
standardized and simplified. Satisfying a cus- 
tomer’s need for plentiful hot water will be as 
simple as meeting her needs for speed cooking 
with a G-E Electric Range. 


@ And electric service companies are co-operat- 
ing to increase the number of prospects for elec- 
tric water heaters. General Electric has recently 


obtained detailed information about the water 
heater programs of approximately 400 electric 
service companies, serving more than 22,000,000 
meters. We found that 75% of the total surveyed 
now have electric water heating rates . . ; 
4,000,000 more meters than ever before. 


Doesn't this all add up to a great profit opportu- 
nity for you? Take advantage of it by stocking and 
selling G-E Automatic Water Heaters . . . the de- 
pendable source of hot water for every home. Gen- 
eral Electric Company, Appliance and Merchandise 
Department, Bridgeport, Conn. 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeeereeeeeeeeeeeeeeeeeeeeeeeeeee 


The G-E AUTOMATIC ELECTRIC WATER HEATER... 
for more sales, greater profits. 












The G-E Automatic Electric Water 
Heater is designed from top to bot- 
tom for a long, trouble-free life. 


Because it is the kind of water 
heater that customers can buy and 
forget, it is easier to sell. It requires 
less service than any major appli- 
ance you sell... 
greater profit for you on every 
installation. 


and that means a 


The G-E Automatic Electric Water 
Heater is heated by the G-E Calrod 
with the Gelva Seal . . . the heating 
unit that is designed to provide the 
maximum amount of hot water in 


wvonssewsene WATER HEATERS 


GENERAL @ ELECTRIC 
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letter, 


the shortest possible time, and at the 
lowest cost. 


And Calrod will perform efficiently, 
month in and month out. Of the 
thousands of Calrod units placed in 
service in ranges and water heaters 
since 1932, less than one half of one 
percent have been returned to us for 
service or repair. 


Cash in on the big electric water 
heater market with G-E Automatic 
Electric Water Heaters . . . the heat- 
ers that can bring your customers 
the most satisfaction . .. bring you 
the greatest profit. 


eeeeevreeeeeeeeeereeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


“The G-E House Party,” 


FOR GOOD LISTENING : Don’t miss Art Link- 
every 
pre Monday dwengh Friday, 4 p. m., 
E.W.T., CBS. 
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Take a Look at 
Majestic’s Powerful Distributing 





Here it is—the powerful distributing organization through 
which Majestic Radios, Majestic Radio-Phonographs, and 
Majestic Records will soon be flowing to dealers in every 
section of the United States 


EAST 


ALBANY, N. Y. . Reines-Freeman Dstrbtrs., 201 Jay St. 
BUFFALO . Mutual Appliance Dstrbtrs., 122 Clinton St. 
CAMDEN, ME. Camden Shipbuilding & Marine Ry. Co. 
NEWARK, N. J. Igoe Brothers, Inc., 234 Poinier St. 
NEW HAVEN, CONN. Mory Sales Corp., 156 Brewery St. 
NEW YORK Colen-Gruhn Co., Inc., 387 Fourth Ave. 
PHILADELPHIA J. J. Pocock, Inc., 1920 Chestnut St. 
PITTSBURGH J. E. Miller Co., 80 26th St. 
PLATTSBURG, N. Y. A. H. Marshall Co., Inc. 
ROCHESTER Harmon Automotive Corp., 16 Charlotte St. 
SPRINGFIELD, MASS. B.H. Spinney Co.,62 Hampden St. 
SYRACUSE, N. Y. B. H. Spinney Co., 1133 W. Genesee 
WATERTOWN, MASS. Major App. Corp., 60 Arsenal St. 


CENTRAL 

Chicago-Majestic, Inc., 2600 W. 50th St. 
CINCINNATI Kelley-Mason, Inc., 49 Central Ave. 
CLEVELAND . Elliott & Evans, Inc., 4800 Prospect Ave. 
COLUMBUS Thompson & Hamilton, Inc., 211 N. Fourth St. 
DAYTON Gem City Appliances, Inc., 124 Franklin St. 
DES MOINES Sidles Company, 912 Locust St. 
DETROIT . LaSalle Elec. & Mill Supp. Co., 6911 E. Lafayette 
EVANSVILLE, IND. 
GRAND RAPIDS 

INDIANAPOLIS 


CHICAGO 


Allied Appliance Distributors 
State Dstrbtg. Co., 11 S.W. lonia St. 
Kiefer-Stewart Co., 122 S. Senate 
KANSAS CITY . Maco App. Dstrbtrs., 416 Admiral Bivd. 
MILWAUKEE . Moe Brothers Milw. Co., 319 E. Clybourn 
MINNEAPOLIS Northwest Dstrbtg. Co., 1012 LaSalle 
MITCHELL, S. D. . Automotive Supply Co. 
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OMAHA Sidles Company, 502 South 19th St. 
RAPID CITY, S. D. Wallahan Co., 1815 W. St. Joe 
ROCK ISLAND, ILL. Tri-City Radio Supp. Co., 229 18th 
ST. LOUIS Recordit Dstrbtg. Co., 3028 Locust St. 
SOUTH BEND, IND. . . Femco Dstrbtg., 1603 Prairie 
TOLEDO Gerlinger Equipment Co.,1320 Madison Ave. 
WICHITA Home Appliance Co., 149 N. Rock Island 


SOUTH 


ATLANTA Crawford & Thompson, 291 Ivy St., N. E. 
BALTIMORE J. B. Mitchell Co., 117 Market Place 


BIRMINGHAM Birmingham Electric Battery Co., Ave. B 
& 23rd St., S. 


CHARLOTTE, N.C. Southern Appliances, Inc., 517 E. Trade 
CHATTANOOGA, TENN. Allied Appliance Distributors 
HAGERSTOWN . Bohman-Warne, Inc., 35 W. Franklin 
HUNTINGTON, W. VA. Modern Dstrbtrs., Inc., 1540 4th 
JACKSON Mississippi Appliance Co., 800 S. State 


JACKSONVILLE . Major Appliances, Inc., 474 Riverside 
Ave. (Ra.) 


KNOXVILLE Allied Appliance Distributors of Knoxville 
LITTLE ROCK 555 Inc., Second & Broadway 
LOUISVILLE . Bomar Mfg. Co., 1114 Bardstown Rd. 
MEMPHIS Allied Distributors, 1090 Union 
MIAMI Shelley Dstrbtg. Co., 3015 Grand Ave. 
MONROE,LA. United Elec. Service, 905 Louisville 
NASHVILLE . Allied Appliance Dstrbtrs. of Nashville 
NEW ORLEANS United Dstrbtrs., Inc., 539 Carondelet 
ROANOKE, VA. . Dowdy Electric Co. 
TAMPA Major Appl., Inc., 209 S. Franklin (Ro.) 
WASHINGTON Mehen Dstrbtg. Co., 2480 16th St. 


WEST 
DENVER, COLO. The Porker Co., 1520 Wazee St. 


OCTOBER, 


Organization 


SOUTHWEST 

Amarillo Hdw. Co., 600 Grant St. 
DALLAS Lone Star Wholesalers Inc., Santa Fe Bidg. 
HOUSTON Electrical Eqpt., Inc., 1211 Congress Ave. 
OKLAHOMA CITY Hales-Mullaly Co., 1 N. E. 6th St. 
PHOENIX Electrical Eqpt. Co. of Ariz., 424 N. Central 


AMARILLO, TEX. 


PACIFIC COAST 
LOS ANGELES Roach-Driver Co., 1701 S. Grand Ave. 
PORTLAND F. B. Connelly Co., 1233 N.W. 12th St. 
SAN FRANCISCO . McCormack & Co., 1355 Market St. 
SEATTLE F. B. Connelly Co., 1015 Republican St. 
SPOKANE Prudential Dstrbtrs., Inc., 151 Stevens St. 


Strong distributor support is only one advantage of the 
Majestic franchise. If you'd like to learn about all the 
advantages Majestic offers to selected radio dealers, 
write today. We will put you in touch with the Mojestic 
distributor for your territory. Majestic Radio & Television 
Corporation, St. Charles, !Ilinois. 


RECORDS - TELEVISION - ELECTRONICS 
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5IG HOOVER 


for your customers! 


The end of August, Hoover announced 
the new Hoover Cleaner was in limited 
production. More than sixteen million 
black and white pages of advertising 


reached Hoover prospects. 


Now the September 24 issue of Life 
Magazine carries a full-color bleed page 
ad telling more than 20 million readers 
(including your best customers ) what the 
new Hoover Cleaner means in new ease 


and thoroughness of cleaning. 


It tells them how easily it converts from 
a floor cleaner to a thorough, easily 


handled above-the-floor cleaner. 

It tells them to remember well the war- 
time lesson of service . . . that “an appli- 
ance without an honest service behind it 
is like a cup without a saucer.” 

The New Hoover is on the way! 


New Hoover advertising is under way! 


Your Big Opportunity with Hoover is beginning! 
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THE HOOVER COMPANY 
North Canton, Ohio 
Canada: Hamilton, Ontario 


England: Perivale, Greenford, Middlesex 
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The Army-Navy “E” award 
received five times for high 
achievement in the production 
of essential war equipment. 
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DRIVING POWER back of the new, 
post-war Emerson Radio — this in 2 
months, with more to follow. 


Big copy in 300 leading newspapers. 
Full-page ads in national magazines. 
Big billboard advertising. Dramatic 
point-of-sale promotion. 


With constructive policies and 
equitable sharing of merchandise, 


Emerson dealers are TAKING 
ORDERS NOW. 


-_ 


With 3 TIMES pre-war production 
facilties—with BETTER Style, Tone, 
Performance and Value—Emerson 
holds its position as World’s Largest 
Maker of Small Radio. 


These are the high spots of the prop- 
osition which has taken America by 
storm. Call or write your Emerson 
Radio distributor now. 


Te Mou Pi t-Wa 


Fmerson Radio 
and lelevision 


EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N. Y. 


OCTOBER, 
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To make the most of the thirst 
for post-war goods you’ve got to sell both sexes. And 
to sell both gexes, you’ve got to tell both sexes. That’s 
why so many advertisers’ peacetime promotion plans 
include The American Magazine as a media “must.” 
Edited with dual sex appeal, The American Maga- 


zine double-exposes advertising to millions of men 





and millions of women . ... multimillions of prosper- ; 
ous Americans who, for four long, war-rationed years In the Service 
have been thirsting for consumer goods of almost ~ of the Nation 
every description. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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THE FARMER 
GOES TO TOWN 


ou can take it both literally and figuratively ... for farmers 
Le the rich rural area of Fae Golden Crescent are “going 
to town” when it comes to making money. And they go to 
town to spend their money. 


The fact is that the three million farm folks in this great 
market area earn their living in rural ways—but in their buy- 
ing habits they’re suburban. Evidence of this is that this area— 
the states of Michigan, Ohio and Pennsylvania—contains an 
exceptional concentration of marketing centers . . . an average 
of 781 per state, as against the U. S. average of 349. 


Here, then, is an ideal avenue for merchandising products of 


OHIO FARMER e 


CLEVELAND DETROIT 


MICHIGAN FARMER e 


every type. A huge market, concentrated in a compact area, 
means economical sales and distribution. A prosperous market, 
with urban habits of buying advertised, branded products, is 
eager to spend money—particularly for those things which 
have been withheld by wartime restrictions. 


This lucrative market can easily and thoroughly be reached 
by low-cost advertising .. . through the best-read and 
most trusted publications covering the area— MICHIGAN 
FARMER, OHIO FARMER and PENNSYLVANIA FARMER. 


If your search now is for profitable markets... put Fe Golden 
Crescent up top on your list! 


PENNSYLVANIA FARMER 


HARRISBURG 
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Yes, there will be F-M and A-M Delco home radios . . . combinations, 
too . . . styled to win the eye and engineered to delight the ear . . . 
in console models, table models and portables that cover the range 
of customer demand. Delco home radios and Delco auto radios will offer 
the best of all that’s new . . . backed by Delco Radio's long 
experience in radio building and merchandising . . . distinguished by the 
combination of engineering vision and manufacturing precision that 
made Delco Radio a major supplier of radio and electronic 
equipment for the armed forces. 


























SING ELECTRICAL MERCHANDISING—OCTOBER, 1945 PACE 13 





@eeeeee#e#e#2e¢8e 8 € 3.44 





WHAT doce thie great market offer? 


A tremendous pent-up demand for autos, washing machines, 
refrigerators and “big unit” products generally. Dealer and 
consumer surveys reveal a buying demand running into the 
billions. Here is a market well fortified by diversified income 
and huge savings...famous for its responsiveness to advertising 
and its record-breaking volume buying. 
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‘ves you a choice of ae, ee on 
pat a at milline rates whic mon 
on 





e@eeeseeeev eve - et 6G ei ovoveeeseeeeeeseeeeeveeeeeeeeeeeeeeeeeeeeeeeee ee 


can you solve your 
postwar selling problems? 


HOW cau you get started fact 
with volume salesf — 


In this one compact market there is more postwar business 
than will be available in 13 states combined. The Chicago 
area offers enough business to take the entire output of some 
manufacturers. Here you can get immediate volume and at the 
same time build solidly for a continuing, profitable operation. 


WHEN cau you get going 7 


Today! Now available for your study and use is a specific 
sales program based on the findings of an auto and household 
appliance investigation among consumers and dealers. To get 
these pertinent facts, address C. S. Benham, Manager, National 
Advertising, Chicago Tribune, Tribune Tower, Chicago 11, Illinois. 


wweT Cee eC eC eC CSE SES EOSES ESE O OO EOS OO 


CHICAGO TRIBUNE 


ve woOrRtuodD'’s 


GREATEST 


NEWSPAPER 


August average net paid total circulation: Daily, over 1,025,000; Sunday, over 1,300,000. 


PAGE 14 OCTOBER, 1945—ELECTRICAL MERCHANDISING 





ae | 


EL 





SING 




















| SPARTON WAS READY | 
WITH TELEVISION 
IN ‘39 


way back in 1939, Sparton sold television 

sets. At that time only four other major 
manufacturers were ready with television 
equipment. 























This is but one of many examples of Sparton’s 
engineering initiative. Many radio firsts — 
contributions that helped sell radios in volume 
—are credited to Sparton technicians. i. e.: 


The first all-electric set; push button tuning 
| | and the Viso-Glo—so important to close 
tuning and better reception — were Sparton 
developments. 





The engineers responsible for these out- 
standing selling features can be counted on 
to keep Sparton sets highly competitive. 





Sparton radios are sold under the *SCMP 
to one dealer in each community. If you are 
interested in being the exclusive Sparton eng Aire ssn 
dealer in your community write — 


excellence in war production. 





Ed. Bonia—Sales Manager, Sparks- Withington Company, Jackson, Michigan 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


SPARTON 


| RADIO'S RICHEST VOICE SINCE 1926 








* Sparton Co-operative Merchandising Plan 


ae _ 


aT OER SARE ce tie . rien | 


ELECTRICAL MERCHANDISING—OCTOBER, 1945 





PAGE 15 





SA 


METAL TUBES 


Ken-Rad Tubes have played a vital part in bringing 
about higher standards of home radio reception. . . 
Now, to tube quality already foremost, are added great 
new research and engineering facilities . . . Ken-Rad 
Radio Tubes consequently are better than ever, increas- 
ing the desirability and profit opportunities of the Ken- 
Rad sales franchise. 


Di E.ecthic COMPANY 


N OF GENERAL 
OWENSBORO, KENTUCKY 


OCTOBER, 1945—ELECTRICAL MERCHANDISING 








“9 


men’ 


¢ 








~ aed ‘. 





LADIES’ HOME JOURNAL 


... bat you can 
True to its policy of “One to Every Dealer Before 
Any One Gets Two,” Premier is delivering a 
demonstration cleaner to every Premier dealer. 
Now Premier provides a way for you to sell new Premiers 
immediately—for delivery as soon as you receive them. 
The Premier Priority Plan is based on the practical and 


a a ee eee 


When only the best is what you want, you know you'll be happy with nothing else. 
Your own experience in successful home-making is the best proof that you can rely 
on the quality of famous-name products. Now that Premier cleaners are back in the 
stores, remember that Premier is a famous name in cleaners . . . a mame that has been 
justly earned over more than a third of a cengry. 

Of course, enough Premier cleaners cannot possibly be made at first to satisfy the pent- 
up demand for them. If you are tempted to buy an unknown and unproved brand of 
cleaner, just because it happens to be the only one available at the moment, remember 
that it is always worth your while to wait for the best. 





Any Premier dealer is ready now to give you a compl | ration of a brand- 
new Premier . . . and to issue to you a numbered 
PREMIER PRIORITY CERTIFICATE em 


This certificate entitles you to delivery of your new Premier in the order 
of your registration. Whea you buy a Premier—you know what you're getting ‘= — 
And when you buy it under the Premier Priority Plan, you know you will ps 
be buying it the advantageous way for you~ “First Come, First Reserved!” 


Find out where to get your new Premier os soon os possible by using the coupon below! 


ELECTRIC VACUUM CLEANER COMPANY, INC., Cleveland 10, Ohio 
THE PREMIER VACUUM CLEANER CO., LTD., Toronto, Canada 


4 f . (Premier Saving ) When you buy 


your new Premier from a retail store it will cost 
you $10 to $20 less than it would have cost if 
Premier maintained its own house-to-house “spe- 
cialty” salesmen. Selling Premiers through retail 
stores only, makes this saving yours! 


appealing principle of “First Come—First Reserved.” | Good Business for you in the future! 


The advertisement reproduced above appears in the November 


Ladies’ Home Journal, the December G. 
and in the December 15th issue of The Saturday Evening Post. 
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Premier is focusing the attention of your cus- 
tomers*on this Plan with the full force of all 
its national advertising. The Premier Priority 
Plan will produce Sales for you now, and create 
customer Good Will that will mean continued 
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Presenting...Qur New Model 900} 


4 
~"e 
hee 4 


Electric Roaster 


@ The advanced Everhot Electric Roaster, 
embodying unique, startling features of design, 
construction and performance combined with 
traditional Everhot quality and dependability 
is now ready for distribution. Completely engi. 
neered, thoroughly tested this new Everhot 
fully meets the expectation of dealer and con- 
sumer for extraordinary post-war advancement 
in such utilities. 


FEATURES THAT MARE SALES 


Advanced styling brings new beauty and symmetry to 
cabinet and roaster ensemble presenting sheer, easily 
cleaned surfaces, artistic trimmings, toe-in plate, and 
rigid reinforced door with concealed handle. 


Observation glass in lid. Turn-a-knob mechanical 


Combination in-built cover lifter. 
revolving temperature Deeper roasting pan 
guide and cooking assures more uniform 
time-chart. cooking and better 


New-type air and browning. 
moisture control gives Stainless steel covers 
better flavor and for all utensils. 


appearance to all foods. In-built timer clock 
Stain-proof cover. control optional. 


Shipments Soon 
THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6 - OHIO 


AUTHORIZED WHOLESALERS IN ALL MARKETS 
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‘Housewives Dream Is 
To Become a Reality | 
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“Bie Good Will 








COMMERCIAL CREDIT COMPANY 


BALTIMORE 2, MARYLAND 


Capital and Surplus more than $65,000,000 
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Chief designer... 





OOKS like—yes, it is our old friend, Mrs. Home-maker! She’s 

really the chief designer of Proctor appliances. Because we 

ask for her opinions regularly by questionnaire and spot survey. 

When the results are tabulated, only then do our nationally 

known engineers and designers go to work. ..to make her appli- 
ance dreams come true. 








-»- her greatest 
appliance creations! 





With victory there’ll be many 
newsmaking features, many sur- 
prise developments in Proctor 
Electric Appliances. Plan now to 
stock and sell ’em. Till then, keep 
on buying Victory Bonds. 


PROCTOR 


NWEWSMARKER 


IN APPLIANCE MERCHANDISING 


ROCTOR ELECTRIC COMPANY, DIVISION OF PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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_ _ MOTHER relies on her G.f 
o@ € ma: 2 radio for household hints. The 

me 2: refrigerator and electric iron 


which she uses also carry the 
G-E monogram. 


because the 
G-E monogram 


° ae es 
is qd household : : : FATHER listens regularly toG-E 
a2 newscasts. General Electric is 


. sf a familiar name to him; he has 
sym @ : ae bought G-E lamps as long as 


dependability 


he can remember. 


SON TOM is interested in 
amateur radio work. Tom 
knows electricity and elec. 
tronics—knows that General 
Electric leads in both. 


The people at the right all require new radio tubes from 

time to time . . . and they are favorably disposed to G.E. 

because that’s the name that spells quality and dependability 

rly ee EO Op Cae , DAUGHTER PEGGY carries het 
you have America’s biggest tube market. YOU can at 


G-E portable radio every: 
share importantly in that market, and in the profits that where. Peggy has a G-E fania 


go with it. Arrange to stock and sell G-E tubes as a oo her room —a G-E fluorescent 
top money-making opportunity for you. Write for in- : ae eee ar Sema eee 
formation about G-E tube selling rights to Electronics 

Department, General Electric Company, Schenectady 5, N. Y- 


Hear the G-E radio programs: “The World Today” news, Monday 
through Friday, CBS. “The G-E All-Girl Orchestra,” Sunday, NBC. 
“The G-E House Party,” Monday through Friday, CBS. 


GENERAL ELECTRIC a AUNT AND UNCLE are music: 
eis cat lovers. Their G-E radio-pho 
nograph has given them maty 
hours of pleasure. Buying Gf 


is second nature with them. 
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VERYBODY’S getting ready to climb on the 

“gravy train”—as soon as electrical appliances 
are available. Now that the war is over, dealers will 
be able to sell almost anything to anybody. 


But when the train comes to the end of the line— 
when customers begin to demand quality, at a price— 
where will you be? 

Will you have an appliance line that’s been selling 


for you—by turning in a good performance for your 


| customers? The kind of line women tell their friends 


about? A quality line that brings these customers back 
for other related items? A line that will continue to sell, 





Cw_£ 


Smokeless 
Table Broiler 


Iron-that-Wags- 
its-Tail 


















A WEST 


Sel 
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On the Gravy Train... how fae 
will your ticket take you ¢ 


year in and year out? That will keep on bringing you 
business when the gravy train has stopped? 


We think you'll find yourself in this happy position 
when you carry Manning-Bowman’s “Quality Quins” 
—like the popular “Long-Last” percolator pictured 
above, just one of the famous family of M-B appliances. 

For to thousands of women, Manning-Bowman 
means best. It has meant quality to housewives since 
1857. Meant a hot line for thousands of dealers before 
the war. 


Now’s the time to plan how Manning-Bowman can 
mean More Business for you. 


Manning Bowman Means Best 


MERIDEN, CONNECTICUT 





Twin-O-Matic 
\/afie Baker 


Toaster-with- 
the-Tester 


THE LINE THAT'S ALWAYS IN DEMAND 
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"And just think ... there are no moving paris 
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Homer K. Fuddleduddy is going to get a pretty icy 
reception, trying to meet competition with an inferior 
product. 

No matter how ingenious the sales talk, the days of 
*‘just-as-good’”’ are numbered. The public isn’t hav- 
ing any, thank you, not even when the products look 
pretty much alike. 

Take coffee makers, for instance. There’s ONE 
brand smart merchants consistently feature because 
it’s the ONE coffee maker customers consistently ask 
for by name. 

And Silex is now ready to make good its war-time 
promises ...of expanded production ...of improved 








quality ...of other fine products that will proudly 
carry the Silex name, including the perfected Silex 
Duolectric Steam Iron. 
Silex is ready to make your selling job easier by 

offering you: 

The original name in the field 

The top name in the field 

The most popular name in the field 
You can’t go wrong if you ask for, insist on and fea- 
ture the leading name in every line you carry. That’s 
always been good business. It’s vital strategy now 
that merchandise is becoming more plentiful and 
customers more choosey. 


ra SILEX «. 


TRADEMARK REGISTERED U. S. PAT. OFF 


HARTFORD 2, CONNECTICUT °* ST. JOHNS, P.Q., CANADA 
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Above: Bendix automatic 
Home lroner 
Below: Bendix automatic 

Home Laundry 


De Luxe ; , 
Model a be z 


ms 
® 


> 








BENDIX HOME APPLIANCES, INC., SOUTH BEND, INDIANA . . . PIONEERS AND PERFECTORS OF THE AUTOMATIC “WASHER” 


BENDIX™~Home Laundry 
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AMERICA’S STRENGTH IN WAR AND PEACE—-THE PARTNERSHIP OF MAN AND WOMAN 





HE earns the income 


eer 
WE POST tyqj_ 
ell CHECK tm 


PLEAS! Ase 


ILING PRICE List 


OS aA BS Late en eae ats 


SHE spends it wisely 


Every week in millions of American 
homes the partnership of man and 
woman finds practical expression in the 
administration of the family income. 
That income is usually earned by a man 

but the family happiness rests upon a 
woman’s wise and conservative use of it. 

The significance of woman’s role in 
this great partnership is apparent from 
the faet that by far the greater part of 


all consumer goods is bought by women. 


Women in 3,500,000 Homes 


Find Guidance in McCall’s 


McCall's editors, through continuous 
research, keep themselves well in- 
formed on what is going on in women’s 
minds. That is why MeCall’s homemak- 
ing pages are a source of special inspira- 
tion and guidance for the women who 
do the buying for more than 3,500,000 
homes. 


Wartime living accentuated this in- 


fluence of McCall’s. So in these days 
of readjustment to peacetime conditions 
you will find your best informed, most 
understanding customer is that one 


woman out of five who lives by McCall s. 


MM 


THREE MAGAZINES IN QNE 
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THE NEW G-E ELECTRONIC REPRODUCER! 


FOR SUPERB 
RECORD REPRODUCTION 


make ice 


THIS SEAL IS ON THE 
PHONO-COMBINATIONS YOU SELL! 










Your Answer to Quick Sales... Customer Satisfaction 


@ The new G-E radio line! Packed with 
paying features! Outstanding among these 
features is the entirely new and sensational 
G-E Electronic Reproducer. Each music- 
loving American will want the radio-phono- 
graph that obtains such brilliant, true-to-life 
performance from every record. 

Here’s what the experts think: At a pre- 
sentation in New York at the Waldorf 
Astoria on June 27, 1945, before a large 
group of celebrities from the musical world 
and a score of top-notch music critics, the 
new G-E Electronic Reproducer was ac- 


*1.G-E Alnico 5 Speakers 3.G 
2.G-E Radio-Phonographs 4 











_ a 


| (/ oe 
eae 












PORTABLES 


-E Superior Quality 
-E Electronic Reproducer 6. (See coming Ad) 8. (See coming Ad) 


GENERAL &@& ELECTRIC 


TABLE MODELS - 


claimed as one of the most notable achieve- 
ments since electronics and the phonograph 
were combined. 

The new G-E line is complete. It’s made 
by the men who produced more wartime 
radio and radar than any other home radio 
manufacturer. It’s backed by the greatest 
consumer advertising campaign of any home 
radio manufacturer. For quick turn-over, 
customer satisfaction, profits . . . consult 
your nearest G-E Radio Distributor or write 
Electronics Department, General Electric 
Company, Bridgeport, Conn. 


5. (See next Ad) 7. (See coming Ad) 










178-510 


CONSOLES - FARM SETS 


AUTOMATIC PHONOGRAPH COMBINATIONS - TELEVISION 
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Yes, the great day is coming soon when 
the people of your community will flock 
to your store to get the story of the 


SENSATIONAL NEW REFRIGERATOR AND 
FREEZER DEVELOPMENTS FROM PHILCO 


PAGE 28 OCTOBER, 1945—ELECTRICAL MERCHAND!S! 











Miracte \AB\E APPLIANCES 


ELECTRIC 
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@ Ready to meet the postwar accent on easier-than-ever cooking 

... these three unbeatable models with the four unbeatable-selling 

points will put money in your till... as soonas youcan put them on 
.the nation’s waiting tables. 





Sturdily constructed and smartly designed for quality . . . efficiency 
.... A.C.-D.C. performance... simple and inexpensive opefation, 
these three—the Waffle Iron, Table Grill and Toaster—put sparkle 
into their rapidly approaching sales future because each teems with 
selling points, glowing as their chrome finish. 


r The Miracle Unbeatable Trio 
In the Waffle Iron it’s the full size, 7-inch grill . . . deep batter 
trough ... expanding hinge... distinctive chrome finish . . . always- 
cool-to-touch black plastic handles. 


In the Table Grill it’s the 4-Heat double burners, usable singly 
or together. . easy-to-handle light weight . . . pleasing color har- 
mony of metalescent gray, black and chrome. : 
DELIVERIES TO BE ON ALLOCATIORR BASIS” 


Several Miracle Appliances are almOst ready for 
delivery and others will follow in rapid succession: 


In the Toaster it’s quick-action toasting . . . automatic toast turn- 
ing at finger-tip touch on the handle...enclosed construction to 
save current... easy-to-clean, always new looking chrome plate 
with black plastic trim. 


A few MIRACLE FRANCHISES still available. 
Mail this coupon for facts. 


All three—like other Miracle Appliances—are almost set to go. 
They’re all sales winners. They all have the quality that sells. Contact 
your jobber immediately about sales possibilities. 

Miracle Electric Company 
36 South State Street 
Chicago 3, Illinois 
Yes—I'd like to know how we can get earliest possible delivery of 
Miracle Appliances. 
Store Name 


Address 
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Aha! The Good Housekeeping Seal / And another shopper gets the go-ahead / 


— DON’T mean to imply that the Good 
Housekeeping Seal is ALL a product needs to ° 
pull in the dollars. 00 ouse eeping 
But we do say when a woman is trying to decide 
between this and that, the article that wears this modest 
little seal is more than likely to come out ahead. 


And you have plenty of evidence to prove that. 959 8th Avenue, New York 19, N. Y. 


Again and again you’ve seen this seal give ) | 
undecided customers the green light. 
: ot 


Why? 


The Homemakers’ Bureau of Standards 








Because women know that careful examination iz 
and tryout precede the Good Housekeeping okay . “ [. This seal acts as your customers’ 


They know that we give this seal to no one— as he’ to Seidl Baap. 
the product that has it, earns it. green lig go ahead 











PAGE 30 OCTOBER, 1945—ELECTRICAL MERCHANDISING 











lards 
N. Y. 


DISING 


OCTOBER 


Published by SYLVANIA ELECTRIC PRODUCTS INC., Salem, Mass. 


1945 





NEW WHITE FLUORESCENT 
LAMP DEVELOPED WITH 
4500° COLOR TEMPERATURE 





One of the latest fluorescent lighting develop- 
ments, to be offered to the electrical retailer, 
is the new Sylvania lamp with a color es- 
tablished between the standard Daylight and 
White fluorescent lamps. 

This color has been produced after several 
years of experimentation, to satisfy a con- 
sistent demand for a lamp “whiter” than the 
standard White and yet not as “blue” as the 
Daylight. As a result, a phosphor has been 
developed for the new lamp giving it a color 
temperature of 4500° White (the daylight 
lamp is 6500° and the standard white is 
3500°). 

These new lamps will produce over 10% 
more light than the daylight lamps and 
about the same amount as the usual white 
lamps. They will be available in 40 Watt 
T-12 and 100 Watt T-17 sizes and will have 
the same lumen maintenance ratings as other 
40 and 100 Watt fluorescent lamps. 


OTHER NEW DEVELOPMENTS 


The 4500° White lamps are an addition to 
the line of new Sylvania developments — 
which include Long-Slim and circular flu- 
orescent lamps. The Long-Slim lamp is made 


in lengths up to 96” — providing an even | 


spread of unbroken illumination. It is in- 
stant-starting and requires no starter, which 
makes installation and maintenance simple. 
Its single-pin bases also simplify installation 
hy eliminating positioning difficulties. 

The Sylvania circular fluorescent lamp is 
fitted with a rotating base which turns through 
180° around the lamp. When the lamp is 
turned over, another 180° rotation is af- 
forded. This permits great flexibility in any 
type of installation. The base is also translu- 
vent to provide an unbroken ring of light. 








| 


SPECIAL LAMPS READY 


FOR 


NEW CONSUMER PRODUCTS 





Large Demand Seen for These Lamps in 
Vacuum Cleaners, Refrigerators, Ovens 





Sylvania Electric produces a line of over 700 
special electric light bulbs and fluorescent 
lamps for equipment use—ready to be incor- 
porated into hundreds of peacetime products 
now on the drawing boards and production 
lines. 

Stoves, vacuum cleaners, refrigerators and 
many others will have their own lighting sys- 
tems built into them; and for years Sylvania 
experts have been developing and making 
this specialized lighting equipment. The 
range of wattages, voltages, bases, bulb 
shapes, types and lumen ratings of Sylvania 
lamps is so wide that practically any require- 
ment for equipment use can be readily filled. 

The big demand for these lamps in new 
manufactured products, as well as for re- 
placements, gives retailers a good oppor- 





tunity to build up their lamp sales. 

Many of these special lamps stand out as 
integral parts of equipment due to their 
actual design for the equipment or ready 
adaptability to it. Each lamp, however, is 
guaranteed to provide the best in quality and 
performance for its particular use. Among 
them is the new Sylvania Long-Slim, instant- 
start fluorescent lamp — ideal for lighting 
showcases; low heat-output vacuum lamps 
for use in refrigerators; special bake oven 
lamps that operate efficiently in a heat of 
550°F.; and slim, vibration-resistant bay- 
onet lamps for vacuum cleaners and sewing 
machines. 

Electrical retailers will find this line of 
special purpose lamps more than ever a 
profitable one to push. 









VACUUM 
CLEANER 


STOVE 


SEWING MACHINE 
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REFRIGERATOR SHOWCASE 
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SYLVAN IA ELECTRIC 


MAKERS OF FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES; 
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ELECTRIC LIGHT BULBS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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HAS THE ANSWER! 


watch for announcement 
to be made soon 


No intelligent radio service-dealer will deny the 
fact that the reputation of his industry has suf- 
fered in recent years. 

Unethical servicemen who have taken advan- 
tage of manpower and parts shortages have done 
great damage to public opinion. They have caused 
so much adverse publicity in national magazines 
and influential newspapers that dealer-licensing, 
federal regulation and even finger-printing are 
being suggested for the public’s protection. 

Raytheon began many months ago to remedy 
this situation, and now has the answer in a strong 
merchandising program to be announced soon. 

It will be revolutionary in every respect, en- 
abling the public to tell which service-dealers 
deserve complete trust and confidence. 

Dealers who can qualify will immediately have 


a tremendous competitive advantage. Watch for 7 hi A, 
our announcement! WALLS ha ul, “ZN 
heon Manufacturing Con ou 


All Four Divisions Hove 
RADIO RECEIVING TUBE DIVISION Boon Awarded Army-bé ; 
NEWTON, MASS. . LOS ANGELES . NEW YORK . CHICAGO - ATLANTA “E" With Stors \ 


DEVOTED TO RESEARCH AND THE MANUFACTURE OF TUBES AND EQUIPMENT FOR THE NEW ERA OF ELECTRONICS 
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We're looking for some 


PARTNERS! 


That’s not literally true, of course. But in a 
larger sense we’re interested in a cooperative 
set-up with a number of enterprising groups 
who have product ideas, some merchandising 
guts and working capital to put them across. 
We'll supply the manufacturing facilities and 
the production know-how that can find the 
short cuts in tooling-up and setting up 
assembly procedures. 


It will make a hard-hitting combination! 
Together, we can get those consumer prod- 
ucts on the market, probably way ahead of 
competition. 


We tooled up once a week last year 


As a sub-contractor to industry (we’ve been 
at it for over 50 years) a new product “‘in a 
hurry” is no new experience to us. We’ve 
developed new methods that enable us to 
take new problems and unusual delivery re- 
quirements in stride. 


As a matter of fact, we developed the prin- 
ciple of the portable assembly line. Instead 
of taking the parts to the line, we bring the 


res 


assembly line to the department where most 
of the assembly is involved. It works sur- 


prisingly well . . . and has produced some 
sizeable economies. 


Make your working capital go further 


You can sidestep the investment in bricks 
and mortar, in tools and machinery, even the 
long-term tying up funds in inventory. Con- 
serve your capital for the all-important func- 
tion of distribution. 


Buying a plant at the start may be just a 
gratification of your ego to have your name 
on a factory. But it ties up valuable capital 
that can be more profitably employed in the 
merchandising of the product. 


Buy your plant later. For the present, why 
not explore the advantages of intrusting the 
manufacture to a competent sub-contractor. 


Let Lewyt do it. 


* * * 


Write on your business stationery for 48-page book, “‘Let 
Lewyt Do It’—the story of the Lewyt organization in pic- 
tures. Lewyt Corporation, 60 Broadway, Brooklyn 11, N.Y. 


Ow 





FOR MORE THAN 50 YEARS A CONTRACT MANUFACTURER . . . EXPERTLY STAFFED TO PRODUCE COMPLETE ELECTRONIC AND 
MECHANICAL ASSEMBLIES, COMPONENT PARTS, SUB-ASSEMBLIES AND METAL PRODUCTS, TO THE MOST EXACTING REQUIREMENTS 
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BUY 
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ALL RESTRICTIONS LIFTED 


ON HOME HEATER SALES ! 





@ No more fuel oil rationing! 

@ Purchase certificates are no longer 
required! 

@ And Duo-Therm Circulating Home 


Heaters with patented Power-Air are 
coming off the line right now! Shipments 
to dealers are being made as fast as 
stepped-up production schedules permit! 





Biggest advertising campaign in the industry 
supports dealers selling Duo-Therm! 


DUO-THERM Division of Motor Wheel Corporation 
Dept. K-24, Lansing 3, Michigan 


| would like full information regarding the Duo-Therm 
Appliance market in my territory as well as the Duo- 
Therm protected franchise story. | am interested in 
selling Duo-Therm Fuel Oil Space Heaters (1) Duo- 
Therm Automatic Fuel Oil Water Heaters (J. Check 
one or both. 


OOK, Liberty, Household, Country Gentle: 
[° man, Farm Journal, True Story, True Con- 
fessions, Pathfinder, Successful Farming and 
Southern Agriculturist! 

It’s a great list of great magazines—reaching 
a good half of all the families in America— 


typical of your prospect’s own home— 
with a handsome Duo-Therm right up 
there front and center looking like a mil- 
lion bucks. 


ap THE PICTURE. It’s warm and friendly— 


THE HEADLINE. It’s loaded with the 

dynamite that sets off sales! Anyone still 

fighting with a grimy, old-fashioned stove 
- just can’t help reading on! 


THE STORY. No work, no dirt—just clean, 
safe, silent heat. at the turn of a dial. 
That’s what people want! 








ADDRESS 
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better than half, chances are, of the home heater 
prospects near you! 

And the big, full-page ads in those maga- 
zines do a great selling job for you. Look at 
the one on the opposite page. Check these 
highlights against the numbers on the ad: 


THE FEATURES. An exclusive combination 
that no other home heater can offer! 


THE ECONOMY. Low operating cost! 
Low first cost! A Duo-Therm costs no 
more than a good coal stove! 


THE SALE. These ads ask for the order— 

6) just as you do. They tell the prospect 
that Duo-Therm is back in production— 
urge the prospect to mail the coupon and 
get the whole story. 


That’s the kind of a sales job Duo-Therm 
advertising does for you. It’s hard-hitting and 
convincing—all the way from picture to cou- 
pon. And that coupon is a real clincher. When 
we receive coupons—and we get a lot of them 
—they go right back to the Duo-Therm dealer 
nearest the prospect’s home. Then the dealer 
himself, through the coupon lead, buttons up 
the sale. 

Does it work? Well, for many years before 
the war, Duo-Therm dealers averaged as high 
as 8 out of 10 coupons converted into sales! 


We make the leading fuel oil heater 
in America. We help you sell it with 
the most aggressive advertising in 
the industry. And we do business 
with independent dealers only. That's 
a winning combination if there ever 
was one! 


Copr. 1945, Motor Wheel Corp 
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IF you're still lugging scuttles 
of coal and hauling messy 
ashes out of a stove—it’s 
time to give yourself a break! 


Just picture doing this: 

Comes the first crisp day of fall, you 
light a match and start your Duo-Therm 
Fuel Oil Space Heater. Light one match 
—that’s the sole, single, solitary piece of 
manual labor you do all winter long (ex- 
cept see that there’s oil in the tank) be- 
cause from then on you tend the fire by 
turning a dial! 

Clean, Safe, Silent Heat! 
Duo-Therm’s patented Dual-Chamber 
Burner turns cheap fuel oil into comfort- 
ing waves of clean, safe, silent heat— 
4 —with any degree of it you need right 
at your finger-tips. 

Turn the dial down at night—or when 


you’re going out —and you get just enough 
heat to keep the chill off the house. Turn 
it upin the morning —or when it’s time for 
baby’s bath—and you get more heat fast. 


All-over Warmth with Power-Air! 


Only Duo-Therm has Power-Air—the 
patented blower that keeps heat moving 
—forces it down from the ceiling to make 
floors toasty-warm — floods it into far cor- 
ners that were never warm before. 


This power-driven heat you get with 
Power-Air is the secret of lower cost as 
well as greater comfort. 


Saves up to 25% on Fuel Bills 


Duo-Therm’s patented Power-Air saves 
up to 25% on fuel costs. Dual-Chamber 
Burner, Waste Stopper, Co-ordinated 
Controls and other Duo-Therm excu- 
sives help save even more! 


HOW TO TAKE A PERMANENT VACATION 
from the work and ditt off healing your hone / 


Low operating cost with Duo-Therm! 
Low first cost, too—a Duo-Therm costs 
no more than a good coal stove! And no 
work—no dirt—no chilly floors or corners! 
So—there’s no excuse for being a slave 
to a coal scuttle or wedded to a wood- 
box once you can get a Duo-Therm Fuel 
Oil Heater—now in production again! 


SEND THE Coupon! Get the whole 
story of how to keep nice and warm in 
winter without a lick of work—without 
a speck of dirt! 





> * * 





electric connections needed! 























WANT AUTOMATIC HOT WATER? 
Heat it with cheap fuel oil—in a 
Duo-Therm Water Heater! Plenty 
of hot water for the average-size 
family—for less than 4c a day! 
Installed anywhere—no gas or 








In Fuel Oil Heaters — It's 


Duo-THERM 


America’s Largest Manufacturer 
of Fuel Oil Heating Appliances 


Copyright 1945, Motor Wheel Corp. 
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DUO-THERM Division of Motor Wheel Corporation 

Dept. S-1, Lansing 3, Michigan 

I would like to know more about 1 Duo-Therm Fuel Oil Space 
Heaters; O Duo-Therm Automatic Fuel Oil Water Heaters. (Check 
one or both.) 





NAME 
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LABOR and MANAGEMENT MEET — 
for PEACE or CIVIL WAR? 





the automobile industry does not augur well for the 

reconversion outlook, which upon every other score 
is bright. Any widespread outbreak of the type of indus- 
trial warfare which now threatens will disrupt, more 
thoroughly than anything else on the horizon, an or- 
derly transition to a peacetime economy. 

It is doubly unfortunate that there should be a gen- 
eral tightening of union and company battle lines upon 
the eve of the Labor-Management Conference, which on 
November 5th will convene at President Truman’s direc- 
tion for the purpose of “working out by agreement means 
to minimize labor disputes.” If the current work stop- 
pages occasioned by industrial conflicts should increase 
rather than diminish between now and November first, 
the Conference atmosphere hardly promises to be favor- 
able to a dispassionate examination of basic issues. 

Yet the shadow of the threatened industrial storm that 
hangs over the Conference only serves to emphasize the 
importance of reaching satisfactory agreement upon two 
problems with which such a Conference might deal. The 
first is that of determining what machinery shall be used 
for settling disputes upon which employers and workers 
have reached an impasse. The second, and more far- 
reaching, is that of arriving at some common under- 
standing upon the major issues which commonly lead to 
irreconcilable disputes. 


T= prospect of a knock-down and drag-out fight in 


Settlement of Wartime Disputes by the 
War Labor Board 


During the war the first problem was handled largely 
by machinery centered in the National War Labor Board. 
Supported by general adherence to patriotic pledges by 
labor leaders and employers not to resort to the use of 
economic force against each other during wartime, and 
backed up on rare occasion by use of the President’s 
power to seize plants for war purposes when its orders 
were not obeyed, the Board managed, by what amounted 
to compulsory arbitration, to settle the nation’s wartime 
labor disputes with relatively little economic loss. 

But it can scarcely be claimed that the War Labor 
Board did much to resolve the issues from which dis- 
putes grow. Indeed, the fact that it was available to issue 
orders in cases which the Secretary of Labor certified as 
likely to “lead to substantial interference with the war 


effort”, resulted in the conversion into full fledged dis- 
putes of many disagreements which would otherwise have 
been settled at a local level in the course of collective bar- 
gaining. Meanwhile, local collective bargaining machinery 
which should have been doing most of this work was 
neglected, and will need thorough reconditioning even to 
be brought back to its prewar level of effectiveness. 

With V-J Day came an abrupt change in the status of 
the War Labor Board. One of its main props, labor’s “no 
strike pledge”, was promptly withdrawn. It could no 
longer rely on the President to use his power to seize 
plants for war purposes to force obedience to its orders. 
Consequently the Board agreed that it would accept new 
cases only if both parties to the dispute stipulated in ad- 
vance that they would abide by the Board's findings, that 
it would clear its dockets of old cases as rapidly as pos- 
sible, and that it would then go out of business, leaving 
to the Labor-Management Conference the question of 
what should take its place in the postwar period. 


What Shall Take the War Labor Board’s Place? 


The immediate and pressing task of the Labor-Man- 
agement Conference is to agree upon machinery for set- 
tling industrial disputes in the peacetime economy. 

Neither management nor labor wants the continuation 
of compulsory arbitration to which they submitted as a 
necessary war measure. But it must be clear to everyone 
that if any substantial proportion of the disputes that 
inevitably arise are settled by resort to strikes and lock- 
outs, economic anarchy will result. Not only will it be 
impossible to achieve the high levels of output and em- 
ployment that have been set as postwar goals, but it is 
questionable whether our economy could survive. The 
only alternative to compulsory arbitration under gov- 
ernment auspices is for management and labor to demon- 
strate their ability to effect a peaceable resolution of their 
differences without it. 

The most obvious need is to set up local machinery at 
the grass roots where disputes originate. That is where 
most of them should be settled by local negotiation and, 
when that fails, through voluntary submission to media- 
tion or arbitration under terms of reference to which the 
parties agree. Many issues, which at plant level are rela- 
tively simple in character, are blown up to formidable 
dimension and complexity when they are passed along 
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the line for decision in Washington. The centralizing proc- 
ess is one that frightens everyone connected with it be- 
cause it focuses attention upon the possible importance of 
precedents established by a decision, rather than upon 
resolving satisfactorily the particular dispute at hand. 

Unquestionably, some Federal machinery must be pro- 
vided which may be called upon in cases where the size 
or implications cf a threatened dispute clearly run be- 
yond local jurisdiction. That will mean the thorough 
revamping of conciliation and mediation machinery which 
exists, but which has grown rusty through disuse while 
compulsory arbitration was the order of the day. 

At least, this involves a complete overhauling of the 
United States Conciliation Service with a noteworthy 
strengthening of its personnel. There may be wisdom 
also in recently advanced suggestions for the creation of 
a board of arbitration to act in cases. voluntarily sub- 
mitted by the parties concerned, and for boards of in- 
quiry to make reports upon the merits of disputes in 
which the public interest is concerned. But there is valid 
ground for questioning what appears to be the common 
assumption that such machinery should be located in the 
Department of Labor. It belongs neither there nor in the 
Department of Commerce. For the work which such 
agencies are called upon to perform, both the appearance 
and fact of complete impartiality are essential to effec- 
tive performance. Assurance of impartiality will not be 
fostered by placing them in a department specifically 
charged by Congress with the task of advancing the in- 
terests of wage workers. 


Resolving the Issues Over Which Disputes Arise 


It may be, 2s many think, that the forthcoming Labor- 
Management Conference cannot effectively handle any 
problems beyond the procedural ones suggested above. 
If that is true, its agenda probably should be restricted 
to planning the reconstitution of collective-bargaining 
and dispute-settlement machinery, in view of the urgent 
need for putting it in working order. 

But either in this Conference, or in subsequent ones, 
there will have to be an attempt to reach a reasonable 
measure of labor-management accord upon certain basic 
issues over which most industrial disputes originate. The 
best of machinery can be swamped if disputes are gen- 
erated in ever-increasing number. 

Most important of such issues is that of the fair deter- 
mination of wages.There is clear need for reaching agree- 
ments at least upon the major factors on which such de- 
termination should rest. It seems evident that if we are 
ever to hope to reach the high levels set and generally 
accepted as postwar goals, we must harness economic 
incentives to promote production efficiency. That means 
that workers, as well as management, must be given a 
genuine stake in increased productivity. No universal 
formula is possible, but we should be able to agree upon 
general principles for dividing returns derived from im- 
proved performance in output between workers and in- 
vestors, and consumers in the form of lowered prices. 

Again, since unionism is here to stay, general accept- 


ance by management of the principle of collective bar- 
gaining would save innumerable disputes which are con- 
cerned more with the method of negotiation than with 
the concession sought. Few in management still ques- 
tion the validity of the collective bargaining process as 
such, but there are many matters to be resolved of which 
the question of the open shop, the union shop, or the 
closed shop is merely a conspicuous example, upon which 
there is wide divergence of conviction between and with- 
in labor and management groups. 

On the management side, there is sincere concern about 
the intent or ability of union leaders to exercise respon- 
sible control that assures compliance with contractural 
obligations. Wild-cat strikes are of sufficiently frequent 
occurrence to give substance to this distrust, and union 
discipline seldom has been administered in a decisive or 
effective fashion. The prospective rivalry of three com- 
peting labor organizations of national scope gives man- 
agement little confidence that a bargain made and kept 
in good faith with any one of them provides assurance 


—7 work stoppages. 

of these matters, and many others, need thrashing 
out between management and labor, with the view of 
arriving at as large a measure cf specific and detailed 
agreement as can be achieved. The greater the area of 
such agreement, the smaller will be the area for disputes 
that must be handled by settlement machinery, or put to 
the final test of force. 


Peace or Civil War in Industry 


The Labor-Management Conference is of major im- 
portance to national welfare. It is important even if it 
restricts its objectives to the procedural problem of how 
industrial disputes are to be jandled. 

It can make an even larger contribution if it lays the 
groundwork for an attempt to reach working agreements 
upon such policy issues as have been cited above. 

Neither management nor labor can afford to lend any- 
thing less than their best intelligence and effort to an 
attempt to arrive at common understanding. Success will 
mean that’ we have a genuine chance of reaching new 
levels of economic well-being. Failure will mean indus- 
trial civil war, in which the casualties will be high. One 
almost certain casualty of such a war will be the prin- 
ciple of collective bargaining, since the Government can 
scarcely refrain from establishing compulsory arbitra- 
tion if sufficient breakdown occurs. 

It is to the vital interest of both management and 
labor to demonstrate that they can responsibly control 
themselves, 
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Cc. R. PRITCHARD 


General Sales Manager, Appliance & Merchandise Dept., 
General Electric Oo., Bridgeport, Conn. 


A soft-spoken Southerner in the traditional sense, C. R. Pritchard is a native of Bessemer, Ala. and 
began his association with General Electric as a clerk in Birmingham. From 1920 to 1932, he was asso- 
ciated with the Matthews Electric Supply Co., a G-E distributor in that city. Later he became pro- 
motion manager of the General Electric Supply Corp. in Atlanta, appliance sales manager in the 
same office and, in 1937, was transferred to Bridgeport as manager of specialty appliance sales. At 
the time of his appointment as general sales manager of the Appliance & Merchandise Dept. of the 
General Electric Co., he was vice-president of the General Electric Supply Corp. In his present posi- 
tion, he is responsible for all sales and sales policies of major and traffic appliances and construction 
materials, reporting to H. L. Andrews, vice-president. 
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ONTRARY togwidely-held opin- 

C ion in the trade, there has been after 

no great fundamental change in — 
General Electric appliance distribution _ 
policy since the days before the war, Bw: 
according to C. R. Pritchard, general hard 
sales manager of the Appliance and ‘ rh 
Merchandise Department of the com- a , 
pany. 

True, in a few of the larger metro- me 
politan markets in various sections of mothe 
the country, factory-owned and oper- ; 
ated outlets have taken the place of - 
some of the well-known independent comme 
distributors; problems involved in the types 
sale of certain specific types of traffic = 
appliances have resulted in a more rie 
realistic approach to their natural re- the 
tail distributing outlets, and pricing to <a 
formulas are still pretty much subject of cer 
to the daily ukases of a governmental this i 
agency. By and large, however, Mr. ae 9 
Pritchard indicated to the writer, in trade 
one of the first interviews on com- «~ 
pany policy, General Electric will con- . 
tinue to adhere to the tested G-E ee 
maxim, “More Goods for More People _— 
at Less Cost.” —_— 

Distribution Costs 

It was this very question of the cost ‘a ms 
of distribution, incidentally, that has ‘aetes 
given rise to so many rumors that the sales 
General Electric Co. had readied some alte 
Utopian formula which would provide tel 
a shortcut to the larger markets of the the e: 
lower income groups. Factory produc- ape 
tion costs were seen to be constantly mario 
lowered through expanding mass pro- of ad 
duction techniques and technological at thi 
advances in shop practice. Only, the ent b: 
critics said, through a revamping of News 
the cumbersome and expensive methods Lou 
of distribution could real savings be burg! 
effected and more goods brought with- Th 
in the reach of more people. But Gen- appli: 
eral Electric, Mr. Pritchard indicated, 326. 
while subscribing to the proposition tentiz 
that lower production and distribution Fir 
costs increase markets, believes that trie S 
such reductions should take place grad- distri 
ually over a number of years. It be- estim 
lieves further that the whole subject Mark 
should be made one of industry-wide 
study. 

“The only items we have manufac- “yy 
tured to date and put on the market,” 

Mr. Pritchard said, “are electric irons, betwe 
clocks and pofttable heaters. These Mr. 

have been sold at pre-war prices and 4 wp 
the discount margins have been the also 

same as in pre-war. The cost of both traffic 
labor and materials has gone up since great 
the war and the OPA permits the Polic: 
manufacturer who had a _ pre-war oe. 
record of costs, a slight increase to b v 
cover those items. But our discounts ne 
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to our distributors on these products 
remain the same, even though our costs 
have increased.” 

One of the few changes in General 
Electric’s distribution policy, Mr. Prit- 
chard said, is to recognize the different 
problems arising in the sale of major 
and traffic appliances. Selling electric 
ranges differs radically from selling 
toasters. In one case, specialty selling 
methods by trained sales personnel are 
required; in the other, over-the- 
counter selling through certain definite 
types of retail outlets is about all that 
is necessary. For these reasons Gen- 
eral Electric has split distribution in 
the case of traffic appliances in order 
to capitalize on the natural advantages 
of certain types of retail outlets. It is 
this policy, perhaps, which has given 
rise to so many of the rumors in the 
trade that G-E’s entire distribution 
policy was being overhauled. 

Before examining this change, how- 
ever, let us see first how General Elec- 
tric’s distribution is handled on the 
major appliance lines. 


i’ Majer Appliances 


In all, 59 main distributing houses, 
in 130 locations, provide distribution 
including the warehousing, service and 
sales function. Of these 59 houses, 
nine are factory-owned branches lo- 
cated in large metropolitan areas (with 
the exception of Florida) and covering 
an estimated 27.7 percent of the U. S. 
market potential. There is no thought 
of adding additional factory branches 
at this time, Mr. Pritchard said. Pres- 
ent branches are located in New York, 
Newark, Philadelphia, Boston, St. 
Louis, Los Angeles, Cincinnati, Pitts- 
burgh and Tampa. 

There are in addition 32 independent 
appliance distributors, covering some 
32.6 percent of the U. S. market po- 
tential. 

Finally, there is the General Elec- 
tric Supply Corp. with 41 houses in 18 
districts of the country, covering an 
estimated 39.7 percent of the U. S. 
Market potential. 


Trafic Appliances 


“While there is certainly a difference 
between major and traffic appliances,” 
Mr. Pritchard pointed out, “it is not 
so generally recognized that there is 
also a great difference between one 
traffic appliance and another. To a 
great extent, we have abandoned the 
policy of treating our traffic appliances 
as a complete line. 

“Where there is a natural flow of 
business to a certain type of retail out- 
let-—drug stores, jewelry stores, hard- 
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ware stores, etc.—we are adding 
wholesale distribution on those items. 
It is pretty well recognized, for ex- 
ample, that drug stores do a volume 
business on such items as heating pads, 
heat lamps, clocks and portable elec- 
tric heaters. They don’t sell electric 
roasters, waffle-irons, casseroles, broil- 
ers, sandwich-toasters and a host of 
other items. The health and comfort 
items go best. 

“The same is true of the jewelry 
store. Some small appliances enjoy 
a continuing sale through these out- 
lets while others become obsolete on 
the shelves. You can’t make distribu- 
tion policies with a slide-rule; it is a 
matter of the buying habits of people.” 


The Chain Picture 


Mr. Pritchard effectually scotched 
one of the most rampant of the rumors 
—that General Electric was going over 
to the chain stores, lock, stock and 
barrel. 

“It doesn’t seem to be generally un- 
derstood that the General Electric Co. 
was selling some Traffic Appliance 
items through chain accounts even 
before the war,” he said. “To keep 
the record straight, we were selling 
Sears, Roebuck & Co., Montgomery 
Ward, Firestone and Goodyear, in addi- 
tion to some others. Our policy is, and 
will continue to, be, to sell those same 
accounts we had on our books before 
the war. We will not add any retail 
accounts or chains—all our distribu- 
tion will go through wholesale chan- 
nels. That is true of drug chains, 
jewelry chains or any other kind of 
chains. We will not extend distribution 
of our complete traffic appliance line 
to these wholesale accounts—only such 
products as we believe they are best 
fitted to sell through their particular 
type of retail outlet.” 


The Builder Market 


No discussion of a manufacturer’s 
distribution policy in the appliance 
field would be complete without a firm 
point of view on the market of tomor- 
row—the builder. Important in the 
past, it looms as doubly important in 
the postwar days immediately ahead. 
And for two good reasons: the enorm- 
ous backlog of demand for housing ; the 
rise of the so-called “package mort- 
gage” or complete home financing. 

ELecTRicAL MERCHANDISING has 
presented many viewpoints on the sale 
of major electrical appliances in the 
new home market, financed as part of 
the realty mortgage. The plan presents 
obvious advantages to the manufac- 
turer, the distributor, the utility com- 
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pany, the builder and finally, of course, 
the home-owner. There exists a doubt 
in many minds, however, as to whether 
the retailer will come in for his proper 
share of this important new business. 
In previous articles, EectricaL Mer- 
CHANDISING has analyzed pre-war 
building and reported that 75 percent 
of the builders of the country built 
fewer than 10 houses a year; that 95 
percent built only one house. From 
the small-scale character of the 
business it is natural to infer that 
the sale of major items of elec- 
trical equipment should go through 
the dealer who, in his local community, 
is best equipped both to install and 
service it. No argument is advanced 
that the large-scale contractor-builder, 
who puts up 100 or more houses per 
year, should buy complete electric kit- 
chens or other appliances through the 
local dealer; he naturally qualifies for 
a builder discount. But the policies 
of the individual manufacturers may 
have an important bearing on the 
place of the retailer in the building 
picture. And as one of the largest pro- 
ducers of a complete line of electrical 
household equipment, the General 
Electric thinking on this topic has 
more than usual interest for the trade. 

Mr. Pritchard met the issue 
squarely : 

“The General Electric Co. will sell 
no builders direct,” he said, adding, 
with a twinkle in his eye, “—and 
what’s more, we never have.” 

“All General Electric sales go 
through regularly-appointed distribu- 
tor channels. The protection of the 
distributor is the basis of our policy. 
The larger builders are generally sold 
on a so-called ‘builder’s agreement’— 
evolved by the distributors, not by the 
manufacturer—in which it is stipulated 
that the equipment sold is for installa- 
tion and use only in homes being built 
for re-sale. 

“Likewise, service on the appliances 
installed in new homes is the responsi- 
bility of the distributor. In many cases, 
distributors perform the entire service 





function for dealers in their territory. 
In other cases, an arrangement has 
been worked out between the distribu- 
tor and the dealer whereby the dealer 
takes over the service function in his 
area. In any case, the General Elec- 
tric Co.’s responsibility for distribution 
ceases when the goods move into the 
hands of the distributor. 

“That is equally true in the case of 
the factory-owned branches in the Gen- 
eral Electric distributing organization. 
These are headed up by Mr. P. A. 
Tilley. As in the case of the General 
Electric Supply Corp., when Mr. Tilley 
places orders with the home office for 
equipment for the various branches, 
he is acting in the capacity of an inde- 
pendent distributing organization. We 
don’t dictate policy to the branches.” 


The Independent Dealer 


The place of the independent dealer 
in the distribution picture of the Gen- 
eral Electric Co. has in no way less- 
ened since the days befote the war, 
Mr. Pritchard indicated. Company 
policy aims at a nucleus of some 10,000 
strong, independent major applianee 
dealers throughout the country and an 
additional 20,000 dealers handling one 
or more traffic appliance items who will 
perform the dual functions of sales and 
service. These dealers will not neces- 
sarily be franchised for the exclusive 
G-E line. 

“The dealer is still the backbone of 
retail distribution,” Mr. Pritchard 
said. “They know their customers and 
their prospects, and they perform a 
valuable service function in their com- 
munities. They have been indispensa- 
ble in maintaining appliances in work- 
ing conditions during the war period. 
Our plans in no way anticipate any 
lessening of dealer activity. On the 
contrary, we expect it to be stimulated 
in the post-war years just ahead. Any 
changes in our distribution policy have 
had to do with supplementing, rather 
than supplanting, normal channels of 
retail distribution, through wholesale 
outlets outside the electrical field.” 
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CLEARING WARTIME FILLER STOCKS. 


HOUSANDS of prudent dealers in 
the radio-appliance field are speed- 
ily actiyating the plans they formu- 
lated,during the war for the peacetime 
operation of their 
the drive to « 


stores. Today, in 
mplete the moves plotted 
in their dealers 


The wraps 


plans, these shrewd 
aren’t sparing the horses. 
are off ! 
Entirely gone is the cautious attitude 
unexpected German 
breakthrough last December when con- 


generated by tl! 


ditions here looked so rosy and the air 
was thick with reconversion chatter— 
which died overnight. Instead, world 
events this summer raced so fast in 
the opposite direction that some dealers 
were caught flat-footed. In rapid suc- 
cession came the last-chance surrender 
ultimatum to Japan, two atomic bombs, 
Russia in the war, and then the lap 
yelp—“Excuse-please. Peace! But 
quickly !” 

The impact here was immediate. Al- 
most next morning m inufacturers were 
alerted to all-out reconversion action 
by dazzling green lights on nearly all 
production tracks Many dealers 
weren't set for such a quick breakaway 
from the wartime barrier. The last shot 
fired in the Pacific found them still 
stalling on many of the preparatory 
steps necessary before they can op- 
erate along the lines planned for peace- 
time. Now, however, with the breath 
of new merchandise almost on their 
necks, they’re all rolling in high gear. 

This was the outstanding impression 
gathered while interviewing dealers 
scattered through three states. It’s a 
stretch drive by all hands to ready -their 
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outlets and organizations for operation 
along peacetime lines. 


Some Dealer Planning 


Among the steps taken since mid- 
August by some of the dealers inter- 
viewed were the following: 


V. M. Wintermute Radio Service, 
Plainfield, N. J. Modern radio outlet. 
Owner has 28 years experience, with 
10 years selling for himself. He now 
has moved service tables and panels— 
classy looking equipment—from the 
front to the rear of the store. Also 
undraped the walls of his recording 
studio, soundproofed them and rear- 
ranged the lighting, converting the re- 
cording studio into an attractive tele- 
vision demonstration room. Constructed 
new platform fixtures for center of 
sales floor and is building modern wall 
shelving for small set display. Has 
written a series of ads stressing the 
advantages of buying new sets from a 
radio specialist giving reliable service. 
Another week will see him finished 
down to the last detail. “When the dis- 
tributor’s truck rolls up, we'll be ready 
for the new sets,” he says. 

United Appliance Stores, Plainfield. 
Good-sized store, 40 x 80, in top loca- 
tion. Went all-out on service of every- 


MANPOWER SITUATION EASING. “Hello, 
Joe! Am | happy to see you back here in 
the store with those tools of yours. And 
soon we'll both be selling real merchandise 
again, too.” 


thing electrical during the war. 
Couldn’t stand sight of bare walls in 
store so added chinaware, gifts, pic- 
tures, aluminumware, lamp _ shades, 
utensils—but “We never could get to 
like that stuff,” says Irving Rosalin, 
one of three partners conducting the 
business. Now slashing prices on the 


“| never could get to like this kind of stuff anyway. I'll be damn glad to see it go out of the store for good." 


get-rid-of merchandise and marking 
down a big’ slice: on thé more-staple 
items they are sure to clear before first 
of year. Have signed five refrigerator 
franchises, seven radios, and so on 
Rosalin requested local C of C to write 
OPA national headquarters, fighting 
any proposal to cut dealers discounts on 
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Shifting Into High Gear 


new merchandise. Company now in- 
vestigating location for second outlet. 


Buys Bigger Outiet 


Rahway Hardware Co., Rahway, 
N. J. In hardware business since 1926, 
with appliance division handling re- 
frigerators and ranges, in combined 
store 25 x 75 feet. Have bought triple- 
sized outlet across the street and are 
devoting one-third space in new store 
to full line of appliances. New appli- 
ance division now nearly ready to re- 
ceive merchandise. 

A dealer at Dover, N. J., says: “I’ve 
picked up a number of good lines dur- 
ing the war and [’m hanging on to them 
even though I’m going to give appli- 
ances the heaviest play when they 
again become available. My toughest 
problem is finding room for the new 
electrical products. My first step was to 
revamp the basement and kick the 
record department down stairs. It 
hasn’t been there long enough yet for 
me to accurately determine how it is 
working out dollarwise; but I have 
seen enough so far to feel confident 
that people don’t mind going to the 
basement for their discs. I added an- 
other man to the staff so I wouldn’t 
have to send one of our regulars down 
with the records. Chester Bowles has 


Radio-appliance dealers, jarred into 
quick action by sudden Jap col- 
lapse, are rushing reorganization of 
their outlets for peacetime operation. 


By LANSDELL ANDERSON 


received a few choice words of advice 
from me regarding product pricing and 
dealer discounts.” 


Less Room for Records 


In Rockville Center, Long Island, 
N. Y., a city of about 20,000 population 
surrounded by a large trading area, one 
enterprising dealer held the fort during 
the war with records; so successfully, 
in fact, that the discs gradually were 
given 60 percent of the floor space, 35 
x 70, in this outlet. The record inven- 
tory exceeds $10,000. Also pushing 
radio service hard, he watched his re- 
pair department take over half the 
basement. In normal years he sells 
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1,200 radios. 

Currently, he is rushing store 
changes as rapidly as possible. The 
record section is being condensed into 
less than half its present size. The 
radio sales department will be slightly 
larger, and the balance of the floor, 40 
percent of the total space, is being set 
up for appliances. This involves a con- 
siderable change in wall and floor fix- 
tures. Most of these now are in the 
final stages of construction. 

He has increased his lineage of dis- 
play advertising in the local news- 
papers to make room for the story on 
new appliance merchandise, while con- 
tinuing the radio repair and record 
sales angles. The sales staff was in- 
creased immediately following V-J Day 
to give new members time to get the 
feel of the store and the management a 
chance to train them prior to heavier 
shipments of new appliance. 

Reconsideration of allotments of ma- 
terials on order is another pressing 
problem, according to this dealer. He 
says: “We judged certain manufac- 
turers would be far later than others 
on initial deliveries of worthwhile 
quantities of their products. Now we 
find some of the supposedly late ones 
unexpectedly revising their delivery 
promises, pushing the dates well ahead 
of their original schedules. These de- 
velopments make me wish we had 
placed heavier orders with these par- 
ticular manufacturers. Possibly we then 
might have gone somewhat lighter on 
our orders with certain other manufac- 
turers.” 

An up-state New York dealer says: 


CONDENSING THE REPAIR SHOP. “Mate 


yourself right at home, Joe. We'll soon whip 
this corner into a compact shop. During the 
war our repair work was spread all over the 
store." 






“T’m waiting for one manufacturer to 
send me his line of kitchen products. 
Then this screen blocking off the rear 
quarter of the store will be knocked 
down, the repair shop in back will be 
moved to the basement, and we'll set 
up our model kitchen. Here are thi 
platforms, all ready. 

“I lost one young radio repairman 
to the draft board the last week of the 
war but caught a discharged veteran as 
a replacement the very next week 
Since then have picked up two more 
good men. One franchise is still: dan 
gling but otherwise we’re ready to go.” 


A Jersey Dealer Talks 


An there was a South Jersey dealer 
who detailed his reactions and subse- 
quent moves following the Jap collapse 
this way: 

“Like mest every other dealer 1 
made some vague plans for peacetime. 
but when our boys suddenly stopped 
shooting I woke up to the fact that ! 
hadn’t taken a constructive step to work 
out a single one of them. And when I 
analysed the present condition of my 
business, as against our prewar opera- 
tion, the picture didn’t look too hot 

“Take our repair parts inventory. 
In December ’41—that was Pearl Har- 
bor—materials and supplies on hand 
totaled $680.16. Their book value as of 
today is $3,517.74. This situation de- 
mands correction as quickly as possible 
or next year I'll have a lot of good 
cash tied up in parts when it should be 
in new merchandise. 

“Before the war our service business 
rarely ran over $300 a month. Now it 
averages $1,800 a month and the re- 
pair department is sprawled all over 
the store. More than a mere trickle 
of new merchandise already is coming 
in the door so we’ve got some major 
shifting to do in this lay-out in a hurry. 

“Tn 1941, between this store and our 
branch outlet, we had 18 employees. 
When the Japs threw in the sponge, 
the branch had been closed nearly three 
years and there were only four of us 
left here. None of us ever found time 
to swing a paintbush in the meantime, 
either. 

Before the war six merchants in this 
town, including the electric utility, 
handled appliances. Today, there are 
11 in the game, not including the utility 
which hasn’t yet definitely disclosed 
its hand for post-war. 

“One hardware store, the most pro- 
gressive in town, which in the old days 
only sold refrigerators, now is getting 
set to stock a full line of table and 
(Continued on next page) 
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ENLARGING STORE'S SALES SPACE. 


| think they'll be willing to go down there for their discs.” 


major appliances. A radio store, run 
by a dealer who has done a smart sales 
and service job here for years, is open- 
ing a large appliance division. Three 
brand new outfits opened during the 
past few months. Two are in modern 
stores in fine locations, marking time 
with Grade A franchises which fell into 
their laps after the distributors first 


offered them to me. I turned them 
down because they would conflict with 
the lines I handletl before the war. But 
I miscalculated badly when I figured 
those franchises would wind up safely 
in old established outlets instead of 
strengthening entirely new competitive 
hands in this game. 

“During those two days when the 




















ACCEPTING CASH DEPOSITS. 


first of the new washers to reach us next month—but she'll have to supply us « 
trade-in.” 


“Sure, Chef, I'll see that your wife gets one of the 


“Here's where we'll cut the new stairway to the base- 
ment so we'll have a spot large enough in which to move our overgrown record department. 








OPA GETS SOME FREE 


our usual discounts on new merchandise, after the way we sweated 


ADVICE. “Dear mr. Bowles, any squeeze jin 


on appliance repairs during the war, is rank injustice and..." 


nation went on a victory binge, I did 
some heavy thinking. I knew I was in 
a damn deep rut. The importance of 
eking out every last dollar from day to 
day, to keep in existence, took all my 
time, from the store opening at eight’in 
the morning until we closed the repair 
shop between ten and twelve at night. 
Working on that kind of schedule 
doesn’t leave any time for sound plan- 
ning for peacetime. 

“I promised myself I’d stay the hell 
out of that shop even if it was piled to 
the ceiling with busted appliances and 
the customers shouted their heads off 
for faster service. The two men in the 
shop would have to do the best they 
could without any help from me. This 
gave me time to iron the wrinkles out 
of my vague post-war plans and to start 
moving on them. 


The Manpower Problem 


“First, I employed another girl for 
the sales floor. Took my time and 
picked up a good worker. Lots to 
choose from these days, for a change. 
I'll break her in here so she will be 
ready for the branch reopening. Mean- 
while, she eases the pressure here, leav- 
ing me more free time. 

“The next step cost me 18 bucks. I 
phoned the fellow who used to be my 
right-hand man before the war. He’s 
been working over in Hartford, Conn., 
in a firearms factory. Ran up an $18 
call before I sold him on rejoining us 
right away, instead of staying there a 
few months longer. He’s good in the 
shop and tops on the floor. 

“Apother phone call and I contacted 
my former branch manager. He’s been 
stock man in a Signal Corps laboratory 
during the war. Coming back to us 
after a short vacation. So I immedi- 
ately signed a new lease on the branch 
store building. 

“An ad in the local paper for a radio 
serviceman brought us a G. I. with 
satisfactory prewar references—He’s 
already on the job. Now I can discon- 
tinue farming out our radio repairs 
and when we again start selling radios 
I'll have my own man for installations 
and for service under the guarantees. 

“Then I wrote personal letters to 
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eight other men formerly employed in 
the outfit, outlining my plans for the 
future and extending them an invita- 
tion to come in for a chat. Some are 
in manufacturing plants and others are 
in the armed forces. They rate first 
crack at the key spots in the peacetime 
organization. But I’ve got te learm 
right now exactly where I stand, with 
each of them because by November 
first I want to have a reliable man set, 
or at least definitely committed, for 
each key spot. Now is the time for 
the dealer to line up the good men 

“With the manpower situation under 
better control, we started to revamp the 
store lay-out. Before we turned the 
whole store upside down, however, it 
looked like a good bet to clear out all 
the junk, the wartime lines we handled 
as fillers when appliances were scarce 

“Before the war our average inven- 
tory on merchandise—strictly radios, 
appliances and some few electrical sup- 
plies—ran $15,000 in this store. Our 
distributors gave us excellent service. 
By the middle of next summer I ex- 
pect our new merchandise inventory 
will hit $30,000; plus some more for 
the branch outlet. During the war we 
tried to maintain an electrical front as 
best we could, but there were times 
when the store would have looked damn 
bare if we hadn’t filled in with some 
‘non-allied lines. Nor would the books 
show sales during this July of $%- 
402.37, exclusive of service which ex- 
ceeded $1,800, without those filler lines. 
Late August we started shoving them 
out at half cost. I’m referring now to 
all such non-allied lines as games, toys, 
dolls and similar junk. 

“At the same time, we marked down 
lots of other merchandise. We slashed 
hell out of such semi-allied lines as 
utensils, tableware and polishes, Vic- 
tory models, particularly sinks with 
wood in them, although not reduced 
so severely, were marked down attrac- 
tively. Slow moving numbers in the 
lamp department were priced at cost. 
All this stuff was moved up front, 00 
one side, near the window featuring 
these close-outs. They’re going fast. 

“Here is the present lay-out: The 
store is 35 x 85 feet., with the sales 
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door covering the front 50 feet. The 
irch in that first partition across the 
rear of the sales floor leads to two 
offices, side by side. One is a large gen- 
eral office and the other my small 
private office, both 10 feet deep. The 
room back of the second partition takes 
n the width of the store and the re- 
maining 25 feet of depth. In prewar we 
-arried appliances stocks there but dur- 
ing the war it became the repair shop, 
vhich we formerly had maintained in 
the basement where additional appli- 
ince stocks also were carried. There’s 
one large closet, 5 x 10 feet, in a rear 
yrner of the present shop. We used 
this as a parts stockroom. 


Store Alterations 


“Here’s the alteration program: Be- 
fore we redecorate, the width of the 
irch in the first partition will be dou- 
bled. The girls will continue to use the 
larger office, as an office, until appli- 
ince deliveries loosen up sufficiently so 
that we can turn about two-thirds of 
that space—the portion nearer the side 
wall—into a model kitchen, a complete 
package. This will leave the center 
portion free for access to the rear. 

“The walls and ceiling of my small 
office are to be covered with sound- 
proofing wallboard and the lighting 
arrangement altered for graduated con- 
trol. When the first television set is 
received, we'll have a suitable spot 
ready for it. A heavy glass door, 
affording full view of the display, will 
replace this wood door. The materials 
for these changes now is on hand. 

“These easy changes add 20 percent 
to the size of our sales floor. Our desks 
and files will be placed behind the sec- 
ond partition, in a corner of the large 
rear room, where they will be partially 
screened against drafts. The appliance 
repair department is being condensed 
to occupy less than a third of its present 
space. The benches already are in the 
new positions and the new wall com- 
pleted. A locker and shelving at one 
end will carry the parts stocks, thus 
making the present parts storeroom 
available for a compact radio service 
department. Together, these depart- 
ments cover approximately 500 of the 
875 square feet in this room, leaving 
plenty of space for storage of repaired 
appliances and radios until they are de- 
livered. New merchandise stocks will 
be stored in the basement. Our war- 
time experience drilled home the ad- 
vantages of having repair departments 
on the main floor. 

“Some oldtime dealers here feel it 
is a waste of money to redecorate be- 
fore next year because customers will 
be so happy to see the first of the new 
radios and appliances arrive on the 
market that they won’t care a damn 
about the looks of the store. If they’re 
right, I’m wasting $1,000 because that’s 
what I’m spending to repaint the win- 
dow signs, redecorate the outside signs, 
splash a coat of paint throughout the 
inside, refinish our floor platforms and 
cases which have become badly chewed 
up during the war, plus some other 
odds and ends. I’m not going to have 
those spick-and-span new outlets down 
the block make this store look like a 
dump in comparison. And with light 
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‘We Must Sell Our Entire 
STOCK AT ONCE 


To Make Way For Post-War Items! 


FURNITURE — BEDDING 
Table Lamps, Costume Jewelry, Gifts 


EVERYTHING MUST BE SOLD 
AT GREAT SAVINGS! 


Watch For Our New Line 


SPECIALIZING IN 


Gas and Electric Appliances 


Yes, folks, we're giving up our regular furniture line and will 
_ Specialize in model kitchen equipment, gas and electric appliances. 
That is why we must dispose at once of our complete stock 
‘of furniture, bedding, table lamps, costume jewelry and gifts. 
We're going to rebuild our p t showrooms into sample 
model kitchens, displaying all the new wonders in electric and 
gas appliances. : 


We Must Sell Our Present Stock Fast! 
Everything Greatly Reduced For 
Quick Clearance 
COME EARLY FOR BEST SELECTIONS 

EVERYTHING MUST BE SOLD 











“Speaking of advertising, that’s one 
way I hope to counter the upstarts in 
this business. 


Will Advertise Service 


“The population of this town is about 
14,000, with another 30,000 in the sur- 
rounding trading area. During the war 
two shops in town divided the bulk of 
the radio repairs while two of us appli- 
ance dealers went head over heels into 
appliance service. Brother, we both 
did a job! Six days a week until 11 
P. M. and all day Sunday. The public 
received a very fair break on prices; no 
OPA troubles ever. I intend to keep 
our wartime service record, our war- 
time-tested repair service, our proven 
service ability and efficiency before the 
public in every ad to the extent of 10 
percent of the total lineage we carry.~ 
I'm going to harp on what our service 
neans behind a guarantee on a prod- 
uct we advertise, a product we have 
sold and serviced for years. Believe 
me, as a result of this war the public 
now is service conscious and I intend 
to capitalize on a point the new com- 
petition can’t match. 

“T expect to reduce our inventory 
on parts from $3,517 to $2,000 within 
the next four months by recondition- 
ing every trade-in I can uncover. We 
have a big market in our negro sec- 
tion for serviceable rebuilt appliances 
without any special frills on them. For 
this reason I’m now accepting deposits 
on new appliances, subject to factory 
delivery and provided there is a trade- 
in coming to us. After I whittle our 

(Continued on page 68) 

















ADVERTISING CLEARANCE SALES. Dele. 


advertising features clearance of wartime 
fillers stocks to make room for the appliances 
which will be moving in. Above is a typical 
example from a Philadelphia dealer. 


stocks of merchandise on hand and 
alterations being made, -now is the time 
to redecorate. Next year we want to 
be selling, not redecorating. 

“Furthermore, only yesterday we 
placed an order for a new truck with 
delivery body, the open body type 
with stakes and canvas. I’d make that 
move even if it cut into our advertising 
budget. Good looking equipment, not 
necessarily flashy, automatically is 
good advertising. 


floor space for display.” 
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MAKING QUICK ALTERATIONS. “One coat of paint and then we can finish setting 


up the radio repair benches and panels in this small room. We'll need that other 
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Household Help Needs 
TRAINING 





An important element in Davidson's post- 


war modernizing program is the creation 


of a new Housekeepers’ Institute, de- 


signed chiefly to educate household help 


in the operation and care of appliances 


By C. M. DAVIDSON 


Davidson & Co., Miami, Fia. 


ing my post-war program I have 
discussed (1) the front elevation 
of the building, display room and appli- 
ance grouping and lighting and (2) the 
Roll-Up Demonstration Kitchen and 
part of the overall sales plan. This 
article will outline my Housekeeper’s 
Institute and the remainder of the plan. 
The war has stepped up the accept- 
ance of automatic dishwashers, auto- 
matic clothes washers, automatic dri- 
ers, the home freezer and frozen foods. 
It has also stepped down the number 
and ability of the servants to operate 
these appliances and prepare the, frozen 
foods. This situation probably is 
worse in my section of the country than 
in other localities. We are mainly de- 
pendent upon colored help whose edu- 
cation is very limited. In fact, the ma- 
jority of them have practically no edu- 
cation whatsoever. On top of this they 
are extremely superstitious. Many of 
them walk around and will not even 
lay a finger on an automatic clothes- or 
dishwasher. You would think one of 
these appliances was a cage of wild cats 
which would be released if touched. 


Mast Correct Situation 


This will seriously retard the sale 
of all electric kitchens unless the situa- 
tion is corrected. The persons to whom 
I can sell a complete all electric kitchen 
post-war obviously have money and 
almost always have servants. Having 
servants, there isn’t any real reason 
they need an all electric kitchen except 
that they are the ones that want the 
last word in everything. It is going to 


| the two previous articles outlin- 
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be fashionable to have an all electric 
kitchen, and they are fashionable 
people. Many parties, even among the 
wealthy, often end up in the kitchen, 
particularly if it is the last word in 
kitchens. 

The ending of the war will improve 
the servant problem, but it will not 
solve it. Too many former household 
servants have been making high wages 
in war plants and have found this work 
easier and the hours better. They have 
found that they have an increased 
social standing, receive unemployment 
compensation and social security. 

The only way I see to solve this 
problem is to make the household work 
easier, particularly taking the drudgery 
out of it, and increase the servants’ 
yearly income. I think the electric 
kitchen will help to accomplish these 
results, but we have got to have serv- 
ants who know how to operate them. I 
have made a careful survey and I am 
convinced that I can sell more complete 
kitchen jobs if I can also supply a well- 
trained maid as part of the deal. I also 
see another possibility. 


Case of Mrs. X 


Mrs. X has an old, almost dilapi- 
dated kitchen, but she has a maid—and 
a maid would only ruin good equip- 
ment. At least that’s her excuse. The 
only way she could afford a completely 
remodeled electric kitchen and laundry 
would be to give up the maid, do her 
own work and use the maid’s salary to 
make the time payments. 

I don’t believe it will be too hard to 
persuade Mrs. X to do this after we 


have demonstrated our plan. Of course, 
Mrs. X has to wash and dry all her 
clothes. But now that is just a matter 
of putting them in the automatic 
washer each day and pressing the but- 
ton. Later she transfers them from the 
washer to the automatic drier which is 
right beside the washer. From this 
they are removed dry and fluffy, folded 
and put away until her new, especially 
trained one-day-a-week maid arrives. 

When the maid arrives, she sprinkles 
the clothes and then spends half a day 
cleaning the house. After lunch she 
irons the flat work sitting down and 
the hand work standing. She has done 
two jobs in one day. The drudgery 
—washing and hanging out the clothes 
—has been removed. Weather doesn’t 
interfere with her work and she can 
work six days a week without injuring 
her health. This makes her work 
easier and materially increases her 
yearly earnings, as there are no days 
lost from rain or snow or from illness 
resulting from working outside in bad 
weather or over work. 

Of course, Mrs. X has to make her 
own beds, tidy up the house occasion- 
ally, and cook and serve her own meals. 
The dishes and clothes are washed auto- 
matically. But she is on the fashion- 
able side now and that will more than 
make up for a little cooking and bed 
making. 


School for Housekeepers 


Consequently, I am going to operate 
a full time, comprehensive school for 
housekeepers in connection with my 
appliance business. The kitchen is 
especially arranged for this purpose. 
There are four ranges and two dish- 
washers arranged in the form of an E. 
Two students will work on each range 
and four on each sink. The course will 
last for two months and will cover 
every phase of housekeeping including 
special instruction on the best brands 
and the preparation of frozen foods; 
grades, cuts, brands of meat, etc., etc. 

In order to make a success of this 
program we will have to live right 
with it, so we have provided living 
quarters on the second floor. We have 
in fact on this floor everything you will 
find in a home. The large office will 
be furnished as a living room and used 
for both purposes. Our students will 
make our beds, wash and iron our 
clothes, cook and serve our meals in 
our private dining room. They also 
will be taught in the theater-restaurant 


with motion picture, lectures, etc. 

I plan to employ a colored, college 
graduate home economist to supervise 
this work, the preparation and serving 
of foods for our family and booster 
club parties and for demonstrating our 
equipment to maids and others. Our 
students will prepare and serve the 
meals at these parties. This will bring 
them in contact with our customers 
who may scrutinize their work with 
the idea of employing them when they 
have graduated. I do not propose to 
charge any fees for training or placing 
these students for they will provide 
all the help I need for my own needs 
and for my parties in the theater-res- 
taurant. . 

You may now begin to understand 
why I stated in a previous article that 
one part of the overall plan depended 
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Second floor plan of Davidson Co. store 
showing location of Housekeeper's Institute. 
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The Davidson Housekeeping Institute will 
be a full-time comprehensive school for 
housekeepers, household help, women's club 
2 GE SF iarties, etc., with demonstrations by trained 
personnel in all + of electric cookery 


and home laun 


ry. The Institute will oc- 


cupy special quarters on the second floor. 


upon another. If one flopped another 
part would become a burden rather 
than an asset. I feel confident that this 
school will sell appliances, but without 
it I could hardly afford to operate my 
parties. 


Frozen Foods 


Chis brings us back to frozen foods. 
I stated in a previous article that all 
our skits are built around frozen foods. 
| have worked out skits in which it is 
Recessary to mention brands. I can 
do a lot of missionary work on both my 
customers and students for various 
frozen food concerns, so I expect to 
get most or all of the food for my par- 
ties donated by various frozen food 
companies. I am sure that I can give 
these companies more than their 
money’s worth. For instance, I have 
learned from experimenting that you 
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can broil steaks or chops satisfactorily 
without defrosting them and this is a 
big advantage if you have unexpected 
company. 

So we scratch each others’ backs. I 
train the maids free, they do our work 
and handle the food at the parties. We 
demonstrate that frozen foods are an 
essential part of the modern kitchen, 
so the frozen food companies furnish 
the food for these demonstrations. We 
all come out ahead and I sell more 
appliances as a result. 

I don’t recommend that anyone at- 
tempt this plan unless he has the proper 
background. I am fortunate in this 
respect. With a,little study and prac- 
tice I could qualify as a chef. I grew 
up in the food production and distribu- 
tion business. I have built cold storage 
units and at one time worked for a 
large hotel supply company. 
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When the war started and I had to 
lay off all my employees, my wife 
stepped in and took charge of my office 
and books. She had not worked during 
the 15 years I have operated this busi- 
ness and her only experience was as 
manager of a federated charity (now 
the Community Chest) for a brief 
period before we were married. But she 
took to it like a duck to water. She 
can’t take dictation, but she has learned 
typing and is almost an expert; typing 
and retyping my articles has given her 
lots of practice. The books are in 
better shape than ever before, and to 
top it all she has developed into a 
cracker jack saleswoman. She likes it 
so well she is going to continue after 
the war. We will move in, sit on top 
of the plan and run it together. This 
is a break for me because I couldn’t 
handle it alone. Fortunately, we have 
found that we enjoy being together 
both day and night. We know we have 
a big job ahead of us, but it will be 
interésting work and we are impatient 
to get started. 


Details for the Asking 


I have attempted to make these arti- 
cles brief and to the point. Conse- 
quently, I have omitted many details 


























that have considerable bearing on the 
success or failure of the overall plan. 
These smaller details are no secret. I 
will be glad to discuss them with 
anyone who is interested. I feel that 
anything that will help the industry 
will help me. 

I am indebted to Mr. Victor Civkin, 
the distinguished architect and de- 
signer, for suggestions which enabled 
us to work out the present satisfactory 
second floor arrangement. 

I can’t think of a much better sales 
help than having a large number of 
well trained household servants con- 
tinually plugging for my company and 
the products I sell. Anytime one of 
our graduates runs into a problem she 
will telephone in or call in for advice. 
If she gets out of a job she will come in 
for new prospects. We will try to 
make our store the place that can solve 
any household problem—a sort of local 
“Good Housekeeping Institute”. 

I believe that other retailers, utili- 
ties and manufacturers will see the 
advantages and follow suit. If they do 
we will need a standard text book. I 
hope that Katherine Fisher, director 
of the Good Housekeeping Institute, or 
some one of equal authority will pre- 
pare’ such a book. 
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HE FRANTZ FARM is !9 miles away from Cleveland, and has been 


armed for more than 100 years. 


buildings. 





UNIVERSITY of Chicago pro- 
J, fessor not long ago made the 
comment that he believed the 


time was coming when a 160-acre 
farm could profitably employ up to 
$15,000 worth of equipment. Mech- 
anization of the farm was going up, 
in his opinion, and the number of 
people living on farms going down. 
Down near Novelty, Ohio, an appli- 
ance manufacturer is getting a first- 
hand feel of such farm possibilities. 
No stranger to the farm, C. G. 
Frantz of the Apex Electrical Mfg. 
Co., is returning to the scenes of his 
youth. As a boy he grew up in the 
country, knows what it is to break ice, 
to shovel paths, carry coal and feed, 
and do all those back-breaking jobs 
which make most youngsters fairly 
loathe the rural regions. Just as soon 
as he was big enough, he turned his 
back on the country, came to Cleveland, 
studied law and budded out in the 
enterprise which has resulted in to- 
day’s Apex Electrical Mfg. Co. -For 


What sold the place to Mr. Frantz was the 





years he thought he had had his fill 
of farming. 

Then by chance, his children spent 
a vacation in the country. To his 
surprise, he discovered that they were 
delighted with work on the farm. A 
little investigation showed there was a 
difference in what they were doing 
from what went on in his day. They 
were running tractors, using farm 
machinery, sidestepping much of the 
sweaty grind which killed farming for 
him. They enjoyed the open air, the 
independence and other rural advan- 
tages, and ducked the troubles, simply 
through mechanization. 

In 1941 Mr. Frantz bought 248 acres 
in Novelty, Ohio, about 19 miles from 
Cleveland. Knowing the soil as well 
as any farmer, he went out to the 
highways and byways and picked a 
place that had good farm buildings. 
The house was 100 years old, there was 
a 1,000-bucket sugar bush covering 65 
acres of the plot. Knowing that the 
land had been farmed more than a 


By TOM F. BLACKBURN 


hundred years, he figured out what it 
could do best. 

First of all, Mr. Frantz got Lewis 
Dines, who spent his lifetime in the 
vicinity and was a veteran farmer, to 
come over and run his farm for him. 

Then Mr. Frantz set about organiz- 
ing his place with the same skill that he 
had used in organizing his firm’s busi- 
ness. In short, it may be said that he 
applied factory methods to the farm. 
He quickly realized with the kind of 
soil he had and the closeness of Cleve- 
land, the product he would turn out 
that would enjoy the greatest demand 
would be milk. The Frantz farm be- 
came a dairy. Some 31 acres were put 
in corn, 28 in oats and 56 in clover. A 
good herd of Holstein cows was built 
up, with Pontiac, Colony, Dean Colan- 
cha, and Ira Canary blood lines, 

Each of the farm buildings was 
given a three-wire electric system so 
that any kind of a job could be carried 
in any of the buildings. 

Some $1,300 was invested in elec- 


AN ELECTRIC CLIPPER and o prize Frantz bull. You can keep a clip. 


per awful busy in a dairy barn, and it's quicker if it is run by electricity. 


ory harm 


At Novelty, Ohio, the C. G. Frantz 
place uses 650 kw.hr. per month and 
$1,300 worth of electrical equip- 
ment to produce 30,000 Ibs. of milk 


trical equipment, not counting the wit- 
ing. The following electrical items 
were placed in the barns: 


ighting 


Lt 
hot water heater 
milking machine 


drill press 


drink cooler 
animal clipper 
air compressor 
rinder 


The following electrical items are in 


the house: 


Output of milk is now running 
around 30,000 pounds per month. This 
(Continued on page 48) 
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fanning mills 
flash lights 
milk cooler 
water pump 


radio 
brooder 


hotplate 
ironer 
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water pump 
clock 
radio 
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THE ICE ON THE SURFACE of the water in the GE milk cooler IF FACTORY WORKERS lite to have a cooler from which to pluck 
guarantees quick chilling of the milk. As a result, the Frantz farm gets a premium Coca Colas so do farm boys, and C. G. Frantz has one handy to make life of the 


for turning out the best possible product. two lads more pleasant. 








PRESENCE OF WORK appliances in the tool barn makes it possible for A NEARBY SPRING permits operation of a shallow well pump, which 


Lewis Dines to do in a half hour what used to take half a day. supplies water to all crucial parts of ihe farm where water is necessary. 


Yc U CAN'T SKIMP ona dairy farm in keeping utensils clean and THIS LITTLE DEVICE makes it easy and quick to perfectly sharpen e 


sterile. An abundance of hot water from an electric hot water heater does it best. cutter bar on a mower. A job that has to be done frequently. 
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NORMALLY MRS. DINES washes clothes on the screened porch that 


In winter or cold weather, however, the kitchen is plenty 


you see in the background. 
good enough for her Apex. 


( ontinued from page 46 } 


year the wheat crop will come to ap 
proximately 750 bushels, and the 
Frantz farm will have 250-gals. of 
maple syrup to sell 

Lewis Dines has two hired men to 
help him run the farm. It would be 
hard for them to take care of 60 cattle 
and do all they do without the aid of 
a lot of machinery 

“With the mechanization, it is a 
question of one-half hour’s time versus 
a half day,” says Mr. Frantz. “The 
answer is easily in favor of mechan- 
ization.” 

j & industrial 
experience, works on a production line 
basis. Milk moves from the dairy to 
the chilling He believes a G-E 
milk cooler is a good investment be- 
cause it gets him a premium for his 
milk that more than pays for the invest- 
ment in equipment. The Dairy Maid 
water heater bats out water that is hot 
enough to properly scald and disinfect 
utensils. Even a drink cooler for the 
men out of which they can pull an 
occasional considered 
good. practice in keeping them happy 
and satified. 

One barn has been made into a 
machinery shed. In here all repair work 
is done. Upstairs parts are kept care- 
fully segregated so that there is no 
hunting necessary. Tools are used too, 
says Mr. Dines, many times a week, 
and they pay off in time saved. 

An investment of $1,300 in electrical 
equipment uses about 650 kw.hr. per 
month. In short, the Frantz farm pays 
the Cleveland Electrical Illuminating 
Co. approximately $12.50 per month 
for electricity. 

Of course a much bigge 
has been made in 
such as tractors 
other equipment. 

{ . ( J. 


Frantz, with his 


room 


Coca Cola is 


investment 
farm machinery, 
there are three—and 


Frantz believes in finding out 
in do most profitably, 
and then doing it instead of fritter 


g 
ing away time little 


what a tarm 


producing side 


issue crops for which the place is not 
adapted. For example, there is no 
poultry flock on the Frantz farm. There 
is only a house garden right outside 
the kitchen door. “Our sole extrava- 
gance is the sugar bush,” says Mr. 
Frantz. “The cost of producing maple 
sugar is probably much higher than 
it should be but since we have a senti- 
mental attitude toward this grove we 
let the 65 acres stand.” 

After the war Mr. Frantz feels that 
the farm will go still further in mech- 
anization. For example, he feels that 
elevators, which could carry baled 
hay to the mow would be a good thing. 
and that one by one every disagreeable 
task will be taken over by electricity 
ir machinery. 

With the fall in prices of farm pro 
lucts inevitable after the war, he thinks 
that the mechanization of the farm will 
lower costs. The lack of capital is the 
¢rux of the farm situation, he 
Most farmers do not have the money to 
staff and operate a farm efficiently. 
They don’t have the capital to put in 
good producing stock. 

One of the things Mr. Frantz says 
he has learned from the war in manu 
facturing is that manufacturers wer: 
niggardly in mechanizing their plants. 
Che smart farmer will spend the World 
War II velvet on mechanization in 
stead of land. 

Net result of this trend, Mr. Frantz 
thinks, will be the making of rural liv- 
ing so enjoyable that good men will go 
back to thé farm to live after the wa: 
as it will be so pleasant. 

The electrical appliance industry 
and the farm machinery firms are go 
ing to be the lucky companies who will 
supply this future mechanization of the 
farm, Mr. Frantz thinks. As a result 
of his experiment, he too, believes that 
the wise distributor and retailer will 
study rural America more closely in 
the future as it is the greatest un 
saturated market of the days to come. 


Says. 


MRS. DINES ».:; only her young daughter to help her and she takes care 
of the laundry for her husband and two hired hands. It's no wonder she has put pres- 
sure on C, G. Frantz to get her an Apex ironer to help out. 








cs 








DINNER TIME at the Dines. 


aire handy right behind her chair. 


Notice how Mrs. Lewis Dines keeps the Frigid- 











YOU WOULD NEVER THINK an sic compressor would be handy on 


@ farm-but still you remember how many rubber tires are used on farm machinery 
these days. 
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Paul Morrison, left, is shown with Stewart Menzies, sales manager of the company. 





















renting @ portion of it while he waited for the war to end. 


Morrison 1s ALL SET TO GO 


EADY for peace is Paul Morri- 

son of Oakland, Calif., who for 
25 years has been one of the outstand- 
ing washing-machine and appliance 
dealers of the Pacific Coast. His busi- 
ness has suffered most of the troubles 
that beset electrical dealers in war- 
time. To be sure, he had been far- 
sighted enough to lay in a stock of 
secondhand appliances which lasted for 
a brief time. Also his service depart- 
ment was ready to take over much of 
the burden of carrying the business. 
He kept on with priority sales and 
with any home appliance merchandise 
it was possible to pick up. 

But twice the building he occupied 
was sold out from underneath him 
and he had to move to new quarters. 
Finally, in order to be ready to take 
the place he wanted to assume as soon 
as peace arrived, he purchased his own 
building at 201 East 12th St. This, in 
order to be spacious enough for future 
expansion, had to be too large for his 
wartime sales volume. He therefore 
rented two stores temporarily to other 
firms, leaving the most desirable cor- 
ner location for himself. Later these 
other stores will be available for a 
commercial refrigeration, air condi- 
tioning and industrial infra-red depart- 
ment. To take advantage of the heavy 
traffic which passes the store on busy 
12th St., the entire frontage is given 
over to windows 


Cabinets Installed 


In preparation for the time when 
full equipment will be available, base 
cabinets, sinks and wiring have been 
installed which later will be developed 
into two model electric kitchens. When 
packaged cabinets are to be had they 
will be installed, together with the 
latest in kitchen appliances. In the 
meantime the sales floor has been kept 
stocked with second-hand ranges, 
lamps and accessories, while the ex- 
panded repair service took over much 
of the burden of carrying overhead. 

Stewart Menzies, sales manager, is 
especially proud of the set-up in the 
service department. Service, which has 
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always been an important specialty of 
the business, is to continue to be fea- 
tured, as an independent department as 
well as a support to the sales end ot 
of the business. 

The layout calls for five well- 
equipped benches, with lathe and tools, 
a spray booth for refinishing and a 
special vacuum cleaner department. 
This is already functioning at capacity. 
In the postwar days ahead it will take 
its rightful place as an important sup- 
port to the selling end of the business 

Orders for appliances, many of them 
with cash deposits, were being taken 
even before Japan folded up. A long 
prospect list of past customers, of new 
appliance repair customers built up 
during wartime, as well as the whole 
field of new prospects who have been 
applianceless from necessity, awaits the 
large staff of salesmen which is to 
be employed and trained. Among the 
plans which are ready to be put into 
effect are a kitchen and laundry plan- 
ning service. Contact men will work 
with architects and builders with the 
idea of selling complete home appliance 
jobs 


Radio and Television 


Radio and television are to be part 
of the store’s program. A soundproof 
and acoustically perfect demonstration 
and closing room has been constructed 
and is waiting for the merchandise to 
be put to use. 

With commendable ioresight, the 
building has been adequately wired 
The main switchboard has a 200-amp 
switch, fed by 350,000 cir. mils. cables 
There are 220-volt as well as 110-volt 
outlets located throughout the shop and 
sales floor so that ranges, water heat- 
ers and other major equipment may 
be demonstrated as desired, The model 
kitchens, of course, are completely 
wired so that they may be used to the 
full as selling tools. 

Details of selling plans will grow as 
the.advent of appliances makes its own 
problems. But Morrison>has-the:foun- 
dation well laid. He is ready for 
peace. 
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"The Washing Machine Man", of Oakland, 
Cal. had the toughest time in his 25 years 
when the war was on... But all his prepara- 
tions are made now for a business boom 








Wiring is ready for the installation of two model electric kitchens, with packaged 
cabinets and complete electrical equipment. 

















The repair shop is provided with full equipment and will continue to be a major 
feature of Morrison's success in the appliance business. 
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OST Gls who were salesmen 
before the war are convinced 
that stay-at-home sales man- 


agers are faced with a tough post-war 
row to hoe—if they employ very many 
veterans as salesmen, and if they fail 
to display a high calibre of leadership. 

A lieutenant in an anti-aircraft bat- 
talion puts it this way: “The war has 
been a liberal education for a lot of 
ex-salesmen as to what constitutes 
leadership. Many sales managers who, 
in the old days, seemed to be four-star 
generals of salesmanship today appear 
to be pretty small punkins when viewed 
with a more critical, backward-look- 
ing eye. 


A Typical Scies Manager 


“Take, for example, the sales man- 
ager for the home appliance outfit I 
worked for before the war. Mac—as I 
will call him—stood up in front of us 
every Monday morning with a big 
black cigar in his mouth and a $150 
suit hanging from his frame and got 
pretty good results from mouthing 
lofty platitudes and tossing bouquets 
at the high men and brick bats at the 
low men. Along toward the last of 
the meeting he would take off his coat, 
pound the table, and yammer at us 
about how rough he was going to be 
on any man who failed to sell his 
quota during the coming week. 

“Believe it or not, we used to take 
his spiels with the utmost seriousness. 
It didn’t particularly matter to us that 
holding these weekly sales meetings 
was about all he did—that he spent 
the rest of his time out at the country 
club. But it’s going to matter after the 
war, brother. It’s going to matter 
plenty. I realize now that he had no 
more business being a sales manager 
than I have being a goat farmer. I’d 
have at least an extra thousand in the 
bank today if I had had someone to 
really ride herd on me then and show 
me the rights and wrongs of my sell- 
ing ways. If he’s still there, I, for one, 
am going to think twice before asking 
for my old job back.” 

The United States Army has pulled 
many a secret weapon out of its bag 
of military tricks since the war be- 
gan, to the great and lasting discom- 
fiture of its enemies. But none has 
been a greater or more disheartening 
surprise than the high quality of lead- 
ership displayed by U. S. officers and 
enlisted men alike. 


An Okinawa Experience 


Cases in point could be recounted by 
the thousands. One of the most re- 
cent cited in general orders concerns 
ah infantry company that was ordered 
to take and hold a certain hill position 
on Okinawa. The hill was taken in 
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due cotirse, but at a great cost in cas- 
ualties—so great a cost, in fact, that 
command of the officer-decimated com- 
pany devolved upon a certain sergeant 
whom we will call Schmidt. 

With the inevitable counter-attack 
due any minute, Schmidt lost no time 
in organizing a defense. He placed 
one platoon close to the crest of the 
elevation to serve as a base of fire. 
The two remaining half-strength 
platoons he assigned to the flanks, both 
well forward. The two flanking 
platoons were given captured rifles, 
light machine guns and others Jap 
weapons and were told to hold their 
fire until the enemy had advanced be- 
yond the forward line of their position. 
As expected, the Japs attacked in bat- 
talion strength toward’ the crest of 
the elevation, advancing into the teeth 
of the center platoon, which continued 
firing away as per plan. The enemy 
had almost reached the center platoon’s 


How Good ts Your SALES 
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Returning veterans, accustomed to 
quick-thinking military leadership, 
will not be satisfied with slipshod 
sales leadership when they are 


out on the home front firing line 


BY T/5 ROBERT MARBERRY 





position when, acting upon a prear- 
ranged signal, the two flanking platoons 
opened up with their captured weapons. 
The Japs were instantly confused, con- 
vinced that they were being fired upon 
by their own troops. As a result, the 
three half-strength American platoons 
defeated and pushed back an entire 
enemy battalion, a feat which would 
have been impossible except for the 
cool resourcefulness and ingenious 
planning of Sergeant Schmidt. 

When the original attack on the 
hill was launched, Schmidt had no idea 
that every officer in his company would 
fall in. the advance and that command 


would filter down to him. But he 
proved himself equal to the emergency 
and by cool, quick thinking held a 
position for which scores of American 
lives had been spent. . 
That was leadership—the stuff o 
which military victories are made. 


Instinctive Leaders 


Americans are instinctive leaders— 
from sandlot days on. And, in contrast 
to foreign military practice, no stone 
is left unturned in developing this qual- 
ity in training. “You may become a 
leader someday—prepare for it now” 
is dinned into trainees almost from the 
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first day they are in uniform. 

This was not particularly true dur- 
ing the early days of the war. The 
generals thought—then—that the com- 
mand pattern of this war would fol- 
low that of the last, and saw no neces- 
sity of making leaders of any except 
those regularly delegated to lead. 

But the Germans and Japs failed to 
follow the pattern, as they failed to 
follow so many other World War ! 
patterns. Instead, they picked out 
American officers and non-commis- 
sioned officers (who bravely and fool- 
ishly wore their insignia of rank into 
combat) and knocked them off faster 
than they could be replaced. Knowing 
from experience that their own enlisted 
men behaved like a bunch of milling 
sheep when there was no one left to 
tell them what to do, they expected 
American soldiers to follow suit—and 
were mightily amazed and chagrined 
when it turned out that no U. S. com- 
bat unit was without an adequate 
leader so long as there was a single 
man alive. 
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|} LEADERSHIP? 


"For four long years we've worked and fought as a 
team under leaders who led us into hell and out 
again. Most of us who pick up our sales kits after 
the war will continue to get good leadership. Some 
. . until some Joe from the rear 
ranks comes forward and says, ‘I can run this outfit 
better than you, buddy,’ and proceeds to do so." 
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Taking their cue from this turn of 
military affairs, the generals later on 
rearranged the training curriculum 
toward the end of developing leader- 
ship in every last soldier in the Army, 
from privates on up. This new bent 
was also dictated to some extent by 
changed tactics. To achieve fluidity of 
both attack and defense, which is all- 
important in modern warfare, combat 
units of as few as five to 10 men were 
being employed more and more—and 
each unit of course had to have a 
leader. Thus, trainees today are being 
given increasingly thorough: training 
in leadership and increasingly numer- 
ous opportunities to practice it against 
the day when command may fall upon 
them. 


How Leadership Works 


In short, leadership no longer is an 
intangible quality to the average Amer- 
ican fighting man—a vague, indefinite 
something he may have read about in 
an Elbert Hubbard essay. Instead, it 
is a live, actual thing which he daily 
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won't, however . 


sees, recognizes and appreciates, par- 
ticularly in combat. He knows from 
experience that when the going is 
rough and the life of himself and every 
man in his unit hangs by a slender 
thread, nothing is more vital than in- 
telligent, resourceful leadership—the 
ability to do the right thing at the right 
moment with the right weapons, and 
continue doing it until the issue is 
decided. 

A not often-told tale concerning 
emergency assumption of command— 
and leadership—concerns a lieutenant 
in command of a 20-man patrol sent 
forward to secure information on en- 
eniy troop dispositions on a Pacific 
island. With the mission partially ac- 
complished, the patrol began pulling 
back in order to get at another sector 
more readily when, suddenly, a num- 
ber of Jap mortars opened up and 
pinned them down. The patrol hit the 
dirt immediately and began digging in 
for a ground attack which they ex- 
pected would come almost at once. 
However, after several minutes had 
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passed without the expected action 
developing, it became clear to everyone 
except the lieutenant what the score 
was. When prodded as to what he 
thought they should do, he replied by 
excitedly asking what else could they 
do except remain where they were and 
await the attack. 

Finally, when it became obvious 
that the lieutenant was out on his feet 
so far as his mental processes were 
concerned, a corporal approached him 
and said, “Sir, all signs point to the 
fact that there are no enemy troops 
in the vicinity except the observers 
who are directing the mortar fire. 
However, they undoubtedly have sent 
for troops which probably are on their 
way now. With your permission, I 
would like to take care of the observa- 
tion post, which will silence the mortar 
fire and allow us to pull out before 
ground troops arrive.” 

The lieutenant didn’t know what to 
think, but finally gave his consent. 
The planning and execution of the 
operation were left entirely to the 
corporal. 

The latter took off immediately, 
squirming along the ground through 
kunei grass, at right angles to a 
nearby elevation which was the most 
likely location of the observation post. 
He approached the OP from the rear, 
wiped out the three Japs manning it 
with a burst of BAR fire, following 
which the mortar fire became spas- 
modic and finally ceased altogether. 
Rejoining his patrol, he led it back 
parallel to the trail used in advancing 
and, as a last fling, organized a river- 
crossing ambush that almost completely 
wiped out the Jap party sent to engage 
the patrol. 

Soon after this incident, the officer 
requested transfer, which was approved 
immediately. 

“Ah, but that is military leadership,” 
some may say. “Sales leadership is a 
horse of another color.” 

But is it? 


When Competition Hits 


Let’s say, for example, that you.are 
sales manager for an organization sell- 
ingjthe WILL DO appliance. Every- 
thing’ is going along just fine, thank 
you, when a rival organization selling 
the CA'N DO appliance annotinces a 






brand-new accessory which, they claim 
in a barrage of newspaper advertise- 
ments, will do everything but blow the 
owner’s nose. Your sales curve does 
a full gainer with a half twist and 
your boys begin jingling their keys 
instead of the money they used to have 
in their pockets. 

As sales manager, what do you do? 

Do you tell your boys it is nothing 
to worry about and will blow over 
soon?. Do you take weak-livered 
refuge in loud talk and louder threats 
and try to convince them that they 
aren’t working hard enough? 

Or do you practice leadership and 
thereby justify your title—and salary— 
as sales manager? 

Do you go into a huddle with your 
WILL DO appliance and figure out 
how its built-in features do everything 
that is done by CAN DO’s new acces- 
sory and more? Do you prepare a 
persuasive new approach built around 
these built-in features and try it out 
on several prospective purchasers? Do 
you contract for a series of newspaper 
advertisements which deftly make a 
distinction between built-in virtues 
and those of the accessory variety? 
And then—last of all—do you call your 
boys together, tell them of all you 
have done, and convince them in a 
factual, logical, confident manner that 
CAN DO’s campaign actually is a 
blessing in disguise? 

A difference between military and 
sales leadership? Outwardly, yes. But 
inwardly—basically—they are as alike 
as Kipling’s Judy O’Grady and the 
cglonel’s lady. 

A Marine officer had this to say fol- 
lowing a nip-and-tuck action in the 
Gilbert islands: “Leaders of all ranks 
must be prepared to meet emergencies 
and sudden changes in situations and 
furnish the spark of inspiration when 
their units have become discouraged. 
The true leader is the one who takes 
the men and materials at hand and gets 
the job done in spite of complications.” 


Leadership Qualities Defined 


To further draw a parallel between 
military and sales leadership, the fol- 
lowing is a listing of the most fre- 
quently mentioned leadership qualities 
as given by the officers and men of a 
certain Infantry battalion who were 
asked, “What qualities, in your esti- 
mation, make a good leader ?” 

“A leader must know his job and must make 
sure his men know that he knows it." 

“He must fotate duties and missions without 
partiality,..exercising judgment and fairness 
in all decisions and never allowing personal 
feelings to affect the performance of his 


duties." &, 

“He pest thi nd be able to mate 

quick, sgpuiadt ec ste must be able 
(Continued on page 66) 
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raining Veterans 


to St// APPLIANCES 


Mullins Bros. chain of Kansas appliance and furniture stores have 
a program functioning for their own returning G.|.'s and for giving 
new men a start in learning the fundamentals of appliance retailing 
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appliance sales field has been developed by Maurice E. Mullins. Above: “Buddy” 
Furse, war veteran and member of the radio service division of the Dodge City 
retail store, is one of the G. I.'s to benefit from the Mullin training plan. Art 
Andrus and Fred Strasser, salesmen, look on as Furse explains a technical point. 


ONG before the bells of victory were 
pealing, a slender, white-haired 
Kansas_ electrical appliance 
wholesaler and retailer was devoting 
precious hours away from the direc- 
tion of an expanding business to a 
complete study of the methods by 
which he and his associates could. aid 
returning war veterans to enter the 
appliance field. 

Books, government pamphlets, per- 
sonal interviews with manufacturers, 
employment experts, and Chambers of 
Commerce officials, have been utilized 
by Maurice E. Mullin, partner with his 
brother, J. D., in a chain of retail 
furniture and appliance stores in Kan- 
sas, in developing a program which 
today is being launched to help G. I.’s 


wishing to enter the appliance field, 
either as owners of their own stores 
or as members of the staffs of th 
Mullin stores. 


Two-Fold Job 


As a wholesale distributor, the firn 
is interested in seeing that the home- 
coming G. I.’s interested in setting up 
their own appliance stores, invest their 
money wisely. As the employer oi 36 
persons now in the service, the com 
pany also is concerned with recon 
ditioning the men who will be return 
ing to pre-war jobs. 

An erstwhile schoolteacher, Mauric« 
Mullin went about this task in typi- 
cally precise schoolteacherish fashion. 
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For years the staffs of the Mullin stores have had daily sales “briefs”, and now 
these sessions are broader in scope in order that they may further the training 


offered returning war veterans. 


Austin C. Fowler, sales manager for the Dodge 


City outlets above, administers a lesson in selling. 


There were two phases of the program: 
(a) An education program slanted di- 
rectly to the veterans; (b) A plan de- 
signed to instruct the officials and 


retail managers on how to deal judi- 


ciously with the war veterans who 
come to their attention. 

Of invaluable assistance to the firm 
in this project was the fact that em- 
ployee training had always been em- 
phasized by both the Mullin brothers. 
All of the employees of the six stores 
are frequently mustered to the head- 
quarters store at Dodge City for short 
courses in merchandising, and the 
policy is almost as old as the business. 
Every morning at each Mullin retail 


outlet the store managers for years 
have gathered their staffs around them 
for a stimulating “briefing” on the 
day’s schedule, a study of newly-re- 
ceived merchandise; and these “brush 
up” sessions will be augmented to bring 
war veteran personnel up-to-date. 
Maurice Mullin condemns the sales 
clerk who bumbles along knowing only 
enough about his product to get by. 
A force of seven well trained field men 
whose primary task was to visit both 
the retail outlets and the wholesale 
customers for the purpose of conduct- 
ing courses in sales and management 
for the staffs was maintained before 
the war, and with restrictions on gaso- 


Over 30,000 parts are stocked in the wholesale distribution branch of the Mullin 
Brothers Dodge City store. Two of the company's employees are shown in a section 
of this phase of the firm's operations. Returning veterans learn this parts and service 


phase of the business also. 
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line lifted these field men will again 
function. 


Apprentice Education 


Apprenticeship education has long 
been an essential integral in the Mullin 
training plan. A_ study-while-you- 
work schedule offering young men an 
opportunity to learn the appliance busi- 
ness from the ground up has been en- 
larged now in order that war veterans 
may realize in greater numbers the 
benefits of the company’s educational 
program. 

Directives have, flowed steadily from 
Maurice Mullin’s office in Dodge City 
to all of the store’s personnel instruct- 


ing them on the procedure to follow 
where war veterans are concerned. 
Some of these manuals have been re- 
leased for publication in newspapers 
and to Chambers of Commerce in the 
region. 

Store managers are asked to “take 
time out to discuss, suggest, inspire 
the returning soldiers to win the re- 
conversion battle, grant interviews to 
all seeking employment, give encour- 
agement, plan expansions so as to give 
more jobs.” Sets of instructions are 
frequently issued store managers in an 
effort to make them assume a personal 
responsibility to assist returning veter- 

(Continued on page 102) 


Among the wartime achievements of the Mullin stores is a close cooperation with 
manufacturers in helping appliance owners to keep their appliances in smooth work- 
ing order. Ed Schmidt (left), service department manager of the Dodge City store, 
is shown handing a booklet on caring for appliances to a patron. 
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HE most common trouble symptom in the 
Admiral RCS0 automatic changer is the fail- 
ure of the repeat cycle to stop. This is character- 
ized by the pickup arm constantly swinging back 
and forth from rest to playing positions, and 
records dropping from the storage stack, one by 
one, before the previous record is played. 
Several difficulties may bring about these symp- 
toms: 1: Broken detent spring. 2. Incorrect 
positioning of detent spring. 3. Failure of start- 


ing lever to cock, due to broken spring on cam. 
4. Extreme maladjustment of the pickup rejection 
point. 5. Failure of manual reject lever to return 
to playing position, due to binding, broken reject 
rod, or broken spring. 


Replacing and Positioning 
Detent Spring 


Trouble symptom is constant cycling, or repeated rejec- 
tion without playing any record. Look at spring under 
large gear; if spring is broken: 


9 Pull out the spindle as your first move. 


Loosen the turntable nut. Use pliers if you don't have 
socket wrench. 


Servicing ADMIRAL E 


These photographs will give you basic 
ideas on what to do and how to do it 


4 Lift off turntable. 


5 Remove two bracket screws. Arrow shows other one. 


7 Now you can look at the broken spring (right) and the 
new one which will replace it. 
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Replace bracket and screws, leaving the screws loose; 

snap roller on large cast gear into position where it is 
locked by detent spring. (Large gear has been removed 
in this photo only to show detent spring clearly.) 


Set blank spot in teeth on large gear directly opposite 

small pinion gear, so that small gear is free to turn: 
tighten screws in detent bracket to hold large gear in this 
position. Release trigger bracket, by turning manual re- 
jects knob to extreme left, and rotate turntable by hand 
in its normal direction. If trigger bracket engages stud on 
small gear, causing large gear to turn and begin change 
cycle, detent bracket is properly positioned; if not, repeat 
adjustment. 





Replacing 
Starting Bracket 


10 Changer doesn't reject either manually or automati- 

cally. Difficulty is caused by worn starting bracket, 
whose purpose is to engage lug on small gear and set 
large gear in motion. To repair, first remove two housing 
screws shown. 
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.}RECORD CHANGERS 


HIS is one of a series of “how to" service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941); ranges (August, 1943); 
Maytag washers (April and September, |942); Knapp-Monarch 
toasters (November, 1942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, 1943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, |943); Blackstone 
ironer (May, | 943); wringers (September, 1943); Universal irons (May, 
e; 1943); washers (July, 1943); percolators (October, 1943); toasters 
is (November, 1943); cleaners (April, 1944); ranges (August, !914); 





Previous Service Articles 


waffle irons (December, 1944); Lovell wringers (June, 1943); Hotpoint 
ranges (June, |943); Apex washers and ironers (July, !943); Easy 
washers and ironers (August, |943); Chromalox electric range units 
(September, 1943); Thor washers (September, |943); Norge refrigera- 
tors (November, |943); Bendix washers (November, !943); Gibson 
refrigerators (December, 1943); Telechron. clocks (February, |944); 
Dexter washers (March and April, 1944); Motorola radios (March, 
1944); ABC washers (April, 1944); 1900 washers (May, |944); Crosley 
refrigerators (June, |944); Automatic Laundry Queen washers (July, 
1944); Frigidaire refrigeators; Frigidaire ranges (September, |944); 
Horton ironers, washers (October, |944); Electromaster ranges (No- 
vember, 1944); Kelvinator refrigerators (February, 1945); Wilcox-Gay 
record changers (March, 1945); Hamilton-Beach mixers (April, |945); 
Sunbeam Mixmaster (June, 1945); Emerson Electric fans (July, 1945); 
Voss washers (August, 1945); Wileox-Gay changers (September, | 945). 





11 After screws are out, you will be able to pull hous- 


ing down. This view is from below. in place. 





14 Replace pin in pickup arm 





before putting cam back 





Replacing 








13 Remove nut under thumb, and replace worn starting 
bracket. 
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Springs on Cam 





1 There are two hairsprings on the large gear and 

cam. If they break, the starting bracket doesn't 
snap into position; changer doesn't reject or rejects con- 
tinuously. To replace, remove large gear as shown under 
“Replacing Starting Bracket." Remove metal washer hold- 
ing hair spring. 





against side of it. See arrow. 
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End of new spring goes to stud on starting bracket. 
Finger points at it. 


Second hair spring goes to trigger bracket, pressing 


18 This photograph shows trigger bracket removed, and 
position of the two springs. 





Servicing ADMIRAL RECORD CHANGERS 


Continued from page 55 





Adjusting Starting 
Point of Pickup 


ig When pickup arm fails to drop to record at proper 
point, first step is to loosen two set screws on arm 
~ mover. 


Rotate turntable by hand until arm mover pin just 
reaches end of guide track in large cast gear; place 
pickup arm on record, with needle about |/p inch from 





21 Tighten set screws while maintaining positions of 
both pickup arm and arm mover assembly. 
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Correcting Early or 
Late Rejection 


22 Symptom of trouble is that changer either fails to 


reject at end of record, or rejects too soon, before 
record is completed. 


3 Loosen nut on pickup arm mover assembly. Pliers 
will do the trick, though a wrench is preferable. 


Turn slotted screw with screwdriver to adjust rejec- 
tor: clockwise to reject sooner, counter-clockwise to 
reject later. Tighten nut. 


Replacing Reject Rod 


5 This is it. When broken, your changer will reject 
automatically, but not manually. It usually breaks 
where the repairman has his thumb. 


26 Pry loose the clamp which holds the rod in place. 


QT Take out reject rod spring. lt hooks on the rod 
and changer base in the hole marked by the arrow. 
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2 Replace old reject rod with new one, replace spring, When the output is low or distortion is present, 


tap clamp back into place, and the job is done. you are having crystal trouble. To remedy, unscrew 
the two screws which hold the crystal in place. 













Adjusting the 
Record Pusher 





32 Unsolder the lead wires from the crystal, noting 
which wire goes to ground (double terminal on crys- 
tal cartridge). 





When this is out of adjustment, the records won't fall 

off of the record shelf and spindle. To remedy: 
first loosen the set screw in the bracket just above the 
serviceman's thumb; turn the rod (extending upwards from 
between the serviceman's fingers) until the record pusher 
(screwdriver points to pusher) is within 1/16 inch of the 
edge of the shelf. Retighten set screw. 








3 In soldering the leads to the new crystal, be careful; 
heat easily ruins the cartridge. 


Replacing Spindle Spring 





Correcting Distortion 





30 When replacing a needle, if the screw is short or the 





row. needle small so that the head of the needle-holding 
screw touches the pickup arm, it will cause distortion. To 4 The records, before they are played, rest on the 
remedy, install a longer screw. This trouble is sometimes offset shoulder of the spindle. If the spring gets 
very hard to find, yet the cure is very simple. broken, the records will drop. To repair: 
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35 Take out spindle and tap a new spring into the 


groove with a hammer. A few extra taps on the 


tapered part will partially close the groove to hold the 
spring. 





If correctly done, the spring should look like this. 
It should protrude as shown, but move in and out 
of the lower half of the slot freely. 








Lubricating Changer 





Oil the bottom bearing of the motor. There are no 
oil holes in it; just give it a couple of drops, using 
only No. 10 auto engine oil. 





38 Oiling top of motor. Turntable has been taken off, 
Be sure to keep oil off rubber edge of idler wheel. 
Turntable itself requires no oil. 
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THERE IS NO SUBSTITUTE 
IN THE MAKING 









































First and Finest 
FIRST fully automatic steam iron...FIRST steam 
iron embodying features GUARANTEEING 
ABSOLUTE SAFETY...Most accurate heat con- 
trol ever devised for an electric iron... The unques- 
tioned leader in quality and performance. 
$I 4a* 
on ‘ » : O.P.A. APPROVED 
Riel?) a : ~ LIST PRICE 
WE et ve ses Any core +f a ie fs es , 
PRLS poo 











SALES REPRESENTATIVES: 


F.P. McMORROW MARTIN CARLESTEIN & ASSOCIATES L. S. GERSHON NYPENNO SALES COMPANY 


459-B Hippodrome Annex, 1150 Broadway, New York City 436 Ridge Building, Kansas City 6, Mo. 508 Chestnut St., Pittsburgh, Pa. 
Cleveland, Ohio 
















WALTER C. NYE LEO UNGAR FRED C.wooD 
JULES J. DREYFUSS 1492 Merchandise Mart, Chicago 54, Illinois 310 No. 1} St., St. Louis, Missouri Western Merchandise Mart, 
46 S. W. First St., Miami 32, Florida bw. T. LOCKE OWEN WEBB San Francisco 3, Calif. 


McDONALD & SHAW 205 Hazen B!dg., 9th and Main Sts., 110 Summer St., Boston, Mass. 
513 No. Akard St., Dallas. Texas Cincinnati 2, Ohio 
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» i no cinch to design and manufacture a you the FIRST steam iron embodying features 
J steam iron that is fully automatic, abso- GUARANTEEING ABSOLUTE SAFETY. 
lutely safe, and the unquestioned leader in 
quality and performance. We learned this In STEAM-O-MATIC, we brought you what 
“s through long, hard experience. was—and is—the name that tops the steam 
G iron field. STEAM-O-MATIC was tested, 
>on 
nes For years women wanted and needed a steam approved and in use by hundreds of thousands 
iron. You witnessed the unsatisfactory attempts of delighted homemakers when Pearl Harbor 
that were made to meet that need—and doubt- stopped production! 
less will see many more. They were unsatisfac- 
tory because the“bugs” hadn’t been eliminated. Yes, our years of tireless effort spent in per- 
fecting STEAM-O-MATIC have taught us 
When we introduced STEAM-O-MATIC, we that there is no substitute for experience in 
brought you the FIRST FULLY AUTO- the making of steam irons! We show you here 
MATIC steam iron to be placed on the the STEAM-O-MATIC which has been devel- 
market. In STEAM-O-MATIC, we brought oped from this experience. 
WAVERLY TOOL CO., 115 FRELINGHUYSEN AVE. NEWARK 5, N. J. ° FACTORY, SANDUSKY, OHIO 
Another of the TWO IRONS THAT REVOLUTIONIZE IRONING 
Years Ahead of its Time 
Only air cooled iron...Only iron with 
dual sole-plate; for regular or “close” 
ad ironing. Only iron with side rest. Can’t 
; topple over. Only iron with heat ad- : 
justment for speed of individual ironer. 
Absolutely accurate heat control. Fully $] 425 
automatic. 
O.P.A. APPROVED 
oe LIST PRIGR 
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SING 


Appliance Store 


| Layout Analyzed 


New study, published in booklet 


form by General Electric, 


pre- 


sents four basic store arrangements 


HE answer to many questions 

that have been puzzling electrical 
appliance dealers in the past months 
can be found in a new booklet recently 
announced by A. L. Scaife, advertising 
and sales promotion manager of Gen- 
eral Electric’s Appliance & Merchan- 
dise Dept., Bridgeport, Conn. The 
booklet is entitled “Your G-E Appli- 
ance Store.” 

Questions such as—whether or not 
to move from your present location; 
the best location for a new appliance 
store; how large the floor area should 
be; how to best allocate space to re- 
frigerators, home laundry equipment, 
small appliances; where the various 
items should be placed to best advan- 
tage; how to regain the “identity” of 
your store as the top spot in your com- 
munity for buying appliances; correct 
lighting, wall coloring, floor covering 
for display purposes; layouts for de- 
partment store appliance departments 
and other questions of equal impor- 
tance are all answered in this 48-page 
booklet. 


Other Topics 


Included in the book are chapters 
on store fronts and window identifica- 
tion; proper selection of illuminated 
signs; basic merchandise display units 
to fit every type and size of store; 
the advisability of having an all-elec- 
tric demonstration kitchen and laundry. 
An interesting section is devoted to 
flexible display units for traffic appli- 
ances ... 12 basic pieces from which 
a great variety of displays can be made, 
and fully-detailed blueprint with di- 
mensions from which a local wood- 
worker or cabinet maker can make up 
desired units. Paint and linoleum 
samples are also included in an en- 
velope attached to the back cover. 

Citing the results of a survey made 
specially for the company by Walter 
Dorwin Teague, designer, the book 
points out that “retail stores, in their 
very effort to attract attention, have 
defeated their own purpose. A dis- 
ordered, frenzied clamor for attention, 
in which nothing can be heard for the 
shouting, should give way to a unified, 
clean, distinctive impression.” 


5-Basic Store Types 


On the basis of this finding, the new 
G-E publication offers concrete sug- 
gestions for the unified design of the 
five basic types of appliance stores. 
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Some of the specific points that are 
made concerning store fronts are 
these: 

Strive for clean lines that are direct, atten- 
tion getting, inviting. 

Display the name of your store on a panel 
mounted flat against the store front over 
the windows and doors. Distant traffic can 
be attracted by a smaller projecting, double- 
faced sign. 

Tell the public that you sell appliances by 
including the word “appliances” on your 
sign. 

Keep bulkheads low. 

Keep glass area free. Decalcomanias out- 
lining in greater detail the appliances the 
store carries should be mounted on the door 
or window just below eye level. 


Pointing out how even the finest 
painting can be spoiled by a bad frame 
and improved by a good one, the G-E 
book asserts that “appliances, too, 
make far better impressions if they 
are presented in attractive surround- 
ings—given the proper stage-dressing 
and harmoniously arranged.” 

In order to help retailers build “the 
frame that sells the picture,” the book 
also presents detailed suggestions for 
laying out the five basic types of 
stores. 

Carrying out its precept to avoid 
disorder and strive for a store that is 
noticeable, appealing, clean and unified, 
G. E. makes these further basic recom- 
mendations : 


Arrange appliances within the store so that 
pedestrians can see as many as possible 
through the windows. 

Allow plenty of room for the customer to 
move round on the sales floor. Avoid 
crowded aisles. 

Provide an adequate service department 
plus a working demonstration kitchen and 
laundry. 

Group appliances so that shoppers for one 
item are exposed to many related items. 
Make sure that the background for the 
appliances is as modern as the appliances 
themselves. 

In announcing the new book, Mr. 
Scaife asserted that it is probably the 
most comprehensive book yet published 
by a manufacturer in an effort to help 
electrical appliance retailers to set up 
modern, sales-building stores or de- 
partments. 

“Any retailer who would like to 
see a copy of this book is free to call 
upon his nearest G-E major appliance 
distributor. Price to distributors is $3 
a copy,” he said. 
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Here is a planned layout for a Type A store, the most common type. It is one of 
five types of postwar appliance stores illustrated in General Electric's new book, 
“Your G-E Appliance Store." Note the logical, orderly arrangement of appliances. 











The Type B store perfectly demonstrates several of the precepts set forth by G-E. 
Large window area provides full visibility into store; appliances are arranged so that 
they can be seen by all passersby. 
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The Type C store shows how to avoid that cramped feeling that makes customers ill 
at ease. Although plenty of appliances are on display, there is lots of room for cus- 
tomers to move around. 














The Type D store makes a special feature of the demonstration kitchen and laundry. 
Appliances are logically grouped in this store; shoppers for one item are exposed to 
many related items. 
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Maytag dealers know what this means 


THROUGHOUT THESE YEARS of Maytag’s war production, 
Maytag Desles, with no new washers to sell, have been able 
to supply genuine factory parts, render expert washer repair 
service, make a profit when profit was most needed, and main- 
tain valuable contact with their customers. They know that parts 


supply is one of the plus values of the Maytag Franchise. 


So do Maytag Customers: The hundreds of thousands of 


Maytag owners throughout America, whose long-life Maytags 


have been kept in good working order—shey know what Maytag 
parts supply means. And they are not only appreciative of this 
service—they are, every one of them, real prospects for Maytag 
Dealers when the new post-war Maytags are available. 


If you are not already a Maytag Dealer and there 


is no dealer in your town, get in touch with... 








THE MAYTAG COMPANY, NEWTON, IOWA 





WASHERS IRONERS 








The most valuable dealer franchise in the industry 
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Urban Home Builders’ 


APPLIANCE BUYING PLANS 


The Urban Housing Survey recently conducted 
by Curtis Publishing Company shows that 98 
percent of the 4,007 families interviewed own 
appliances and radio now, and 67 percent of 
them plan to buy one or more new appliances 


By ANNA A. NOONE 


r NHE Curtis Publishing Co. re- 
cently completed a comprehen- 
sive survey of the post-war ur- 

ban home building market, which is a 

companion study to their rural build- 

ing survey, “Looking Ahead in the 

Farm Building Market,” (EvecrricaL 

MERCHANDISING, May 745). In addi- 

tion to plans for home ownership, im- 

provement and repair, the families in- 

terviewed displayed a keen interest and 
definite plans for the purchase of elec- 
trical appliances and equipment. 

Based on complete interviews with 
4,007 separate families located in 35 
states and 118 urban centers, and cov- 
ering four city-size groups from “over 
500,000 population to 10,000-to-49,999 
population,” the survey found that al- 
though 98.3 percent of the families cov- 
ered now own household appliances of 
some kind, 67.3 percent of all these 
families are potential buyers of one or 
more new appliances. Interest in the 
purchase of household appliances is 
high among all families, but purchase 
intent for specific types of appliances 
varies by income groups. In the case 
of newer appliances such as the home 
freezer, automatic washer and dish- 
washer, buying intent is greatest 
among the higher income brackets. 

The average expenditure of those 
who say they will buy household ap- 
pliances is estimated at a median figure 
of $211, as shown in the accompanying 
table. 


ESTIMATED EXPENDITURE FOR ALL 
HOUSEHOLD APPLIANCES 


Amount of 

Expenditure Percent 
MI SEs . c's Clete 9.9 
$50-$99......... 8. 
$100-$149........ 8.1 
$150-$199 10.4 
$200-$249.......... 9.1 
$250-$299...... 5.4 
$300-$499...... 15.4 
$500-$999............. 9.5 
$1.000 and over. 1.1 
oS eee 23. 
Median......... $211. 
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Most of these families are serious 
about their plans for appliance owner- 
ship, and will purchase these items at 
the first opportunity. Between 50 to 
78 percent said they plan to buy the 
appliances they want within two years 
after they become available, with the 
exception of dishwashers. Irons, toast- 
ers and washing machines appear to 
be the appliances most urgently need, 
as revealed in the table ‘Families 
Planning to Purchase Appliances.” 


Replacement Market Possibilities 


While many of these families will be 
prospective purchasers of certain ap- 
pliances for the first time, a large part 
of the market for appliances will be in 
replacement sales. Refrigerators, 
ranges, cleaners, radios, irons and 
toasters offer the best replacement op- 
portunities, the survey disclosed. Radio- 
phonograph combinations, automatic 
washers, mixers, freezers, ironers and 
dishwashers have the greatest relative 
sales opportunity among families who 
are not now owners of these appliances. 


Radios 


A little less than 28 percent of the 
families interviewed are going to buy 
a new radio; 93.9 percent own at least 
one now. One out of every ten now 
owning a radio-phonograph combina- 
tion will buy a new one of the same 
type, and nearly a sixth of those now 
owning a radio without attachment will 
replace these sets. Estimated expendi- 
tures are shown in an accompanying 
table. If the prices shown in this table 
seem high, one should not lose sight 
of the fact that these purchasers are 
anticipating the availability of pending 
new technical developments in radio 
such as frequency modulation and tele 
vision. 


Washers and troners 


Of the families interviewed, 25.3 per- 
cent said they will buy a new washer, 
with renters denoting a greater pur- 
chase intent than present home own- 
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Type of Appliance 


Radio with phonograph. . 
Washer—regular......... 
Washer— automatic 
Refrigerator... .. 
Vacuum cleaner. . 
Cooking range... 
Toaster. . 

Food mixer. . 
Home freezer. . . 


Dishwasher 


No age given. 





Radio without phonograph. . 


Median 
Present age of 
owners appliances 
who will to be 
replace replaced 
Percent Years 
9.6 4 
15.3 ‘8 
ae 13.5 12 
a 8.7 9 
19.4 10 
15.9 12 
17.1 12 
15. 9 
12.8 8 
5.1 8 
10.2 ° 
3.8 12 
13.7 12 


REPLACEMENT MARKET FOR HOUSEHOLD APPLIANCES 


Total Expected Market 





Replace- 


ments 


Percent 


12.9 
91.7 
49.4 
4.6 
59.7 
53.3 
61.7 
89.7 
63.2 
10.9 
1.2 
41 
4.3 


— 


New 


customers 
Percent 


FAMILIES PLANNING TO PURCHASE APPLIANCES 


87.1 
8.3 
50.6 
95.4 
40.3 
46.7 
38.3 
10.3 
36.8 
89.1 
98.8 
95.9 
95.7 





Esti- More 
mated Within than 
average 2 years Within 2 years In- 
Percent Ex- after 2 years after definite 
plan pendi-_—_avail- after avail- of don't 

Appliances to buy _—ture able war able know 
Radio with phonograph. 14.5 $170 60.4 3.5 16.7 19.4 
Radio without phonograph 14.4 93 60.3 4.7 10.7 24.3 
Washer—regular. 15.2 111 64.8 3.4 9.3 22.5 
Washer—automatic. . 10.8 176 66.5 2.5 15.5 15.5 
Refrigerator... .. 25.5 196 59.9 42 16.4 19.5 
Vacuum cleaner... 21.7 80 64.4 4.2 13.5 17.9 
Cooking range. 21.5 155 53. 48 21:5 20.7 
EE oe, Pore ant 16. 9 77.8 3. 6.4 12.3 
eee 15.9 12 77.7 3.7 6.9 11.7 
Food Mixer 14.7 25 64.8 4.7 13. 17.5 
Home Freezer. . 10.3 217 52.6 3.1 21.3 23. 
lroner..... 8.6 95 60.1 4.7 18.9 16.3 
Dishwasher 4.1 126 44.6 4.3 27.4 23.7 

ers; 15.2 percent are going to buy a The bulk of automatic washer sales 
regular machine, and 10.8 percent an _ will be new business. Regular type 


autonratic. 


A few of them said they 
intend to buy both types. 60.8 percent 
already own a washer, and about one 


seventh owning the regular type expect 


to replace it. 
washers to be replaced 


The median age of these 


] ? 


is 12 


RADIO-PHONOGRAPH 
COMBINATIONS 
Amount Percent 
Under $50 1.1 
$ 50-$ 99 11.9 
$100-$149 14.9 
$150-$199 14.6 
$200-$299 16.7 
$300 and over 8.6 
Don’t know 32.2 
100. 
Median $170. 


sales, on the other hand, will be equally 
divided between replacements and new 
customers, 

Ironers are owned by only 9.2 per- 
cent of the families, and only 8.6 per- 


years . 


(Continued on page 64) 





RADIO ONLY 
Amount Percent 
Under $25.... 5.2 
$ 25-$ 49. 6.9 
$ 50-$ 74.. 15. 
$ 75-$ 99.. 75 
$100-$149. 17.2 
$150 and over 13.2 
Don't know. 35. 
100. 
Median $93. 
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new low cost 
Telechron Timer 











































Now you can give your ranges the extra appeal of auto- 
matic electric timing with audible signal at the price of 
an ordinary spring-wound timer. 


At a surprisingly low price, you can offer customers 
many salable advantages. The E10 Minitmaster is avail- 
able with or without a handsome exposed dial of molded 
plastic. It can be directly set in either direction to any 
desired minute from 1 to 60. It never needs winding, 
never runs down. The strong electric buzzer signal is 
audible throughout the house—and keeps up until it’s 
manually turned off. , 


Famous Telechron accuracy makes the E10 Minit- 
master completely dependable. Precision building 
assures long life. 


Get full details now on this fine, low-cost electric 
timer. Write Industrial Sales Division, Dept. G, Warren 
Telechron Company, Ashland, Massachusetts. 


Telechron 


Rts. U. S. PAT. OFF 


WARREN TELECHRON COMPANY, ASHLAND, MASS. 
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cent expressed interest in buying one. 
Only about one in 25 will be a re- 
placement. 

Prices these prospective purchasers 
expect to pay for laundry equipment 


range from “less than $50 to $150 and 
ver” for ironers, to “$300 and over” 
tor automatic washers, as shown in the 


1ccompanying tables. 


ES MATED EXPENDITURE 
FOR WASHERS 


Amount Percent 
Under $75 11.3 
$ 75-$ 99 17.2 
$100-$149 23.4 
$150-$199 12.4 
$200 and over 
Don't know oerards 32.7 
100. 
Median $111. 


ESTIMATED EXPENDITURE FOR 
AUTOMATIC WASHERS 


Amount Percent 
Under $100.. ‘ 6.1 
$100-$149 ve 16. 
$150-$199 23.7 
$200-$299... 19.6 
$300 and over Aue 3.6 
Don't know. 31. 
100. 
Median. . . $176. 


ESTIMATED EXPENDITURE 





FOR IRONERS 
Amount Percent 
Under $50 ... Soc 3.4 
$ 50-$ 74 15.7 
$ 75-$ 99 14.7 
$100-$149 ; 17.8 
$150 and over a 10.4 
Don't know. . ale 38. 
100. 
Median. . . $95. 
Refrigerators 


More renters than present home 


| owners said they will buy a new re- 


frigerator (25.5 percent). 

Electric refrigerators were preferred 
by 87 percent; only 10 percent men- 
tioned gas. 78.4 percent now own a 
refrigerator—the proportion of owner- 
ship being much higher for home ewn- 
ers than for renters. About a fifth of 
those owning refrigerators expect to 
replace them. The median age of these 
old refrigerators is 10 years. Prices 
they expected to pay will be found in 
the following table. 


ESTIMATED EXPENDITURE FOR 





REFRIGERATORS 
Amount Percent 

Under $100..... bee 2.2 
$100-$149.... ape 10.7 
$150-$199..... 944 
I da na ae 27.7 
$300 and over............. 5.8 
| Don’t know............... 29.2 

100. 

es: eu pbeseees " 


Appliance Buying Plans 


Continued from page 63 





Home Freezers 


Home owners exhibited more inter- 
est in home freezers than did renters 
Only a very small percentage—1.2 per- 
cent—of all families interviewed now 
own a home freezer, and only one 
family in ten of those expect to re- 
place it or buy another, so practically 
the entire market will consist of new 
customers for some time to come. The 
median price they expect to pay for 
a freezer is $217. Anticipated prices 
run as follows: 


ESTIMATED EXPENDITURE FOR 
HOME FREEZERS 





Amoun{ Percent 
re 10.5 
eee 12.1 
$200-$299....... yan 149 
$300 and over...... 23 13.1 
Don't know. .... 49.4 

100. 
Median. . . $217. 


Vacuum cleaners 


Vacuum cleaners are owned by 72.7 
percent of the families interviewed, and 
one out of every six is planning to re- 
place their present machine, the median 
age of which is 12 years. More than 
half the expected market will be re- 
placement; the median price they plan 
to spend for a new cleaner is $80. 


Other Appliances 


Sixteen percent of the families inter- 
viewed expect to buy an iron; 958 
percent already own one, consequently 
the bulk of this market will be replace- 
ment. The median age of the irons to 
be replaced is 9 years, and these pur- 
chasers expect to pay between $6 and 
$15 for their new iron—$9 is the 
median price. 

Toasters are also owned by a large 
percent of the families interviewed— 
78.7 percent—and about two-thirds of 
those planning to buy a new toaster 
will be replacing old ones. Prices 
ranged from “under $3 to $20 and 
over,” with a $12 median figure. 

Only 31.4 percent now own a food 
mixer; 14.7 percent of the entire total 
are planning to buy one, indicating that 
most of the potential food mixer sales 
will be to new customers. Prices 
mentioned ran from $15 to $35, with 
almost half saying from $20 to $34 


Air Conditioning 


Of all the families interviewed, 29.3 
percent said they expect to buy or 
install some kind of mechanical air 
conditioning when it is available. Oddly 
enough, purchase intent is slightly 
higher among renters than present 
home owners. 81 percent of those who 
expect to purchase or install this equip- 
ment prefer some kind of central sys- 
tem, possibly something connected with 
the heating system to provide year- 
round benefits; 17 percent prefer indi- 
vidual room coolers, the renters dis- 
playing more interest in these individ- 
ual room coolers. Families in the 
southern regions were also partial to 
the room cooler type. 
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|FROM END TO END 


The amazing new Zenith Radios, Zenith Radio-Phonographs and Portables will 













723 represent a brand mew conception of the modern home musical instrument. Circuits, 
me chassis, features, finishes, cabinet designs, are all strictly post war! Surprise advance- 
va ments will represent not only Zenith’s 30-year “know how” in “Radionics Exclusively” 
lan but will positively reveal the results of Zenith’s stupendous contributions to 


‘“Radionics at War.” Dealers will find in this most remarkable of all radio offerings 


058 no “warming over” of pre-war models, no hasty attempt to be out first with things 
you have seen before. Zenith—the specialist in Radionics Exclusively will be truly and 
pr wholly NEW. Watch Zenith! Be with us when we “ring out the old—ring in the new.” 
the 

arge Keep in touch with your Zenith Distributor now more than ever. 


He knows what’s going on at the Zenith factory. 


ZENITH RADIO CORPORATION e¢ CHICAGO 39, ILLINOIS 


LONG DISTANCE 


RADIONIC PRODUCTS EXCLUSIVELY- x A @ ‘ oO ; 
WORLD’S LEADING MANUFACTURER 
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You can safely rely on Chromel heating elements . . . all 
the time. There is a consistent uniformity of high quality in Chromel— 
whether it be as a wire finer than the hair of your head, or 
as heavy rod and ribbon for electric furnaces. This uniformity, at a 
high lovel, is the goai cf everything we do, in the foundry, the mill 
and the office. And this is the thing that makes good heating 
devices for ycu to sell. Remember, trade-mark names of priceless vclue 
are entrusted to Chromel, used in millions of devices. You can E 
safely trust your own good will to it, too. Again we 


say, you play it smcrt when you specify heating elements cf Chromei. 


(Ask for Catalog-M for your Service Department) 


ap h. First in the Field of 
FIL wees Nickel-Chromium Alloys 
te HOSKINS e 


| CHROM 






. - ~ 





HOSKINS MANUFACTURING CO, eee) «©60DETROIT 8, MICHIGAN 





















Sales Leadership 


es CONTINUED FROM PAGE 5|qummmnne 


to give orders with an air of confidence, 
even when the odds are against him.” 

“He must show a cheerful front under even 
the most trying circumstances and never ap. 
pear excited.” 

“He must make his men feel that he is in- 
terested in them and doing his best to hel 
them. His men should know that he wil 
always go to bat for them when the need 
arises.” 

"A leader must have something called 
‘personality.’ If his men do not feel free 
to come to him, he is not their leader. He 
should know each man personally and under. 
stand the job of each man under him.” 
“He must earn the confidence and respect 
of his men by sharing their common lot. 
They should be able to think of him as one 
of them.” 

“He must comply with his own rules and 
requlations and never ask his men to under. 
take a mission which he would be unwilling 
or unable to undertake himself.” 

“He must be in the fight with his men, but 
even when setting an example of courage 
should not expose himself foolishly nor allow 
or expect his men to do so.” 

"The good leader encourages—he does not 


“The good leader keeps his men oriented at 
all times as to their mission and situation.” 

Now read back over these qualities 
of a good military leader and, as you 
do so, suppose the qualities listed are 
those of a good sales manager. They 
leave very little to be desired, do they 
not? 


They'll Be Home Again 


They'll all be home again one of 
these days soon—those salesmen of 
yesteryear who are sweating it out 
either in the Far East or in the coun- 
tries of Europe—those salesmen-to-be 
who’ve never sold but will want to 
sell after the war. And wise is the 
stay-at-home sales manager who takes 
a long, critical look at himself and his 
qualities as a leader—who puts himself 
through a period of basic training 
aimed at providing returned veterans 
with the aggressive, resourceful lead- 
ership to which they have become so 
accustomed. 

A sergeant friend of mine wraps 
up the package with these words: “For 
four long years now we’ve worked and 
fought as a team, under leaders who’ve 
led us into hell and then led us out 
again without dropping a stitch. Good 
leadership—the life-saving, battle-win- 
ning kind—has become as natural and 
expected as the air we breathe. Most 
of us who lay down our shooting irons 
and pick up sales kits after the war 
will continue to get good leadership. 
Some few won’t, however . . . until 
some Joe from the rear ranks comes 
forward and says, ‘I can run this out- 
fit better than you, buddy,’ and pro- 
ceeds to do so. 

“Sales managers are going to have 
their work cut out for them in the 
immediate post-war period—there’s no 
denying it. But if they take a tip from 
leadership the fighting man has re- 
ceived and give us more of the same to 
the limit of their ability, I don’t think 
either of us will have too much to 
worry about. 

“This is the way it looks from where 
I sit,” the sergeant concludes. 

Which is pretty much the way it 
looks from this seat too. 
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THE HUGE CABINET PLANT 
AT MYSTIC, CONN. 
Where Temple cabinets will be made. 





“TWO-FISTED +. ACTION! 


For the radio merchant who wants a “‘fly- 


ing start” as well as continuous good busi- 
ness, the Temple Dealer Franchise assures 
both. Templetone, with its two great 
plants—one making Temple chassis, the 


other manufacturing the cabinets — pro- 


TEMPLETONE RADIO MFG. CORP. 


NEW LONDON, CONN. 


“Where FM will also mean Finest Made” 


FM...TELEVISION...RADIO-PHONO’ COMBINATIONS 
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vides a two-fisted, hard-hitting surety of 
action that will both start and keep you 
in business profitably and permanently. 


Better write in NOW for details. 


































THE VAST RADIO PLANT 
AT NEW LONDON, CONN. 
Where Temple chassis will be made. 
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We're Not 


ologizing 


Since our announcement last month that 



















the nationally famous and long awaited 


Broilers 


are again available, we’ve 


been deluged with orders 


No—we’re not making 
apologies—just explain- 
ing our position. 


the supply will be 
limited. 


WE ARE SHOWING NO 
FAVORITES. Every one 
of you who have ordered 
Holliwood Broilers are 
getting your share of 
the available supply. We 
are making every effort 
to ‘‘step up’’ our produc- 
tion and will continue to 
ship Holliwood Broilers 
as fast as they come off 
the line. 


Seems all of you want this 
fast selling, profitable 
household appliance and 
we're doing everything 
in our power to supply 
you. We’re glad that 
Holliwood Electric Table 
Broilers are recognized 
as the best on the 
market because that’s 
what we've tried to make 
them. 




































































No—not apologies—but 
please understand our 
position and bear with 
us. Holliwood Electric 
Table Broilers are worth 
waiting for. 





There still is a serious 
shortage of experienced 
man power and materials 
and, until these are avail- 
able in larger quantities, 















FINDERS MANUFACTURING CO. 


3669 S. MICHIGAN AVE., CHICAGO 15, ILL: 
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Dealer Reconversion 





parts inventory to $2,000, I'll take 
another look at the general situation. 

“By the way, the first thing I did 
after that two-day victory holiday was 
to visit the bank, then call the fi- 
nance company. We’re solidly set on 
both counts, cash and paper.” 

At this point the interviewer edged 
in a question. How soon did he think 
dealers would receive new merchan- 
dise in their stores? 

“Sooner than manufacturers told us 
when they first got the green light. 
After Pearl Harbor they converted to 
war work in remarkably fast time, 
manufacturing products entirely for- 
eign to them. Now they’re reconvert- 
ing to peacetime work, an old story to 
them. I think they’re hedging on deliv- 
ery date predictions, leaving a wide 
margin of safety, so if they fall down 
slightly they won’t disappoint the pub- 
lic. Furthermore, in this race I can’t 
imagine those manufacturers tipping 
their true hands to each other. The 
dealer has none too much time to put 
his house in order. 

“Every oldtime dealer should wire 
Chester Bowles at OPA in Washing- 
ton, kicking against any proposal to 
squeeze our discounts. That’s a hell of 
an unfair way to treat those dealers 
who rendered a vital public service 
through wartime, sweating 75 or more 
hours a week to earn a skimpy living, 
at best, on repair work.” 


Another Viewpoint 


The cases cited in the foregoing 
portray the general trend found in 
dealer activity since the Jap collapse. 
Few of the others interviewed added 
anything particularly significant to 
these expressions—until we met the 
sharply-alert agent in Long Island who 
opened like this: 

“Dealers who spend any money mak- 
ing alterations at this time are plain 
crazy.” 

In the light of this merchant’s past 
record on sales, his highly-successful 
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wartime service operation, and the 
businesslike manner in which he always 
has run his outlet, his observations 
can’t be discounted as idle chatter 
just to hear himself talking. Cur. 
rently he has 100-odd large appliances, 
mostly cleaners and washers, on the 
floor awaiting attention by the repair 
crews. The stack of smaller appliances 
on hand for repair, particularly irons, 
is equally heavy. In prewar years 
this outlet sold amazing quantities of 
these appliances. Now, let him give 
his version of the present situation. 

“For the next year I could sell ap. 
pliances out of an old barn, from the 
hayloft, in fact, if I couldn’t use the 
main floor. My job right now is to 
rush these repair jobs through the 
works as fast as I can, before people 
start cancelling them. Meanwhile, I’m 
holding these customers in line by tell- 
ing them all new models coming 
through this year will only be old 
models anyway. We continue to pick 
up new repair business the same way. 
Naturally, at the same time, we’re tak- 
ing the money of those people who still 
insist they want one of the first new 
appliances to be delivered. When they 
finally get this merchandise, most of 
them will have paid a large share of 
the account. 

“Under these circumstances, why 
should I spend my own money for al- 
terations, improvements, or anything 
else? I say ‘my own money’ because 
when we only make a little, as in these 
war years, the government lets us keep 
most of it. Paying out money for im- 
provements therefore is like spending it 
out of our own pockets. 

“Next year, when I expect to make a 
hell of a lot of money, I’ll be damn glad 
to pour a big chunk of it into store 
improvement. That will be the govern- 
ment’s money because otherwise they 
would collect it anyway, in taxes. If 
I’m wrong, you’ve got to show me.” 

And there you are. You tell him, 
pardner. I can’t. 














“HE CAUGHT IT—NOW HE'S SHAKING OFF TACKLERS—HE'S LOOSE——" 
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A Statement of Keoinators 
Lidail Minded Program 


as Alling Saves 


ITH production of Kelvinator refrigerators and 

electric ranges increasing daily, and the familiar 
sound of selling soon to be heard once more in retailers’ 
showrooms — we again make a statement of the thinking, 
the policies and the program that will back these new 
products and mark the beginning of a greater business 
future for retailers holding the Kelvinator franchise. . . 
the most valuable franchise in the appliance industry. 


It will soon be six years since Kelvinator electrified 
the industry by announcing its ‘‘Retail-minded’’ Dealer 
Program . . . with its ‘‘selective dealer’’ provisions . 
fewer but finer models . . . sharply lowered prices . . 
backed up by policies in which the retailers’ interests 
took precedence over every other consideration. 


That program made history. It launched a sales ad- 
vance which carried Kelvinator dealers to new positions 
of leadership. Average sales of Kelvinator retailers 
doubled . . . quadrupled . . . and by the end of 1941, had 
reached eight times the average dealer volume of 1939. 


The same kind of retail-minded thinking which shaped 
Kelvinator’s pre-war program is the sound basis of dy- 
namic future plans. 


Here are the policies that Kelvinator retailers can 
count on—policies conceived with their interests as re- 
tailers in mind—developed specifically to help them build 
a sounder business future. 


RETAIL-MINDED DISTRIBUTION —A selective dealer or- 
ganization of not the most but of the finest retailers . 
with an adequate market for every dealer, making possible 
more sales per dealer. 


COMPETITIVE PRICES — Kelvinator’s aim will always be 
to maintain a price policy that is vigorously competitive, 
prices that will mean more sales per dealer. 


PRODUCT LEADERSHIP — Kelvinator will adhere to the 
manufacturing principle of ‘‘quality first.’’ Add to this 
Kelvinator’s determination to have its products contain 
brilliant features with strong consumer appeal and prac- 
tical usefulness in the home. And the results can only 
mean more sales per dealer. 


RETAIL-MINDED MERCHANDISING — Kelvinator adver- 
tising, sales promotion and sales training will always be 
designed with but one purpose—to move merchandise 
off the retailer’s floor, to make more sales per dealer. 


PRODUCT STRATEGY — Kelvinator will continue its pol- 
icy of limiting the number of models to the type and size 
most needed and most in demand . . . thereby holding 
dealers’ investments in inventories at a minimum. To 
give retailers more “top-of-the-line” sales, Kelvinator 
products will be designed to make the value of step-up 
features between models instantly visible to customers. 
Close adherence to these policies means more profit per sale. 


These are retail-minded policies of Kelvinator. Behind 
them stand a group of men, both factory and field, who 
are one in the conviction that Kelvinator’s success and 
future progress is dependent on the Kelvinator retailer’s 
success. With all thinking and planning keyed to that 
conception, it is to be expected that Kelvinator will 
quickly sense trends affecting the retailers’ interests . . . 
and that in the future, as in the past, Kelvinator will lead 
in products, policies and program, in which more sales 


per dealer is the one objective. 
Ze Le 


Vice President in Charge of Sales 
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% New Kelvinator beauty, 

famous Kelvinator depend- 

able performance and extra 

value, combined in a great new 

refrigerator that includes all of Step up one model . . . add four great 

Kelvinator’s basic engineering and features the prospect can see and will 

construction features. 7 cu. ft. ca- want—large, sliding Kelvin Crisper.. . 

pacity . . . 12.2 sq. ft. of easy-to- capacious, sliding Meat Chest... 114 bu. 

reach shelf area. . . 9 Ibs. of ice Vegetable Bin . . . 5-way magic shelf. . . W Step up one more model . . . and show your 

cubes. plus every sales-making Kelvinator fea- prospect five extra sales features loaded with con- 

ture incorporated in the CS 7. sumer appeal . . . everything that’s in the C-7, 

plus a second large, sliding Kelvin Crisper with 
crystal-clear glass cover .. . 13.1 sq. ft. of shelf 
space ... and 13 Ibs. of ice cubes. 


With these four great new Kelvinators, dealers can 
meet the needs of every prospect in today’s great re- 
frigerator market. In beauty ... in consumer appeal ... 
in extra value . . . these four refrigerators set new 
standards of leadership. Add to this Kelvinator’s de- 


pendable Polarsphere sealed power unit, with its un- 
matched record of trouble-free performance, and 
long-range customer satisfaction is assured. This, in 
turn, assures the Kelvinator dealer’s future in the 
appliance business. And that’s why we say— 
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GREATER in Beauty! 








GREATER in Consumer Appeal! 
GREATER in Dependable Performance! 
GREATER in Extra Value! 


tin Myp up to the Kelvinator MM.9 
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, irs THE MOIST-MASTER REFRIGERATOR! 





* It’s a Frozen Food Chest . . . it’s a Moist-Master refrigerator . . . it’s both com- 
bined in one beautiful cabinet. Total capacity 9 cu. ft... . with the zones of cold 
ideal for every kind of food—freezing cold ... dry cold... moderately-moist 
cold . . . super-moist cold. Room for 36 twelve ounce packages of frozen food 
plus 13 Ibs. of ice cubes. 


Kechinator 





THE KELVINATOR “AUTOMATIC COOK" 


. the top model of the Kelvinator electric range 
line. It features . . . the Kelvinator “Automatic Cook” 
control, the “brains” of the range that starts, times 
and stops all cooking operations . . . the Scotch Kettle 
that will cook a whole meal for less than 2¢ . . . multj- 
ple speed switches . . . 2-unit broiler oven . . . warm- 
ing oven ... and two utility drawers. This sensational 
leader, plus the two other great Kelvinator electric 
ranges, give the Kelvinator retailer a complete line to 
meet every prospect’s needs. 


And a powerful merchandising 
program to build the Kelvinator 


Retailer into a dominant 
position in the electric 
range business ) 


LOCAL PROMOTION j RADIO 


Radio spot announcements, newspaper 





advertising, and a continuous flow of 
promotional material will be made avail- 
able, from which specific campaigns can 
be tailor-made to fit the Kelvinator re- 
tailer’s local market. 
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A new time, 10:30 P. M. Wednesdays 
- « » on one of the great national net- 
works, the Columbia Broadcasting Sys- 
tem ... imereases the effectiveness of 
Kelvinator’s high-rating radio program. 
For some months now, hard-hitting 
radio commercials have featured the 
Kelvinator electric ranges and refriger- 
ators on every program. They will con- 
tinue to build public acceptance for 
Kelvinator electric ranges and help 
make the Kelvinator retailer a dominant 
factor in the electric range business. 


NATIO NAL The October 8th issue of Life Magazine carries this four- 
color, full-page advertisement announcing the new line of 

Kelvinator electric ranges to its millions of readers. This is 

MAGAZINES the first of a series that will dramatically sell the superior 
features of Kelvinator electric ranges to Kelvinator retailers’ 


prospects throughout America. 
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ARRY KAHL, owner of the 
J Appliance Co., Freeport, II1., 
has a business philosophy which 
centers around the idea that the prin- 
cipal job is to “sell merchandise.” If 
you can sell, you can always find some- 
thing to sell. 

Even during wartime, Larry Kahl 
has stuck to his idea that a merchant 
must first sell. This in spite of scar- 
city in electrical and other mechanical 
appliances, 

Has Larry Kahl found merchandise 
to sell at a profit during wartime? He 
has. 

Larry started in the appliance busi- 
ness in 1939 on what he himself terms 
a “shoestring.” 


Kahi’s Sales Record 


During the past year, Larry Kahl 
purchased a large building in down- 
town Freeport for a sacrifice price of 
$13,000. Here he plans a super post- 
war appliance operation. 






























by ianla One Dealer 
Who Believes in 


Hitting 
The Road 


It's not "cold turkey” selling these days, says 
Larry Kahl of Freeport, Ill., but “cold turkey" 
buying that keeps business going .. . And he's 
proving it by finding appliances to sell 


Service has been one of the mainstays of the Kahl appliance 
operation. Here a mechanic checks a refrigerating system 
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If you doubt his war record, take a 
look at his growth during the past six 
years, as revealed by the following 
figures. 


Year Gross Sales 
ED Gita dda's - > anaes #40 oles t $9,205 
_ ES re SOE & 23,112 
rrr 
oo eS eee ee ee 52,041 
og, RS Saree 8 ee 65,355 
RES ee ee ee 55,000 
1945 (first three months only)... 40,000 


Kahl believes that his total gross 
sales for the whole of 1945 will total 
over $75,000, his largest sales year 
to date. 

How does he do it? 

Well, Larry Kahl first believes in 
selling the customer. He takes orders 
for gas and electric ranges, water heat- 
ers, farm water systems, farm freezers, 
stoves and other appliances. He asks 
the customer to sign a purchase order 
to make a down payment. Then he 
goes out and finds the merchandise. 











1945 















LEFT 


Larry Kahl, owner of the Kahl Appliance Co., Free- 
port, Ill., believes in getting out on the road and 
rounding up merchandise to sell 


BELOW 


This picture was taken a couple of months ago, but 
the Kahl store has equipment to sell. 
water heaters and milk coolers 


Note ranges, 





Merchandise can be found. Witness 
the following example. When Larry 
Kahl heard that a salesman friend of 
his was making a trip through the 
Middle West, he asked him if he could 
go along. The friend agreed. Kahl 
was gone almost ten days. During that 
time he visited many small and large 
manufacturers and jobbers. He told 
them that he was on a buying trip. 
The result was that he began to get 
shipments of one, two and more ranges 
of various sorts to his Freeport appli- 
ance shop. He filled a number of 
orders for pleased clients. 


Has Service Staff 


Larry Kahl spends very little of his 
time in his appliance shop today. He 





Farm freezers and water systems have been two active appliances 
in the Kahl operation and he plans for more business post-war 





leaves the local selling and the servic- 
img to a capable staff. Most of his 
time is spent in traveling throughout 
the Middle West visiting manufactur- 
ers and jobbers—finding out where the 
merchandise is—and then buying it. 
Often he can buy only one or two 
items, but he makes enough visits at 
various places so that the total amount 
of what he can buy is considerable. 

Kahl made two trips to a middle 
western city, 400 miles from Freeport, 
just to get acquainted with a manu- 
facturer of farm freezers. At first the 
manufacturer refused to sell Kahl for 
he could sell at retail all he produced. 
Kahl finally won him over. From this 
one source he has obtained a number 
of farm freezers. 

“There is no better way for me to 
spend my time than to go out and visit 
the buying sources,” says Kahl. “I 
learn a lot. A manufuacturer or job- 
ber will tip me off where I can get 
one or two appliance items. I follow 
most of these tips and get enough mer- 
chandise to keep up my present scale of 
operations. If I stayed in my appli- 
ance store and tried to get appliances 
by letter or telephone, I would get 
only a small fraction of what I obtain 
by personal contact.” 


Water System Account 


Through such enterprising buying 
tactics, Kahl has been able to buy and 
sell around 15 to 25 electric and gas 
ranges per month, in addition to a 
number of water heaters. When a 
farmer friend told Kahl he would like 
to buy a water system, Kahl took the 
order and deposit and then shopped 
around until he made connections with 
a water system manufacturer who 
filled the order. Kahl has the line and 
will sell a lot of water systems. 
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to Bring 


NOW..Get 
ready to. 


GENERAL ELECTRIC ANNOUNCES BIG 
FALL CAMPAIGN FOR G-E LAMP BULBS 


OW you have the opportunity to 

take part in a big, hard-selling 
campaign to speed up your turnover of 
G-E Lamp bulbs, 


“See your G-E Lamp Dealer and stock-up 
with plenty of G-E Lamps’—that’s the 
theme that will be carried to your cus- 


tomers day after day and week after week 


in General Electric’s big lamp advertis- 
ing campaign this Fall. 


Magazines, newspapers, radio—all will 
pound home this theme. And G-E is 
supplying you with the material you 
need to tie-in. The campaign gets under- 
way this month and continues through 
the Fall. Here’s the line-up: 


GENERAL @ ELECTRIC 
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‘em In-and Bring ‘em Back |. 








GE LAMPS 


eee 









NEWSPAPERS. General Electric Lamp ads in 188 
newspapers in 106 cities, will push sales of 
G-E Lamps. 
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color and black-and-white pages . . . in leading 
weeklies such as the POST, LIFE, COLLIER’S, 
LOOK, LIBERTY and TIME .. . will tell your cus- 
tomers to stock-up. 






















S- 

ll 

| ak 3 a 

S$ RADIO. The lovely voice of Jean is one of many FEATURE THIS NEW DISPLAY. To put this G-E 
features that attract millions of listeners to the advertising to work in your store ... feature this 

u G-E Hour of Charm, the only national program colorful new G-E ‘display in a good location. 

: on the air devoted entirely to lamps and lighting. It’s on the way to you now. Use it to remind customers 

i Hour of Charm commercials will help you sell lamps. that your store is the place to buy G-E Lamps. 

h 


ORDER PLENTY OF G-E LAMPS TODAY 


Tie-in with G-E’s Fall campaign, put up the new G-E Lamp 
display — and you'll sell a lot more lamps. So, make sure 
you have plenty on hand — if not, order more today! 
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~ Sell G-E Lamps 









BUY MORE WAR BONDS 
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EASY 
INSTALLATION 
Needs no base- 
ment, no ducts, no 
sheet metal. 


BETTER 
APPEARANCE 
Nothing visible 
but a neat floor 
register. 


~~ cy 
SAN,» Sed 
The 


a on 
first unit of its 
type listed by the 
Underwriters’ Lab- 
oratories. 


No motors or 


blowers, no mov- 

ing parts. 
BETTER AIR 
CIRCULATION 
Draws cool air 
from floors, dis- 
charges warm air EXCLUSIVE 
in living zone. ELECTRIC 
IGNITION ‘ 
With Automatic 
Operation, Ther- 
mostatically con- 
trolled. 


LOW FUEL COST 


Burns #3 furnace 
oil, 


a 


- Hundreds of Electric Appliance pomne ad 
"No Other Heating Unit Equ 


she Ke OC Lille oil-Fired 


Floor Furnace 
AcTION TO THE USER 


—— ae 





_FOR PROF! 








DESIGNED ESPECIALLY FOR SMALL HOMES 


In the decade preceding the war, literally tens of thousands of small- 
home owners bought H. C. Little oil-burning floor furnaces—bought 
them because they were a complete, factory assembled, oil-fired 
heating plant, especially designed for small homes, available with 
fully automatic operation and ELECTRIC IGNITION, thermostat- 
ically controlled. Small-home owners had discovered they could now 
enjoy all the comfort, convenience, cleanliness and economy of auto- 
matic oil heat, at a price they could easily afford. 


A “NATURAL” FOR-APPLIANCE DEALERS 


Many appliance dealers soon discovered that the H. C. Little oil- 
burning floor furnace was something a large percentage of the public 
really wanted—and that it could be merchandised just like dny other 
major appliance. Moreover, customer satisfaction not only contrib- 
uted to big sales increases, but also to high NET profits, because 
service costs were at an absolute minimum. 


PIONEERING LEADERSHIP 


The reason behind such high quality was that H. C. Little had not 
only pioneered the first successful oil-fired floor furnace, but also had 
constantly improved it. These were the first units of their type to be 
listed by the Underwriters’ Laboratories, the first to be granted a 
U. S. Patent, the first with Thermo Limit Control, the first with 
ELECTRIC IGNITION (still an exclusive feature). 


No wonder so many appliance dealers say, “No other heating unit 
equals the H. C. Little oil-fired floor furnace—for satisfaction to the 
user—for profit to the dealer”. 





THINK YOU COULD MAKE MONEY WITH THIS FLOOR FURNACE ? 


Then write for a copy of “How to Get Real 
Profits in Postwar Heating". 














pe ad 
WAC Lille BURNER CO. 


Dept. 8 M, San Rafael, California e« Branch Offices from Coast t 
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Circuit Breaker Use 
Cuts Service Calls 


EEl Wiring Committee study show; 
some 2,500,000 installations excel jn 
meeting circuit protection requirements 


HE wiring committee of the 
Edison Electric Institute, after 
studying the application of circuit 
breakers in stores and homes over a 
period of years, has found that circuit 
breakers meet every requirement for 
circuit protection and excel other de- 
vices in safety and convenience. 
There are more than 2,500,000 cir- 
cuits in commercial and residential in- 
stallations equipped with automatic 
breakers and the service record has 
been particularly satisfactory, the 
committee foimd. A comparison of 2 
comparable areas was made recently— 
one having 30,000 out of 40,000 elec- 
trically equipped homes using circuit 
breakers and the other with a majority 
of the homes being equipped with 
fuses. The comparison showed that 
4 times as many service calls were 
experienced in the area not equipped 
with circuit breakers. 


Three General Types 


There are three general forms of 
automatic breakers: 


1. Thermal time-delay type, 

2. Magnetic instantaneous and time-delay 
types, and 

3. Combination thermal and magnetic types 
to provide time delay on small overloads 
and instantaneous operation on overloads 
beyond some predetermined value. 


For most applications a definite time 
delay is required to prevent momentary 
overloads, such as motor starting, trip- 
ping out a circuit. To protect against 
greater overloads and short circuits, 
fast tripping is necessary. Breakers 
equipped solely for instantaneous 
operation at predetermined values of 
current have limited application and 
should not be considered for general 
use. 


While the types which provide tine 
delay for small overloads and instan. 
taneous tripping for higher values have 
definite advantages over the purely 
thermal types without such features, 
the cost probably will be somewhat 
higher. 

Since the straight thermal types 
have given satisfactory service, they 
probably will continue to be used 
widely until the combination thermal 
and magnetic types are more generally 
available. 


Circuit Breaker Advantages 


Outstanding advantages of auto 
matic circuit breakers are arbitrarily 
segregated below. 


. Provides the necessary time-delay for mo- 
mentary overloads and thus prevents un 
necessary interruptions to service. 

. Provides the fast operation required for 
extension-cord or appliance short-circuit 
and the convenience restoring the flow of 
current by the simple flip of a handle 
after the faulty device is disconnected. 

. Prevents the serious overloading of cir. 
cuits because once the breaker is in- 
stalled, it is difficult to change the rating. 

. Provides the required protection of cir. 
cuits and prevents the restoration of cu 
rent flow until the faulty device is dit 
connected. 

. Serves as a convenient circuit-disconnect 
in addition to being a protective device. 

. Provides for flush-mounting installations is 
convenient locations without impairing the 
general appearance of the room. 

. Provides safe operation from convenient 
locations at a reasonable cost. 


Circuit breaker installations usually 
cost no more than other forms of pro- 
tective devices. However, if the cost is 
slightly more in some cases, the su- 
perior protection afforded and the con- 
venience in operation is well worth 
the additional cggt. 








“GUS PUT IN AN ELECTRIC GRILLI" 
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Eas IN ONE TYPICAL WASHDAY TEST 
a . . - REPORTS NEW HAMILTON 
of auto DISTRIBUTOR COMMENTING ON 


Ur: »0vonuxe CLOTHES DRYER 






































rbitrarily 

cs DRYER SELLING OPPORTUNITIES 

avents 

ail for 

ae @ Believing that the proof of the product is in the 

a handle testing, an official of The Gibson Company of Indian- 

~> A apolis had a postwar model of the Hamilton Dryer 

ker is in installed in his home. 

ape Here’s what happened, in the words of Mr. Chas. 

on of cur E. Bolton, Manager of The Gibson Company’s hanging the clothes outside was 4:30 in the afternoon.” 
a specialties division: “The Hamilton Dryer was sent No wonder that so many homemakers are eagerly 
disconnect to the home of one of our officials who has a family awaiting the day when they can enjoy the new Hamilton 
few of eight. They have had the same Automatic Clothes Dryer! For savings in time are but 


pairing the & laundress for a number of years. On 
Fd washday a very simple one-time ex- 
planation was given her on how to 


half the story... there’s the complete independence 
from the tricks of the weatherman . . . no more hauling 
of heavily-laden clothes baskets to an outdoor clothes- 





s usually use the Dryer. She finished the line ....n0 more clotheslines! 
ap laundry, washed and dried, by 12:30 One of those rare once-in-a-decade selling oppor- 
, the su- noon, and the earliest time she had tunities, the Hamilton Dryer will make for “clean” 


| the con- 


‘porte ever been able to finish before by cuarizs £. BOLTON sales. Being a comparatively new appliance, no trade- 
, worth 


in allowance enters the sale. And most 
RS ae Eeeren ee. Loe important of all, the Hamilton Dryer 

— tt) > stays sold without profit-sapping service 
calls...a fact proved by the 5,450 
Hamilton Dryers sold before the war. 
Your postwar appliance plans can’t be 
complete until you plan to sell and 
profit with the new Hamilton Dryer! 
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The TRADE MARK 





tes Of 

What's in a mame? Ask the man who sells KODAK . rp 
ee a 

FRIGIDAIRE . . . or BUICK cars. « « « Over and above fine et 

engineering, beautiful, modern designs and a complete line pani 
of models, CLARION RADIO carries a name and a dramatic rw 

trade-mark, that sticks firmly in the prospect’s memory. «ee = 

For the Dealer who is rounding out his merchandising ai 

program today, CLARION has an especially interesting oe 
proposition. Write for the name of the CLARION dis- ro 

tributor in your territory. Some desirable territory still open. ot 
tur 

lect 

WARWICK MANUFACTURING CORPORATI ie 

4640-50 West Harri — : : 

arrison St. Chicago 44, Illinois ng 
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tered over the country the cooper- 
ative work of educating women in 
the use of electricity in the home has 
gone on quietly in spite of war and a 
scarcity of appliances. 
These lecture halls are at the home 
service headquarters of utilities. The 
audiences are the prospective cus- 
tomers of every manufacturer of elec- 
trical household equipment. Our recent 
home service survey shows that the lec- 
ture demonstration room or auditorium 
is, generally speaking, the center of 
home service activities. This does not 
emean that every home service depart- 
ment was fortunate enough to start with 
a completely equipped lecture auditor- 
ium. The pioneer departments were 
lucky if they had a water supply, drain- 
age facilities and adequate wiring, 
plus space enough to accommodate a 
few appliances and a small group of 
interested homemakers. But it was 
evident from the beginning that the 
most logical way to reach and convince 
the greatest number of prospective 
customers in the shortest time possible 
was through the lecture demonstration 
room. And so an adequate auditorium 
became the goal of every home service 
director. 


Most Have Auditoriums 


Of the 100 or more active companies 
reporting through the survey, we find 
that two-thirds of the combination gas 
and electric companies, and an even 
greater percentage of electric com- 
panies, have lecture auditoriums with 
fully equipped demonstration kitchen 
platforms. 

Many have test kitchens as well, 
and companies that do not have an 
auditorium at least report having a 
testing or demonstration kitchen with 
adequate space for smaller, more inti- 
mate groups. 

We also found it followed as a matter 
of course that where there were lec- 
ture auditoriums there were planned 
lectures. The few companies report- 
ing “no lecture schedules” also added 
“during war time.” However, most 
of the well established home service 
departments found themselves carry- 
ing on because they were too busy to 
stop. In communities where the home 
service woman has become the recog- 
nized authority on matters pertaining 
to the home, the women have turned 
confidently to her for help on the many 
new wartime problems—and the lec- 
ture rooms have become even more 
active. Homemakers flocked to the 
familiar auditorium, confident they 
could refresh their minds on the sub- 


|: hundreds of lecture halls scat- 


Halls of Learning 


Home Service Department lecture rooms 
auditoriums and demonstration kitchens were 
put to valuable use during wartime and their 
use will be further extended in the days 
ahead . . . Second in a series of articles 


By MILDRED NICHOLS 


ject of home canning and learn the lat- 
est about home dehydration and home 
freezing—as well as how to serve bal- 
anced, nutritious meals within the 
budget and ration-point limits. 


“Care and Use" Classes 


Classes on the care and use of exist- 
ing appliances became exceedingly 
popular because of the scarcity of ap- 
pliances. The wiser manufacturers 
had made it their business in the past 
to see that the home service girls were 
familiar enough with the construction 
and operation of their appliances to be 


able to diagnose the more simple ail- 
ments and to recommend a “specialist” 
when necessary. The survey shows 
that as a result of this education more 
than 40 percent of the companies had 
home service girls already trained to 
make minor repairs as a part of their 
work. However, the full schedule of 
the home service departments limits 
the amount of time the girls can devote 
to studying the detailed mechanics of 
the various appliances. There is un- 
limited opportunity in the future for 
the manufacturer to co-operate with 
these girls in seeing that the homemak- 
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ers understand their appliances and 
operate them intelligently and care- 
fully. One manufacturer is already at 
work ona primer which “breaks down” 
the appliances and “builds them up” 
again by means of simple diagrams. 
This type material will be invaluable to 
the home service director. 


Manufacturers Needs 


The manufacturers who have home 
service girls on their staffs will be in 
a position to give the best service. 
Through personal contact these repre- 
sentatives can interpret the needs of 
the utility home service directors. 
Special bulletins can be prepared which 
give the basic information to be used 
in lecture work—and the trained manu- 
facturer’s representative is qualified 
to be a “guest lecturer” in her particu- 
lar field on a regular program. 

The home service director, through 
her conscientious work and diversified 
knowledge, has created in the mind of 
the homemaker a confidence in arid ac- 
ceptance of the information given out 
from the lecture platform in the util- 
ity’s auditorium. The scope of this 
department’s work increases with 
every new development, and there are 
always new customers for standard 
equipment who must receive their basic 
training in the use of electricity in 
the home. The farm market alone will 
be a tremendous project. 

The table below shows the percent- 
age of reporting companies covering 
various subjects and products: 


Electric ranges ............+-+-- 90.36% 
Refrigerators .........2....-.-. 94.26 
Dee BE... 0c dacsccccvcss 92.62 
Kitchen planning ......-...-.-.- 84.43 
Creer oa, a 
i ee EE ss 61.97 
Wellin tent ...... +06. «cds co oe 81.15 
Caten'teshedss ...4...as ak =! 80.33 
a ee ree eee ee 78.69 
WRRENOE. |... « 0k see es 00 * 75.4) 
Washers . 73.77 
Biba xis, ibn 953 a; alae 71.31 
0 ere. 
CEE patties crnangcensese> 67.21 
Home freezers ...........-...... 66,39 
Dotepdndberes . Gis. ocdance ccd 63.93 
Water heaters . 63.93 
Hand irons 61.48 
Adequate wiring 59.02 
Dryers ...... a 50.82 
Vacuum cleaners ...........- 46.72 
Blenders ....... 40.98 
Hand cleaners ..... 40.16 
Sewing machines .. oan eg 
POI 5 ios serene onndy 18.85 
Air conditioners ................ 1%148 
Therapeutic appliances .......... 4.92 
SI sider ieluwed vis he <' 2.46 


(Continued on page 112) 
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the name made famous 
by foremost chefs! 





The favorite of foremost chefs is rapidly becoming 
No. | with housewives, too! Heavy duty PYREX 
brand glass; distinctively designed; equipped with 
the famous DUTCH Filter; nationally advertised; 
Fair Traded for protected profits—VACULATOR is 


“tops” in value! 





IN MORE AND MORE 
COFFEE MAKERS EVERY DAY! 


putcu 


clathiesas FILTER 


Sparkling CHINA 
NO cloth, NO paper 
Snaps in EASILY 
Fits all standard makes 


Free! — 
DISPLAY DISPENSER 
STOPS the prospect! 
TELLS the story! 
MAKES the sale! 
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VACULATOR 


CHICAGO 6, 







U. s. A. 
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Coleman Inaugurates 
Executive Training 








O train future company execy. 

tives from selected college grady. 
ate engineers by a post-graduate course 
in factory management is a plan of 
The Coleman Co., Inc. of Wichita, 
Kansas, according to Clarence Cole. 
man, vice-president in charge of many. 
facturing. 








CLARENCE COLEMAN 


Each year two to four men who are 
graduate engineers of the Kansas 
State College and the University of 
Kansas will be selected by company 
executives. At the end of a speciale 
two-year course, the individuals se- 
lected will have an opportunity to move 
into junior executive positions. 





Production Work First 


The first year the selected graduates 
will work in the factory on actual pro- 
duction. This work will be done in 
four selected production departments 
which have a diversity of operations 
in order that the selected graduates 
will obtain experience on all general 
types of factory production. 

In addition to the factory assign- 
ment during the first year, each of the 
selected graduates will take and com- 
plete in one year a course in modern 
business with a selected and approved 
correspondence school. Thé cost of this 
course will be paid by Coleman. 

If the first year is satisfactory to 
both the company and the student, he 
will start the second year working in 
the company offices and will work for 
a period of time in several different 
departments, These departments will 
include purchasing, scheduling, pro- 
duction engineering, design enginecer- 
ing, industrial engineering, cost, and 
the like. 

During the last three or four months 
of his second year, he will spend al- 
most his full time in the department 
in which he has shown the greatest 
aptitude. 

During the second, year he must 
read and make a written report once 
a month on an article from some lead- 
ing trade magazine dealing with the 
type of work in which he is engaged. 
Second, he must enroll in a public 
speaking course and complete thie 
course satisfactorily. 

At the end of the second year, he 
will be moved into a regular job with 
the company and from there on he will 
be on his own provided the program 
has been mutually satisfactory to the 







through these first two years of train- 
ing he will receive merit advance- 
ments in pay at the end of each year 
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The Kalamazoo “package program’’ 
contains more than a complete line 
of products. 


It includes business counsel and dealer 
assistance that no manufacturer has 
ever been able to offer franchise dealers before in the en- 
tire history of the stove and furnace business. 





It’s available now for the first time 
because for 45 years Kalamazoo has sold 
only by mail and through factory-owned 
stores. Kalamazoo has had the closest, 
most intimate contact with consumers 
of any manufacturer in the industry 
. . . has compiled a reservoir of sales information for you. 


Now franchise dealers are offered a chance to take ad- 
vantage of Kalamazoo’s wide consumer sales ‘‘know how’’. 
Kalamazoo—with long experience in managing its own 
stores—knows where to stop ‘“‘loss leaks’’ and keep you on 
the “‘profit side.”” You are always a dealer partner. 
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THE KALAMAZOO PROFIT-WISE FRANCHISE 
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Greater values through greater 
volume ... Kalamazoo has poured 
$2,000,000 into re-tooling and stream- 
lining its production line to give you a 
quality line with great profit and volume possibilities. With 
Kalamazoo you sell new—not made-over 1942—models. 


Sales promotion support will include 
national and local advertising ...a com- 
plete, hard-hitting sales promotion pro- 

=. — gram ...expert engineering, sales as- 
sistance. For complete information, write today to Sales 
Manager, Kalamazoo Stove and Furnace Company, 455 
Rochester Avenue, Kalamazoo 6, Michigan. 


KALAMAZOO 


STOVES AND FURNACES 
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RCA VICTOR |‘ 


With New “Kick-Off” Line | of 
Pack Terrific Sales Wallop | — 


HIS is more than you expected so soon —not just prewar From 

. . * roorr 
designs to catch the quick trade— but, everything your “Rel 
customers have hoped for in up-to-the-minute styling, tone at a 
and 


quality and long-range performance}. Each and every one of 
the nine models strikes a new note in value and quality, made 
possible by RCA’s vast wartime experience in the mass pro- 
duction of precision electronic equipment. Look them over 
—read the specifications—and you'll see why the “kick-oft” 
line is a winning team. 
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THE TINY “PERSONAL” GIVES REAL RECEPTION YOUR CUSTOMERS WILL CHEER FOR THIS ONE al 

RCA Victor 54B can be carried in a topcoat pocket! One-third Victrola* 55U is almost '/3 smaller than RCA Victor prewar radio-phono- “ 
less cubic content than the RCA Victor prewar “Personal.” graphs. Cabinet of walnut in classical modern design. 5 RCA Victor 
Gives room-sized volume. Uses 4 RCA Victor miniature-type Preferred-Type tubes (giving “7-tube” performancet). Magic Loop an- 
tubes, giving “6-tube” performance}. Camera-type construction, tenna. Powerful dynamic speaker. Straight line dial and controls on front 
chromium trim. Only 31/4" high, 41/4" wide, 61/4" long. of cabinet. Automatic record changer plays up to 12 records. Permanent- 


Weighs 3'/2 lbs. Tunes 540-1600 kc. List price approx.: $25.00. point pickup. List price approx.: $79.95. 





THE NO. | VALUE IN LOW-PRICED RADIOS 


= RCA Victor 56X uses 6 RCA Victor Preferred -Type tubes (giving “7-tube” 
a a performanceft).Has extra-large Magic Loop and Selective Superheterodyne 
ee 120 148 160 Circuit for strong, clear reception. Husky 5-inch dynamic speaker. Cabinet 
— molded of rich walnut plastic. Has recessed angle-vision dial and new 

“bull’s-eye” pointer. Tunes 540-1620 kc. 73/4" high, 12" wide and 6°/4 

deep. List price approx. $24.95. 









Contact your RCA Victor Distributor 
today for final prices and news of 
RCA Victor's sensational new pro- 
motion aids—finest in the industry. 


oo 
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EVERY MODEL PRICED FOR PROFIT 


r From the new and amazing “Personal” Radio with 
room-sized volume, to the exquisite Model 59V1 with 


, “Roll-out” record changer—every one is priced to sell 
P at a profit to you. And there’s a model in every type 
f and price class. 

e 

\~ 

r 





RCA VICTOR'S FINEST RADIO-PHONOGRAPH! 


Victrola* 59V1 is housed in a Chippendale style cabinet of fine walnut 
or mahogany veneers. “Roll-out” record changer accommodates 
twelve 10" or ten 12" records. Permanent-point pick-up. Completely 
automatic. 9 RCA Victor Preferred-Type tubes. 3 bands. American 
and foreign reception. Automatic electric tuning. Continuous bass 
and treble tone controls. No lids to lift. Height: 361/16". Width: 
353/8". Depth: 177/s". List price approx.: $200.00. 









hono- 
Victor 
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Outstanding Performance 
at Moderate Cost 


Victrola* 58V radio-phonograph is 
housed in a smart lowboy cabinet of 
fine walnut. Lids over automatic 
record changer and radio raise in- 















tube” dependently. American and foreign 
odyae reception. Push-button tuning. 3- 
abinet point tone control. 5 watts maxi- 
a new mum output! 12-inch dynamic 
1 63/48 speaker! Built-in antennae. List 
price approx.: $179.95. 
RCA VICTOR 
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RADIO CORPORATION OF AMERICA 


TAKES THE FIELD... 


of Post-War Radios—Nine Outstanding Models— 
—Production All Set to Roll! 


BACKED BY BIG ADVERTISING 


The Radio 
With A Touch of Tomorrow 


RCA Victor 56X3 follows the 
new functional design. Has 
recessed-angle, spread-vision 
dial. Uses 6 RCA Victor 
Preferred-Type tubes (with 
““7-tube” performancef). Extra- 
large Magic Loop has antenna 
connection for weak signal 
areas. Tunes 540-1620 kc. 
8'/4" high, 14'/4" wide and 
71/4" deep. List price approx.: 

$29.95. 























Beautiful for 
Kitchen, Bedroom or Den! 


RCA Victor 56X2 is housed in 
exquisite cabinet of molded 
plastic finished in antique ivory 
enamel. Uses 6 RCA Victor 
Preferred-Type tubes that 
give ‘‘7-tube” performancet. 
Straight-line dial set at angle 
for full vision. Tunes 540- 
1620 ke. 73/4" high, 12" wide 
and 63/4" deep. List price 
approx.: $26.95. 








RCA Victor will be running interference for you all along the line. A big, hard- 
hitting advertising campaign—leading off with a color spread in the November 26 
issue of Life—will clear your way to the largest, most profitable market in the 
history of radio! So—get on RCA Victor's fast-moving team now—and be in on the 
sales-winning kick-off. 


The “12,000-Miler”’ 
RCA Victor 56X5 is a real 
distance-getter. Uses 6 RCA 
Victor Preferred-Type tubes, 
giving “8-tube” performancet. 
Has Television-Type Amplifi- 
cation and provides foreign 
band coverage from 8900 to 
12,000 ke., including “‘spread”’ 
feature on 31 and 25 meters. 
Modern cabinet of rich walnut 
finish. 8'/2" high, 143/4" wide, 
71/8" deep. List price approx.: 

$34.95. 





A Farm Battery Set 

Convertible To Line Power 
RCA Victor 55F can be readily 
converted to 105-125 volt AC 
operation by the RCA Victor 
“Electrifier.” Features 5 RCA 
Victor Preferred-Type low- 
drain tubes and On-and-Off 
‘““Battery-saver’’ indicator. 
Tunes 540-1720 kc. Batteries 
required: Single AB pack with 
plus 1.5 volts “A,” 90 volts 
“B.” Cabinet 91/4" high, 18" 
wide, 10'/2" deep. List price 
approx.: $32.50. 

*Trade Mark Reg. U.S. Pat. Off. 


jAccomplished by the use of dual purpose tubes. 
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LYON Kitchen Cabinets 


* To be sure of your full 
share of profitable kitchen cabinet sales, get 
all the facts NOW on the Lyon packaged 
line . . . and a sales plan that packs the 
punch to put it over. 


Minimum stocks provide everything 
needed to make beautiful layouts for any 
size and type of kitchen. New simplicity in 
layout and construction cuts selling time and 
costs ... makes installation quick and easy. 
Sparked by enthusiasm for this great line, 
the whole Lyon organization will back up 
Lyon dealers with advertising and direct 
selling help. 


Be the first to offer the distinctive, easy-to- 
sell, easy-to-install Lyon Kitchen Cabinet 
Line in your area. Here is your big post-war 
opportunity. Act today .. . See the 7 com- 
plete Kitchen Displays and judge for your- 
self. 


LYON METAL PRODUCTS, INCORPORATED 
General Offices: 1021 Monroe Avenue, Aurora, Ill. 
Branches and Dealers in All Principal Cities 


| 





What About Your Stock? 


B he encourage individual dealers to 
start early to do their own plan- 
ning, now that peace is here, the Plan- 
ning Committee of the Pacific Coast 
Electrical Bureau has prepared a series 
of advisory suggestions. These do not 
tell the dealer what to do, but merely 
outline for him some of the things he 
should be thinking about. 

In regard to the lines he should 
carry, for instance, the committee sug- 
gests the following things to consider: 


FIRST IN REGARD TO STOCK ON HAND, 
IF ANY— 


Appliances, new, used or reclaimed—what 
to do with them, whether to keep them or 
clear them out. 

Spare parts—whether to keep them for 
repairs, if you intend to remain in the repair 
business, or clear them if you do not. 
Materials—if you are a contractor dealer. 
This includes used and abused motors, rebuilt 
and as-is, as well as other devices, equip- 
ment, etc. Will it pay to keep this stock or 
will it be better to replace with new and im- 
proved materials, when available? 

Tools and construction equipment—look 
them over and see what shape they are in. 
How many need replacement? Consider 
better designed, more efficient new tools 
which may be available soon. 

Cars and trucks—all of them past their 
prime. Will it be a good idea to buy all 
new, some new, or make the old ones do with 
a new paint job and overhaul? Consider 
the advertising value of well appearing cars 
and trucks. 


SECOND, IN REGARD TO FUTURE LINES 
OF MERCHANDISE— 

Will you continue to handle the same 
lines you did before the war, or are you 
interested in new ones? Weigh the value 
of the well established, well known ageinst 
the glamorous new. 

Do you intend to keep selling the lines of 
wartime alternates you may have been car- 
rying—the gifts, paints, crockery, glass, 
furniture, etc.? 

Perhaps you have even thought of adding 
some diffgrent lines when they become 
available. 


To help get dealers started 
on their planning, the 
Pacific Coast Electrica/ 
Bureau makes some sug. 
gestions as to stock on 
hand and future lines to 
be carried 


Are you satisfied with your sources of 
supply? If not, have you discussed the mat. 
ter frankly with them? They have had thei: 
troubles, too, perhaps, but would welcome 
suggestions for improvements. 

What new electrical lines interest you 
such as home freezers, air conditioning units, 
television, FM radio, wire recorders, auto- 
matic washers, clothes dryers, dishwashers, 
and new designs of old timers like the 
bagless vacuum cleaner? 

Have you given some real thought to just 
how much of a market there is for these, 
individually, among your own class of cus. 
tomers, in your own trading area? This 
may decide whether you would make or lose 
money on a particular item. 

Another thing to think out is the question 
of discounts, margins, advertising allowances, 
floor plans, consigned stocks, and other deals 
that may or may nof accompany promotion 
of these new devices. 

Finally—and this has grown in importance 
the last few years—what attitude do the 
suppliers of these old or new lines take in 
regard to cooperative advertising and pro- 
motion programs. Leagues and bureaus! 
Are they interested in helping to “mas: 
develop” the market? 


The Committee is frank in admitting 
that there may be no_ immediate 
answers possible to some of the ques- 
tions here posed, but they believe that 
orderly thinking on the subject will 
put the dealer in better shape to tackle 
them when they do come up. 
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“THIS LOOKS LIKE AN EASY SALE, SAM!" 
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Backed by Powerful Consumer Advertising 


In Pomees - bi go Boge mee 

American Fiome, Li rty, House 
Beautiful, House Sy re Red- 
book, Cosmopolitan —- Howard con- 
sumer advertising is selling your 
prospects on the new Howard Radios. 
All over the nation, Howard fran- 


chised dealers are getting set to cash- 


in on this outstanding sales-stimulat- 

ing publicity. If you want a complete 

radio line, including midgets, port- 

ables and other popular radios and 
phono-combinations that will bring 
you the cream of sales in your terri- 
tory, write for the name of the near- 
est Howard distributor. 


Acousticolor Tone—a new Howard refinement for your listening 
pleasure — the exclusive electronic development that makes it possible 
to recreate the tonal balance, beauty and brilliance of the finest 


music right in your own bome. 





HOWARD RADIO COMPANY] Pioneers in 
1731-35 Belmont Avenue, Chicago 13, Illinois FM Radio 
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KNAPP-MONAR 


CH 


GET SET 10 GO 


OFFERS 


YOU 


A 


New that final victory has been won, our job 
here at Knapp-Monarch is to move quickly 
from war production into civilian production, 
not only to get “%M~ appliances going through 
your hands to eagerly waiting customers, but 
also to do everything possible to make jobs for 
returning veterans. 


Since so many factors are involved, we can’t say 
definitely when we will be in full production but 
you may be sure that our plant and production 
facilities are fast being reconverted. Further- 
more, our purchasing agents and expediters are 
working day and night to get speedy delivery of 
the materials needed for production. 


As it now appears, *%M~ Automatic Iron pro- 
—— duction will grow steadily upward and you can 
look forward to additional shipments of irons within the next three to four weeks. 


We are giving priority to certain items so that we may get appliances to you as quick- 
ly as possible; other items completing the “*%M~ appliance line will follow speedily. 


A 


President 


COMPLETE Ligeat.. 
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KNAPP-MONARCH = Pl 


These Items Are Now Getting “KM~ Priority. } ' ; oie | 
Other Items Will Follow Soon. 


=éM~ New Refiex Heater ~=mM~ Automatic Iron 


2¢_ 3-Heat Stove with New Em- —™*- DUR-A-BILT New Auto- 


matic Toaster ms _ 
bedd R-A-LIFE Element 
— omon"s ~— «au_ New Multi Control 100 


‘M~ Infra Red Ray Lamp Varied Heating Pad r= 


IMPORTANT: ~3@M~ will not put on the market substitute or make-shift appliances a 
just to utilize odds and ends of material that can be obtained here or there. We feel : 
that if the “%M~ trademark is to build a long lasting business for you and for us, 

it must stand for quality above all else. You will, we believe, approve of this policy. 

At the same time, we know that you need electrical appliances, so we are sparing ¥ 
no effort or expense to get “%M~ quality appliances to you quickly. * 


ST. LOUIS 16, MISSOURI, U. S. A. 


tS” Se eee de oR me oll WM al SS ee ee oa ee 
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What’s Coming 
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UTILITY? 


You can definitely count on the 
new products we will introduce in the 
home appliance field to set high rec- 
ords for turnover and dealer profits. 
Our present line of heating, cooling, 
and air-moving appliances, and the 
new ones now being added, will be- 
come available in plenty of time to 
help you cash in on the greatest pent- 
up consumer demand in history. 


UTILITY APPLIANCE CORP. 


Formerly Utility Fan Corporation 


4851 S. Alameda e Los Angeles 11, Cal. 


Manufacturers of the famous Utility Evap- 
orative Air Coolers (the original Dezert 
Kooler), Fans, Blowers, Floor Furnaces, 
Forced Air Furnaces and Fan-Equipped 
Space Heaters (console type). 





Stic ®igues 
PROMRE Cia 


Mrs. Kay Howell, owner of the Howell Electric Co. and one of her assistants. 


The Feminine Touch 
In Appliance. Service 


Despite manpower and parts shortages, 
Mrs. Kay Howell of Seattle keeps cus- 
tomers satisfied on appliance repairs 


OWELL’S Electric Shop at 522 

Union, Seattle, Washington, has 
a slogan, “Stay on duty regardless.” 
This means regardless of man shortage, 
parts shortage or any one of the pres- 
ent hindrances to continued business 
success. 

“So far we have managed to figure 
out a way over each contingency,” said 
Frank Alverdes, manager, “and I be- 
lieve our success depends largely on 
the systematic service strictly adhered 
to by Mrs. Kay Howell, the owner of 
this business.” 

The service department personnel 
consists of employees who are trained 
to repair, service and maintain both 
large and small household appliances 
as well as commercial equipment owned 
by the customers. 


Each man in the group is trained to 
handle the mechanical side. of his job 
and must be sure that every piece of 
work turned out is in perfect working 
order before it leaves his department. 
Most of these servicemen have been 
employed for several years and are ex- 
perienced in the short cut to,appliance 
repairs. Several of the men in the 
different departments have had _ spe- 
cialized training in factory schools 
and are well equipped with knowledge 
of their trade. 

Each department of the service shop 
is well supplied with the necessary 
tools for repair, inspection and testing. 

“We are fortunate,” said Mr. Al- 
verdes, “to have this supply on hand, 


(Continued on page 92) 





Washing machine ard ironer repair contributes to Howell Electric service. 


OCTOBER, 1945—ELECTRICAL MERCHANDISING 









4 


E ELECTRIC SINK, NEW SOURCE OF BUSINESS 
"} FOR MAJOR APPLIANCE DEALERS! 


Greatest of All Kitchen Work-savers 
Being Widely Promoted to Consumers! 


‘GE ELECTRIC SIM 
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Completely Automatic! No. trade-ins! 


Pioneered by General Electric before the war, the 
new improved G-E Dishwasher and Disposall are now 
completely automatic, have many new improvements. 





This back-saving, hand-saving, foot-saving unit (ad- 
vertised as the G-E 
Electric Sink) does more 
hard work around the 
kitchen than any other 
kitchen appliance. 


It washes dishes and 
rinses them (they dry 
in their own heat), dis- 
poses of food waste. All 
electrically, and all 
automatically. In fact, 
the G-E Electric Sink is the very “heart” of the , 
American woman’s all-electric dream kitchen! 
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Five sales opportunities available now: (1) G-E Elec- 





rking tric Sink (Dishwasher and Disposall); (2) Sink with 
ment. Dishwasher; (3) Free-standing Dishwasher; (4) Dis- 
been posall for installation in present sink; (5) Dishwasher 
re €X- for installation in present work surface. No trade-ins to 
liance fuss about! 
‘ . We've been advertising the G-E Electric Sink for [ 
4 's some time. In Life, American Home, Better Homes & ~ 
Nodal Gardens, Parents’, and Small Homes Guide. Also been e G-E Automatic Dishwasher does a day’s dishes in a few minutes! 
4 shop 
essary 
sting. 
+, Al- 


hand, 


plugging it on the famous G-E radio show “The G-E 
House Party.” All in all, this represents about twelve 
times the amount of prewar promotion for these appliances! 


Get your information and material from: The 
General Electric Co., Appliance and Merchandise 
Dept., Bridgeport, Conn. 
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DISHWASHER AND DISPOSALL" 


@REG. U. S. PAT. orr. 


the Complete Teble-to-Self Dah Job Done Automatically 


a Sed 
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FOR GOOD LISTENING: Don’t miss Art Linkletter, in “The 
G-E House Party,” every afternoon, Monday through Friday, 
4 p. m., E.T., CBS. 


HELP WIN THE PEACE—BUY AND HOLD VICTORY BONDS 


GENERAL @ ELECTRIC 
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© G-E Disposal shreds up food waste, flushes it away! 
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A Good-Looking Tan In 3 Minutes A Day 


FULL-POWER, PORTABLE SUNLAMP WITH PATENTED SPERTI FEATURES... ( Model ®-100 ) 


Retail $32.50...west of Rockies $34.50 
(excellent mark-up...full price fair-traded) 


@ Tans like the sun. Brief 3-minute exposures at comfortable distance 
—up to 3 feet—produce that “‘summer-look” (not just a reddening). 


@Combines both infrared and ultraviolet rays. Full-power, mercury 
arc unit. 


@ Operates on either AC or DC. 


@ Light weight—only 4% ibs. Camera size (just 6 x 3% x 11 inches 
closed). Easy to store or pack for traveling. No handling of bulb— 
maximum protection against breakage. 





@ Convenient to use. New built-in chromium stand assures correct ex- 
posure angle when placed on flat surface. Sunlamp can also be 
hooked over any projection or safely held in hand. 


@ The exclusive Sperti process (basic patents issued in 1927) filters ovt all 
undesirable rays, makes transformers and condensers unnecessary. 


\ @ Smartly styled, streamlined case in black crackle finish with modern 
chrome trim. A new idea in gifts at just the right price. 


f 
per INCORPORATED +» RESEARCH - DEVELOPMEN - 


CINCINNATI 12, OHIO 
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‘all promotion on 
3 best selling sunlamps. 


GET SET FOR A BIG SPERTI SUNLAMP SEASON... WITH VOLUME 
DELIVERIES IN TIME FOR YOUR PEAK SELLING MONTHS 


) 































This fall, Sperti launches its greatest Sunlamp 
advertising campaign, its most intensive promo- 
tion, its most powerful merchandising drive. It’s a 
sales-making combination that goes far beyond — 
actually multiplies —Sperti’s biggest prewar Sun- 
lamp promotion. Tie in with it! Cash in on it! 


SPERTI EXCLUSIVE FEATURES SELL 


Talk up these outstanding features of all three 
Sperti Sunlamps to make more sales. You can 
e promise customers: 


® An “outdoor” tan, not just a reddening. 


® Combination of infrared and ultraviolet rays. Full- 

power mercury arc unit. 
| ® The exclusive Sperti process (basic patents issued in 
00) 1927) filters out undesirable rays, makes trans- 


formers and conderisers unnecessary. 


® Equally good operation on both AC and DC, 


‘ Today, make sure that you'll have the merchan- 
dise on the floor when the big Sperti Sunlamp 
campaign breaks. Phone your local distributor 
and place your order right away. 


combination with ultraviolet (Model $S-200--retails at $48.50 


NEW COMBINATION MODEL... supplies infrared alone or in + 
-+.- west of Rockies $52.50) 


1 A brand-new, Sperti pedestal-type lamp, smartly styled for home use. 
) Simple ‘control switch turns on infrared alone or a combination of 
selected infrared and ultraviolet. Supplied by high-powered, genuine 
mercury-arc tube. Operates on AC or DC. Excellent mark-up. Full 
ptice fair-traded. 


Hi-POWERED pedestal style Sperti Ultra- 
violet lamp (Model HI-41 ... retails at $48.50 
-.. west of Rockies $52.50) 


A highly efficient, pedestal-style lamp 
for use in the home. Modern, stream- 
lined design. High-intensity mercury- 
arc unit that provides both selected 
ultraviolet and infrared rays. Tans 
faster than’ many more costly lamps. 
Operates on AC or DC. Three way ad- 
justment of stand. Excellent mark-up. 
Full price fair-traded. 


AUTOMATIC TIMER (retails at $6.25) 


May be attached to any Sperti Sunlamp 
to regulate length of exposure and turn 
off current when time is up. 


MEME + MANUFACTURING 
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The Feminine Touch 


aes CONTINUED FROM PAGE 88 am 


Authorized service station for Sunbeam 
Mix-masters, Howell Electric are proud of 
their wartime service record. 


as parts at the present are very diffi- 
cult to obtain.” 

In a shop so well equipped many 
worn or damaged parts can be put into 
first class condition and appliances fixed 
when it is impossible to duplicate such 
parts in the open market. 


In Business 20 Years 


Howell’s Electric Shop has been in 
business for 20 years and as new appli- 
ances came on the market over the 
period of years the company made it 
a point to buy and keep stocked on 
any special tools or equipment needed 
in the repair of these new appliances. 

This willingness to give the best 
service at all times established their 
record in the large district they service 
and has contributed to increasing busi- 
ness. 

An adequate stock of renewal parts 
is carried by the business and service 
trucks are operated to give customers 
quick service.. Thousands of calls on 
large and small appliances are handled 
each month in the service department. 

Howell’s is the authorized station 
for Sunbeam products and maintains a 
day service on Shave-masters and 
Mix-masters. This department is per- 
sonally taken care of by the manager, 
Frank Alverdes, all work being guar- 
anteed and promptly delivered. 

All contact with customers is han- 
died in a business-like manner by all 
Howell employes. Suggestions regard- 
ing plugs or fuses are offered which 
often save servicemen time and cus- 
tomers’ money. Sympathy with cus- 
tomers is never omitted, thus averting 
arguments and disagreements over ap- 
pliance troubles, imaginary or real. A 
promise to locate the trouble is always 
cheerfully given and the customer left 
satisfied. 
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Jack F. Crossin (right), national sales director 
of Olympic Radio, and Sam C. Mitchell, Olympic 
sales and promotion manager, ready to board the 
Lockheed Electra for their cross-country flight to 
show new Olympic Radio Models with “tru-base.” 
Every major marketing area was covered, yet the 
flight took only 19 days, just 43 hours flying time. 














A moderately priced Olympic table model radio that 
should prove a popular seller. 5-tube AC-DC. With 
high amplification to pull in stations, and super- 
selectivity to cut down on station interference. Hand- 
somely styled in colorful, durable plastic. 





Oly 


The only Radio | 








OLYMPIC FLIES CROSS-COUNTRY 
TO SHOW NEW RADIO MODELS 
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Dealers Enthusiastically Hail 
Exclusive “Tru-Base” Tone 


Dealers in every state recently greeted 
with enthusiasm the new radio models 
demonstrated by Olympic on an airplane 
flight across the country. 


Said a major store buyer in San Fran- 
cisco, “Olympic Radio with ‘tru-base’ is 
just what the doctor ordered. Every survey 
has shown that customers want better tone 
in small sets, and ‘tru-base’ sure gives it to 
them!” 





One of the 25 Olympic Radios that made the flight. A 
5-tube Olympic combination radio-phonograph with 
improved automatic record-changer that holds 12 rec- 
ords. And miracle “tru-base,” the exclusive Olympic 
feature that restores all the full bass tones. 


A Chicago chain store buyer exclaimed, 
“These are the kind of radio sets that will 
sell, I never heard such rich bass tones in 
table models until Olympic with ‘tru-base’ 
came along!” 


And another large department store ex- 
ecutive in Atlanta, Georgia told Olympic 
men, “These 25 Olympic models cover 
every type of radio set, and every price 
range that people want. They'll sell like 
hotcakes !” 


Don’t delay. Get in on Olympic Radio 
with “tru-base” now. Send for full details 
today—plus the much discussed Olympic 
Radio brochure, “A Man Has To Think 


Twice.” Just mail coupon below. 


Another Olympic best-selling 5-tube AC-DC model. 
With greatly increased sensitivity that makes it a 
“natural” for selling in smaller communities. Housed 
in an attractive cabinet of finest polished hardwood, 





designed by a famous American design engineer. 


MAIL THIS COUPON TODAY! 
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Olympic Radio & Television Division 
Hamilton Radio Corp., Dept. M-105 
510 Sixth Avenue 

New York 11, N.Y. 


Please send full details on Olympic Radio and the brochure, 
“A Man Has To Think Twice.” 


chet Name__ Title beck 
3 Store Name___ hye Seka nape ea 
with Tru-Base Street Address 
City... Sete... a 
eae eee ow er area ee oe ee eee Eee ee ee a ee ee oF 


PAGE 93 





essions 


OCTOBER, 1945—ELECTRICAL MERCHANDISING ELEC 












NG 





Attracitond 10 YOUR STORE! 


the forerunner of 
a brilliant new line of SESSIONS CLOCKS 


This new Sessions Self-Starting Elec- 
tric wall clock . . . the “advance guard” 
of a parade of brilliantly styled timepiece 
and alarm models will give you a hint of 
what Sessions has up its sleeve in style, 
in performance, in clockmaking skill! 
They'll be designed—as only Sessions 
knows how-to set completely new 
standards of electric clock quality and 
salability. 

These new Sessions models are among 
the quietest clocks ever made! The silent 
sub-synchronous motor permits the use 
of a low-speed drive that eliminates the 
hum and whine of high-speed gears — 
the last word in shadow-silent operation. 


Advertising will set 


the stage for sales! 


Your efforts will get the support of a major na- 


And here’s another reason why you 
can make bigger sales and better profits 
with your new line of Sessions Self-Start- 
ing Electric Clocks — the new alarm mod- 
els, to be announced very soon, will have 
two exclusive, sales-clinching features 
that no one else can offer! 

Produced to enable you to meet the 
essential needs of the moment, this new 
model will help you give customers an 
idea of what Sessions has in store for 
them as more and more clock-making 
materials are released. Plan now to stock 
and feature Sessions for the most profit- 
able clock business your store has ever 
attracted. 


tional advertising program, when enough Sessions # 


Clocks become available to let you take care of the’ 
big demand that’s going to descend on your store! 

The Sessions Clock Company, Forestville, Con- 
necticut. Chicago Office: The Merchandise Mart. 


ocks 


THE HOUSE OF WESTMINSTER CHIMES 
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TRUE BEAUTY 
IS AGELESS 


® Symbolizing Winged Victory, Nike from 
Samothrace is a masterpiece of sculpture of 280 B.C., treas- 
ured throughout the ages by all peoples for sheer, simple, 


lasting beauty. 


Pride of craftsmanship is represented by idealism in con- 
ception and execution of Detrola radio receivers, automatic 
record changers and other electronic instruments. . . all of 
unsurpassed beauty and value . . . developed especially for 


the world’s outstanding merchants and their customers. 


Detrola Radio 


DETROLA RADIO pivision [ROE or INTERNATIONAL DETROLA CORPORATION, DETROIT 9, MICHIGAN 
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Electric Center 
for Phoenix 


Arizona Department 
Store Establishes 
Appliance Headquarters 


EADY to take advantage of 

public’s interest in clectrigl 
household conveniences as soon as é 
liveries can be made will be a 
store now under construction in Pho 
nix, Arizona, work on which starts 
shortly after V-E day. The enterpriy 
to be known as “Electric Center,” js iy 
reality the household appliance depar. 
ment of Goldwater’s, pioneer Arizon, 
furniture and department store. 

It is housed in a new building q 
the corner of Central and McKinley ip 
Phoenix’s newest shopping district anf 
will embody ultra-modern ideas in sto 
arrangement and display. Constructics 
is in the hands of Del Webb, one ¢ 
the largest contractors of the West,, 
friend of the Goldwater brothers, and 
incidentally, one of the new owners ¢ 
the New York Yankees. 


Corner Window 


Outstanding feature of the approad 
is a 24 x 18 ft. plate glass corner win 
dow which will frame an elaborat 
turntable for merchandise display. 
Visible also from the street will & 
the four model kitchens which will lin 
one side of the structure, all connected 
and ready for demonstration use. The 
front door will open silently at th 
customers’ approach, operated by 1 
photo-electric cell. Alongside the four 
model kitchens will be five display 
rooms for radio and radio phonograph 
equipment. These are all wired for 
television when this service is avail 
able in the Phoenix area. 

Emphasis throughout is to be on it 
novations and new developments, » 
that the customer will feel that she i 
truly at the headquarters of thing 
modern. Details of merchandise to & 
handled are not yet decided upon, bi 
ample floor space will be available 
permit of the development of a nur 
ber of subsidiary departments. In a 
probability there will be a gift and lug- 
gage section and some furniture wil 
be handled, but duplications in invet- 
tories between “Electric Center” an 
the main store will be avoided. (Gas 
appliances will be stocked as well 4 
electrical. 

“From time to time,” according 
George H. Cornes, manager of the ne# 
shop, “we will introduce addition! 
merchandise to supplement our bast 
lines of gas and electrical equipmet. 
There will, be no ironclad policy th# 
would exclude the addition of any dé 
sirable household product.” The stor 
will keep an eye out for time-saving 
labor-saving and economical postwé! 
products designed to lighten the labor 
of the home. The only criterion is © 
be that of consumer demand. Ordet 
have already been placed with we 
known lines of appliances—and in tum 
consumers have signed up for mua 
of the equipment now on order, so 
the store starts with a nice backlif 
of business. 
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& How big will the home freezer business be? 
¢ Who are prospects for home freezers? 
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e the four . i ‘ ‘ : 
e display us it was the best sizeup of the whole situation they had seen. 
honograph . ; 
wired fxm A lot of research, and a lot of the experience of Deepfreeze 


: is avail as the leader in home freezers, went into this book. Its 16 


@ How can a dealer pick the right home freezer 
to tie up with? 


So many people asked Deepfreeze these questions—and 
others—that we put the answers in a booklet called ““New 
world a-comin’.” Dealers who have seen advance copies told 


be on inl 'act-packed pages give a good over-all look at the home 


ments, of freezer situation. 

hat she is 

of thing It gets down to cases and answers questions. It doesn’t 
ise to be 
upon, bu f : 
vailable vig dealer will want to see. If you have ever thought of handling 


pull any punches. It’s something every electric appliance 
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There’s a free copy waiting for you. Clip the coupon in the 
lower right-hand corner, or send us a request on your own 
letterhead today. We’ll send your copy by return mail. 


Deenireeze 


the talked-about home freezer 
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DEEPFREEZE DIVISION, DEPT. EM-10 
MOTOR PRODUCTS CORPORATION 
NORTH CHICAGO, ILLINOIS 
We want fo read what you have to say about the home 


freezer business and the “New world a-comin’. 
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AVAILABLE NOW 
SMALL ITEMS TO BUILD 


BIG PROFITS 





“TEN LITTLE INDIANS” 


Cedar Chest—No. 2 


A roomy, sturdy and well made 
Tennessee Red Cedar doll chest 








No. 2. Specifica- 


that sells on sight. An Avalon wotsie , # --y 
Brown creation beautifully fin- 10 inches. Ap- 







ished and decorated with “Ten 
Little Indians.” A big Christmas 
seller ... get your order in now. 


proximate 
weight 14 Ibs. 







































METAL WHEELS 
RUBBER TIRES 










A Top-Line value that is 
“tops” in popularity. Beau- 
tifully finished two-tone 
sulky in the eye-catching 
Rocket design with color- 
ful juvenile decal. Metal 
tubular handle. 


Juvenile WHEELBARROW 














No. 110. Packed two to a 
package. Shipping weight 
per package—16 pounds, 
approximately. 



















ROCKET DESIGN No. 600 
Sturdy, useful and practical. RUBBER TIRE 









A toy with a purpose! Let 
the youngsters “help” with 
this beautifully designed 
Rocket wheelbarrow deco- 
rated with brightly colored 
decal. 






































No. 600. Packed 6 to a 
crate. Shipping weight 
approximately 73 Ibs. 
per crate. 















Address Dept. 122 


TOP @LINE 


TOYS APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 


CHRISTMAS MERCHANDISE 
AVAILABLE NOW 


WRITE FOR CATALOG AND PRICES 
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Electricity Beats 
the Blizzard 





Unique installations of soil heating cable 
in roof gutters and leader pipes on some 


Hudson River houses, prevents freezing 
and saves expensive repair bills. 


HE winter of 1944-45 with bliz- 

zard after blizzard piling up the 
snow will long be remembered—by men 
who manned shovels: and snow plows, 
by youngsters who had _ radio-an- 
nounced holidays from school, by office, 
store and factory workers whose work 
was interrupted because of snow-bound 
roads, and by transportation companies 
whose taxis and buses had to give up 
the struggle on more than one day. 
Many homes brought more than a 
memory of a hard winter into the 
bright days of spring as exteriors and 
interiors bore the scars from falling 
ice and melting snow that frozen gut- 
ters and leader pipes were unable to 
carry of. Plaster, paint and wall 
paper were ruined by leaking roofs, 
and ugly brown stains from dripping 
snow and ice marred the paint outside, 
too. But some householders were se- 
cure in the knowledge that electricity 
was guarding them from this damage, 
from the expense of plumbers cleaning 
out the gutters and of interior decora- 
tors doing over the damaged rooms, 
and was relieving them of the job of 
chopping out ice with a chisel bar, 
dangerous to the man on the roof as 
well as to the gutters. 


Soll-heating Cable Used 


Soil heating cable, installed along 
gutters and valleys on the roof and 
down the leader pipes—turned on as 
the snow started—kept a channel open, 
so water from ice and snow ran off 
safely. An outstanding example of 
soil heating cable used for this purpose 
is at.Wynkoop Farm, Hurley, N. Y., 
where the owner, William A. Warren, 
installed this protection in the fall of 
1934, following a winter when ice- 
clogged gutters had given him some 
decorating bills. It’s one of the earliest 
of these installations in the area along 
the Hudson River served by the Cen- 
tral Hudson Gas & Electric Corpora- 
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Diagramatic illustration of how soil heating cable installation works. 
















tion of Poughkeepsie, N. Y. For about 
three hundred years the colonial stone 
mansion has weathered our northern 
winters, but since 1934, regardless of 
deep snows and sub-zero weather, 
there’s been no trouble from frozen 
gutters. Now in production again, 
soil heating cable will be more gener- 
ally. available as industry reconverts 
to manufacturing civilian goods, and 
many are planning to install this win- 
ter protection as soon as possible. 


How Cable Functions 


The roof at the Wynkoop Farm home 
is pretty extensive, as the soil heating 
cable installation figures indicate, and 
this past winter, the worst since the 
installation, it had a real job anda 
steady one. Mr. Warren, a retired 
graduate electrical engineer, designed 
and installed the wiring layout ‘himself. 
The cable, which runs down the val- 
leys where two sections of roof meet, 
through gutters and down the leader 
pipes, measures some 340 feet, and was 
installed in three circuits—two of 8 
feet each hooked in series off 240 volts, 
one 80 foot circuit and one 104 foot 
circuit hooked off 120 volts, operated 
by three switches in the attic. Wyn- 
koop Farm like many rural homes has 
a 240 volt service, but the cable can 
also be used where there is only the 
120 volt wiring.* If the cable had been 
used in shorter or longer lengths trans- 
formers would have been needed to 
step the voltage up or down. Mr. War- 
ren planned his installation to provide 
approximately 3 watts per foot, which 
was ample to keep the water running. 
His gutters are the wood-cornice type, 










(Continued on page 100) 





*These voltages figures apply to 
service supplied in Central Hudson 
territory, but the cable can be used on 
voltages supplied in orther areas which 
may be different. 
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WHIRLPOOL 


Vigorous as October 


Accomplishment —key word of October—is a year-round 














attribute of WHIRLPOOL home laundry equipment. Its zest 
for efficiency, its precise, trouble-free mechanism lend 


brightness to every washday. 


& 


For dealers, WHIRLPOOL accomplishments make sales 
charts climb, profits increase. Big volume production . . . 


low unit cost... these add up in cash drawer dollars. 


WHIRL-O-MATIC . . . new, completely automatic washer 
. soaps ... washes... rinses ... damp dries... all 


with but a single dial setting. 


AND A 
PORTABLE 
WASHER 


ry 
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NINETEEN HUNDRED 
ZO tpo Salton 


ST. JOSEPH MICHIGAN U.S.A 
ENGINEERS MANUFACTURERS ————————— pi ST RIBUTORS= 


WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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loss of heat, there should be 6 or more 
watts per foot. Three watts per foot 
sufficient for any leader pipes. At- 

dines ‘teks used to connect 

wiring at the bottom of the 
leader pipes so that the cable could be 
easily disconnected and pulled up 
through the leaders to clear them of 


SPEAKS any leaves or other debris in the fall. 


$23 Seasonal Cost 


L 0 UDER While the past winter was the most 


severe in many years in regard to the 
edeep and continuous snow, the very 
T 4 A N fact of heavy snow made the cable work 
most efficiently by forming an insula- 
WORDS tion that prevented waste heat. One 
ees kilowatt-hour, Mr. Warren figured, 
melted about 23 pounds of ice. His 
installation, drawing 800 to 900 watts, 
which was turned on December 12 and 
ran continuously until the middle of 
February (some cable was disconnected 
a few days earlier where the snow was 
gone) consumed 20 kilowatt-hours 
daily, 1200 kilowatt-hours for the sea- 
son. Mr. Warren’s usage of electricity 
brought this job into the 2¢ step and 
the seasonal cost was between $23 and 
$24 for last winter—a small item com- 
pared to what plumbing and redecorat- 
ing bills would have amounted to. For 
the first three years after installation 
there was hardly enough snow to try 
the cable out, gut it’s proved its worth 
many times since. While Mr. Warren 
didn’t keep a record of the operating 
cost he estimates that an average of 
$10 a year would easily cover it. 








Liberty Electric Plan 
The TRAYMORE 6488 Aids Veterans 


N unusual plan to aid World War 


. . II veterans in acquiring their own 
Potent Pending EXCLUSIVE in DESIGN and QUALITY _ this a ccsleiiiny Seis tRees samiemianl te the 


48 x 25 inch SINK and TUB MODEL features the In- Liberty Electric Co., which operates 
comparable Patent Pending GLIDING DRAINBOARD. Tn a caer de aeectate Gite. 
An ALL STEEL two door undersink CABINET with land and one in Lorain. 
REENFORCED WALLS, INSULATED DOORS, TOWEL The company is prepared to set up 
BAR and SOAP BASKET, CHROME WALL FAUCET stores, stock them, and provide group 
and STRAINERS are standard equipment. STAINLESS advertising and managerial training 
STEEL BOUND LINOLEUM TOP available in RED or for veterans who would like to take 
BLACK MARBLE. over the stores for a small outlay of 
Place your osder today! Drona ite dete wheter they. iked 
. the electrical supply business, and if 
Call, Watte me Wire ... Paragon they did not, their capital would be 
Pe ooucts refunded on 30 days’ notice. 


Paragon Utilities Corp. - 50 Van Dam St. - Brooklyn 22,N.Y. — - | stores monthly. all of them completely 


ready to do business, and even more 
after electrical items are more readily 
available,” said Barney Lertzman, 

spokesman for the company. 
The “associate stores” which the 
to establish for veterans 
woul have te by the veterans, a“ 

the opportunity to 
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Onty Simplex dealers will have this sensational 
Space Saver — with emphasis on the only. It is 
exclusively Simplex! It held the No. 1 spot at the 
last appliance exhibit in Chicago. Its popular appeal 
will place Simplex dealers in a commanding position 
for volume sales and profits in the new ironer era 
ready to crack. So take action NOW and see that 
the Simplex lroner Line with this 22-inch roll 
Cabinet lronette — to retail under $50 — will be 
on YOUR sales floor. 


AMERICAN IRONING MACHINE CO. 


The MOST COMPLETE LINE OF IRONERS 
—— at prices appealing to all income groups. i 


S 


Algonquin, ' ‘linois 











Training Veterans 
in Selling Appliances 
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The Mullin retail branch at Liberal, Kansas. 


ans in securing profitable positions. 
With improved highways, better trans- 
portation, and a larger assortment of 
merchandise, store managers are ad- 
vised that future store staffs should 
average at least a dozen persons, and 
they are requested to give openings to 
“returning heroes”, and to “know more 
yourselves so you can improve the 
training you give them.” 

“We are going to have to undergo a 
drastic Tight-about-face in order to 
change from the easy-going order-tak- 
ing business of the present to the post- 
war aggressive appliance selling of the 
future,” Maurice Mullin told a group 
of store managers at a recent informal 
get-together. “Your success in train- 
ing a staff in selling appliances and 
building up a good service department 
will be the final test.” 


Bulletins For G.I.'s 


Thus runs the trend of the man’s 
thinking, his tireless efforts to whip 
both the personnel of his own retail 
outlets and the personnel of stores to 
which the company distributes appli- 
ances, into a realization of their debt 
to the G, I.’s. Every one of the direc- 
tives flowing out of his office reiterates 
a request to hand each “Joe” bulletins 
designed especially for his perusal, and 
it is to these bulletins that Mr. Mullin 
points with justifiable pride, because he 
has worked hours composing the mate- 
rial for study by war veterans who 
plan a career in retailing appliances or 
furniture. 

“Business Opportunities Offered by 
the Furniture and Appliance Business” 
is the title of one prospectus, a concise 
presentation of facts concerning these 
two fields full of possibilities for the 
war veteran. “Suggestions to the Re- 
turned Soldier” advises the G.I. on 
deciding on which field to enter, on 
clinching the job he wants. Check re- 
quirements against your ability, age, 
education, appearance, personality, is 
a stressed point. Anticipate training 
hard ahd long; accept a job that others 
pass up as unpleasant, because the op- 
portunities are usually greater in these; 
don’t change your vocation, advises the 
bulletin. Suggestions on landing the 


job are also offered, and such points 
as: avoid talking too much, insist on a 
chance to demonstrate what you can 
do, present a well-groomed appearance, 
use the employer’s name frequently in 
the interview, and try hard to get a job 
from a concern with a record of suc- 
cess, are salient inclusion 


Appliance Operation Data 


, There are a half-dozen or so of these 
bulletins fashioned to smooth the mer- 
chandising path of the G.I. who has 
already received an assignment in ap- 
pliance retailing, either by purchasing 
his own store or by clinching a position 
with the Mullin chain or some other 
appliance retailer. Maurice Mullin has 
compiled data on almost every phase 
of appliance store operation in an effort 
to give the veteran well-rounded 
knowledge. Instructions on signing-up 
contracts, the importance of creating a 
favorable impression in the initial en- 
counter with an appliance prospect, 
are found in one manual. One detailed 
form is concerned entirely with infor- 
mation on service. “Do you guarantee 
your work?” the customer might ask. 
“We certainly do,” the Mullin em- 
ployee is schooled to answer. Begin- 
ners are informed that Mullin stores 
are 95 percent sales institutions, and 
that the service department is primarily 
concerned with the task of seeing that 
all appliances sold give proper satisfac- 
tion, with adjustments, etc, 

In the series for already inducted 
G. I. employees is a pamphlet that deals 
with the advantages of talking 
smoothly, of using a well-trained voice 
in driving home ideas. An array of 
adjectives to use in describing appli- 
ances . . . “smart, glamorous, re- 
fined, attractive, striking, unique, dis- 
tinctive, graceful-simplicity, luxury- 
comfort” . . . are suggested as vocabu- 
lary additions of trainees. Store ar- 
rangement and credit policy of the 
Mullin stores are other subjects given 
detailed treatment. 


Mullin Bros. Growth 


There is some pretty solid inspira- 
tional stuff for G. I.’s with a yen to 
(Continued on page 104) 
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—AND WHEN I SAY, ‘NEEDLE ‘EM,’ 
| DON’T MEAN HIGH PRESSURE” 









When | get a prospect for a Exosley: all I do is 1 show them the striking difference between the Float- Then |! show them how the Master [one-Control works 
play the Demonstration Record and let the ing Jewel* and old-fashioned, rough-riding needles. with 64 different tone combinations ...the Rainbow of 
Floating Jewel* and the Master Tone-Control “This is the system,” I tell them, “that says ‘Goodbye Sound ... then I let them select the tone combinations they 
do the talking. It’s the “silence” that gets ‘em Needle noise.’ No more needles to buy, change or hear.” like best . .. and they settle back to listen to recorded music 
interested. ' as it should be heard. Yes, I sell em... but that’s not all. 


HEARING is Believing! 


S SOON AS we can stock you with new Crosley 
Radio-phonographs and Radios, you'll discover 
how easy it is to sell your customers by following the 
simple steps shown 
here. The new Crosley 
line will actually talk 
for itself .. . sell itself. 
You can Expect EVEFY “aus sectioned sharp code 
modern improvement siti "trnia! ft re sn 
and development in ames | — 
radio and electronic engineering plus the amazing 
Floating Jewel* Tone System and Master Tone-Con- 
trol. These are features typical of the complete 
Crosley line of home appliances . . . features that can 
be seen, heard, or felt and demonstrated. That means 
easier selling and better profit for you. "PATENTED 


= 
> 
= 
=a 
— 





THE CROSLEY CORPORATION, CINCINNATI 25, OHIO 


Not by a long shot. Because my Crosley customers are my best boosters. 
They are so proud of their new instrument, they can’t wait to demonstrate 
it to their friends ...and when their friends hear the Crosley, I get a lot 
} of new prospects. So “needle em,” fella, and you'll do all right. 





RADIOS *© RADIO-PHONOGRAPHS + FM TELEVISION . sHORT WAVE + ELECTRONICS + RADAR + REFRIGERATORS + HOME FREEZERS 
~ LAUNDRY EQUIPMENT © RANGES «¢ KITCHEN SINKS & CABINETS + HOME OF WLW, “THE NATION'S STATION’ 


> — — - a 
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For trouble-free control of temperature and/or current in 
electrical apparatus, within predetermined limits, use Micro 
Switch Temp Cop—the bimetal thermostatic contactor that 
does 1,001 important jobs well. 


Temp Cop employs the universally accepted Micro Switch 
snap-action principle; contacts open or close with a tem- 
perature rise or fall—reverse action is also automatic. Its 
bimetal elements can be chosen to meet specific require- 


ments when desired. 


Temp Cop is only as big as your thumb, but don’t let its 
small size mislead you. It is rugged, dependable, versatile, 
and built for long service under a wide variety of working 
conditions. It is available in automatic recycling or for man- 
ual reset. Write today for full information as to how Temp 
Cop may be applied to your own individual needs. 


Keep on buying bonds! 


© First Industrial Corporation 


tate SWITCH 





Training Veterans 
in Selling Appliances 





own their own retail businesses in the 
story of the growth of the Mullin 
brothers. With one carload of furni- 
ture, the two men launched their busi- 
ness in Dodge City 20 years ago, 
weathered dust bowl storms, a depres- 
sion, financial setbacks, wars, and 
emerged from it all one of the most 
firmly entrenched financial undertak- 
ings in the Middle West. Begun with 
$5,000, assets today have swollen to 
$100,000 in U. S. bonds, $240,000 cash 
in the bank, stock and real estate val- 
ued at $100,000. Sales in 1944 
amounted to over $800,000, and in the 
first seven months of this year, re- 
ceipts totaled $500,000. 

From a start with one store at Dodge 
City, the firm now has retail points at 
Liberal, Great Bend, Garden City, and 
Larned, Kansas, and a recently opened 
store at Lamar, Colorado. The whole- 
sale division at Dodge City has an in- 
ventory of over 30,000 parts. M. E. 
Mullin, the sales promotion manager 
and pamphleteer of the family, taught 
school with only a grammar school 
education when he was young, but 
through home-study courses, plus ex- 
tension work, he collected a high school 
diplonia and a college degree while 
working, insists this allows him to 


--take a common sense: approach to the 


problem of the war veteran expressing 
a desire to “learn while earning.” 


Salesmanship First 


“Every worker a salesman”, is a 
company motto. From the deltvery 
bey to J. D. Mullin, president, the 
force is educated in the rudiments of 
salesmanship. In fact, some of the best 
sales “leads” have come from the de- 
livery staff who were given the oppor- 
tunity to note that ¥ home-owner was 
in need of some appliance product. 
Members of the appliance service di- 
vision are capable sales assistants, and 
can offer a competent sales argument 
regarding the merits of new appliances. 
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Service personnel attend ‘conference 
and sales demonstrations along with th. 
other Mullin employees, have the sam 
opportunity to augment their selling 
skill. Servicemen are salesmen an 
salesmen are servicemen in the Mulliy 
organization. 

“A better type of person is entering 
the service field,” said Maurice Mulliy 
in a recent interview. “He is a mor 
scholarly person, capable of conducting 
brisk, efficient contacts with the public, 
is not just a behind-the-scene individ. 
ual, but a definite store personality.” 

A proficient service section is one of 
the major considerations of the pos. 
war agenda. Although new appliance: 
will in all probability be almost service. 
free for many years, the two men cogi- 
tate, there will always be slight ad. 
justments and improved installations 
Also, the company has dbdnsistently 
featured a large  trade-old-for-new 
plan, and since this program will k 
greatly enlarged as soon as new appli- 
ances arrive in volume, these trade-ins 
must be reconditioned and.sold. 

“Ninety percent of our appliance 
customers,” Maurice Mullin reminded 
his staff recently, “are womén. They 
demand immaculately-attired sales 
assistants. They will hold the post-war 
purse-strings. Stores must be neattr, 
displays more attractive, merchandise 
more assorted to please these merchar- 
dise-wise, natural-born feminine shop 
pers. But the salesman with the least 
chance to close a sale is the one who 
knows less about the merchandise than 
the buyer.” 

“Intensive training given American 
young men won the war,” insisted Mr 
Mullin on another occasion. “!In- 
tensive training will win the postwar 
selling job of retailers. It is up to the 
factories, wholesalers, and retailers to 
administer this training. It is our 
patriotic duty to safeguard against ur- 
employment, to insure jobs for war 
veterans.” 


“HONEST MR. JACKSON, I'D LIKE TO SELL YOU THE ORDER—SUT WE JUST DON’T 


HAVE THE MERCHANDISE!” 
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possibilities are tremendous. Now 
is the time to plan for R-Day .. . the 
day you start selling RECORDIO. 
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DEALERS: Mail This Today! 








t 
f WILCOX-GAY CORPORATION 
§ Charlotte, Michigan 
a Gentlemen: Tell me more about the coming RECORDIO 
f= opportunity that is still open in my territory. 
RECORDING INSTRUMENTS FOR HOME, I . 
COMMERCIAL AND PROFESSIONAL te SNOUMAY Sodbaduue Abchavaepeaadetvcdnievesuces onnedcRecens 
Manufactured by . 
WILCOXx- GAY CORPORATION i OR ox sv encesotaine SE bineion é¢s'cecccdeaakibsesoedeuee ° 
i 
2. CHARLOTTE, MICHIGAN . i wineshsachvestabibidcavdgeases.. Zone ....State.....s00s 
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EXCLUSIVE CHROMALOX DESIGN PROVIDES 
EVER-LEVEL COOKING SURFACE 


PATENTED TRIANGULAR CROSS-SECTION (fe) 
The top surface is flatter and wider. Tubes have greater S| (D) 
= Ly 


structural strength. Entire contact surface remains 
uniformly level under all conditions. 


C&A 


“ EXCLUSIVE CHROMALOX SURFACE PATTERN 


Arrangement of coiled tubes provides uniform heat 
over entire surface—three-point anchorage permits 
free-lateral expansion without distortion. 


ADAPTABLE TO ANY SIZE POT OR PAN 


Each unit has two separately controlled cooking areas 
for greater flexibility and economy. Concentrated heat 
in center coil is ideal for coffee percolator. 


ALL PARTS EASILY CLEANED 


Cooking Unit lifts up and can be cleaned all over in a 


jiffy. Reflector Pan slides out and is as washable as a 
china dish. 


CHROMALOX TRIANGULARS ARE MADE WITH “INCONEL’’— 
THE FINEST HEAT-RESISTING ALLOY AVAILABLE 


i 
: 
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FOR ANY MAKE OR SIZE ELECTRIC RANGE 


Easier te Sewice! 
Any part... either of the two coils . . . or 


the entire unit can be replaced in a few 
minutes. A screw driver is all you need. 


Fit AU Ranges! 


Only two service sizes to stock. CHROMA- 
LOX Adaptor Rings insure a perfect fit in 
any range opening. Quicker servicing, 
smaller inventory and greater customer 
satisfaction mean more profit to you. is. 





Write to Edwin L. Wiegand Co. for details on the new CHROMALOX Tri- 
angular Unit and Catalog CF-145 for information on the complete line of 
CHROMALOX Electric Range Units and Adaptor Rings. 


MANUFACTURED BY EDWIN L. WIEGAND COMPANY 
7525 Thomas Boulevard * CHurchill 3200 + Pittsburgh 8, Pennsylvania 


Representatives in Principal (itiesa—We Will Connect You 


LION) 
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THROUGH the years the name DAYTON has been 
synonymous with sound engineering and construc- 
tion. DAYTON’S greater durability assures more 
* satisfaction for your customers and increased 
profit for you. Obviously, then, you’re making 
the right selection when you choose Life-Long 
DAYTON Water Systems. 


The Dayton — & Mfg. Co., Dayton, Ohio 
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Another Viewpoint on 


HOME FREEZERS 


Leonore Sater, head of the Household 
Equipment division of the govern- 
ment's Bureau of Nutrition and Home 
Economics, discusses the changing 
aspects of food preservation 


ROWN-EYED, sturdy Leonore 
E. Sater was born on an Iowa 
farm about 20 miles from Burlington. 
Her English great grandfather built 
the first log cabin there in 1833, com- 
ing from Baltimore. Her family re- 
cently discovered in an old drawer a 
tax bill for 1833, calling for so many 
dollars and so many bushels of wheat. 
Named “Leonore” for one of Edgar 
Allan Poe’s poems, Miss Sater grew 
up in a boyless family, and helped her 


| father outdoors. Her marvelously cap- 


able hands learned to drive nails, fix 


Meet Leonore E. Sater, who went from an 
lowa farm to the Housing and Household 
Equipment division in Washington. She is 
co-author of the text “Household Equip- 
ment.” 


knotters on binders, change piston 
rings on the family car, In short, 
when she entered college she was 
headed for an engineering degree. 


“Household Equipment" 


“Why don’t you apply engineering 
to household equipment?” the Dean 
of Engineering at Iowa State asked 
her, and out of that advice flowered 
an enthusiasm which eventually re- 
sulted in a book, “Household Equip- 
ment,” written in cooperation with Dr. 
Louise J. Peet, and which is a standard 
college text all over the country. She 
assisted in Iowa in developing a major 
department in household equipment, 
and was one of the first persons to 
use scientific measuring equipment in 
determining the efficiency of house- 
hold equipment. 

What makes Miss Sater copy for 
ELECTRICAL MERCHANDISING is © the 
fact that today she heads the housing 


and household equipment division of 
the Bureau of Human Nutrition and 
Home Economics down at Washington. 
After a period with the TVA (Tennes- 
see Valley Authority), Miss Sater 
went to Washington—or rather, Belts- 
ville, Md.—to build up her department 
from four bare walls. 

There she comes in contact with vir- 
tually every appliance trend in the 
United States as manufacturers always 
get all the data on a subject before 
jumping into the field. 


Home Freezer Ideas 


Because she represents the public 
and has an extraordinarily practical 
point of view, Miss Sater’s opinion on 
anything pertaining to the household 
is of wide interest. For example, some 
manufacturers have been thinking of 
producing a home freezer that was 8 
or 10 ft. long. Miss Sater asked 
them how they expected the average 
family to get it into the home. There 
is nearly always a turn in the base- 
ment door, and this sized unit is al- 
most unmanageable. Others thought 
of bringing out a 4 cu. ft. size home 
freezer. A family of two needs at 
least a 10 cu. ft. home freezer if it is 
to be practical, Miss Sater pointed 
out. There should be at least 5 cu. ft. 
per person. Miss Sater likes the idea 
of a special room in the home for 
food storage. A walk-in type cooler is 
a good thing for a family as it can 
keep bushels of apples and other fruits 
thoroughly chilled and not frozen. 
kamilies doing home butchering can 
use these walk-in coolers to chill meat 
7 to 10 days at 35 deg. F., before 
quick-freezing. Space of this type 
will undoubtedly be planned in homes 
of the future. 

The best customers for home freez- 
ers, Miss Sater thinks, will be food 
producing families. By that she means 
home owners who have gardens, as well 
as farmers. City families—after the 
war’s scarcities are over—will prob- 
ably be buyers of refrigerators with 
storage compartments, but she doubts 
there will be much buying of food on 
the market and freezing it where sup- 
plies are accessible. 


Freezing Problems 


This brings up the problem of actu- 
ally freezing food. You can’t walk 
into the market and buy stuff that is 
several days old and get the best re- 
sults, There are certain definite vari- 
eties of vegetables and fruits that work 
best with freezing, Miss Sater says. 


(Continued on page 110) 
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Another Viewpoint on Home Freezers 








furthermore, they must be fresh picked 
at the proper stage of maturity. If you 
don’t work with superior products you 
would be better off if the stuff was 
canned. In fact, in certain instances 
such as tomatoes, Miss Sater per- 
sonally cans them instead of freezing 
them. 

With the farm itself, Miss Sater 
does not think that the home freezer 
can provide all the refrigeration tem- 
peratures required for freezing frozen 
foods. That is, it doesn’t provide the 
temperature needed for aging beef. She 
feels that the locker plant may be the 
solution. Not individual lockers such 
as we have now, but a warehouse type 
of frozen storage space which would 
provide slaughtering, aging, process- 
ing and bulk storage facilities. Eco- 
nomically it is probably cheaper to do 
it this way than to own a home freezer, 
and the two types of operation will 
probably divide along family income 
lines, Miss Sater thinks. 

In domestic refrigeration Miss Sater 
sees larger capacities following the 
war. One manufacturer told her that 
2 cu. ft. of low temperature storage 
space could be supplied for about $50 
extra and she feels there will be a re- 
placement of the prewar refrigerator 
with boxes capable of frozen food 
storage. The public acceptance of 
storage food is something that has to 
be sold gradually to American fam- 
ilies, she feels, and families will grad- 
ually freeze more and more food. It 
is interesting to note that she gets 
more inquiries on how to freeze pie 
than almost any other subject. 


Affects Home Management 


Far off, Miss Sater sees that the 
frozen food cabinet is going to affect 
the management problem of the home. 
By this she means that it is going to 
be possible for wives to plan their time 
entirely differently. For example, one 
day a week a woman may bake pies, 
rolls and other dainties and freeze 
them. If she decides to give a party 
the following Tuesday there will be 
no hullabaloo of preparation. The 
stuff will be all ready to warm and 
serve. Carry this a little farther and 
its is easy to see that working wives 
are going to find living much softer 


CONTINUED FROM PAGE 108 





for them in the future when they get 
home all bedraggled and weary. With 
a frozen food cabinet they will simply 
reach into the box, take out what they 
have prepared in advance, warm it 
and have a very complete meal without 
any fuss or feathers. In short, the 
necessity of preparing food while it js 
fresh will be eliminated. 

We may see new methods of dis. 
tribution of foods come about. Just as 
the electric refrigerator made the milk 
wagon and its daily trip unnecessary, 
so the frozen food cabinet holding a 
large quantity may permit more and 
more infrequent buying. Because it is 
economical to deliver large amounts it 
may be that the future will see down- 
town stores competing with suburban 
groceries in this field, and the milk 
wagon stage a come-back as a house- 
to-house purveyor. 

In the range field, Miss Sater thinks 
that it is a matter of economics, par- 
ticularly in the rural field which is now 
unsaturated. In order to make elec- 
tricity pay, one must use more and 
more of it to get a lower and lower 
rate. If it is uneconomical to have 
an electrified farm and a bottle gas 
range in his home, the farmer can be 
sold on owning and using an electric 
range. With an electric range using 
125 to 150-kw.hr. per month, it is a 
very sizable object for utilities to 
push. 


Range Utensils 


One of the difficulties in selling 
ranges to the farm market comes with 
the utensils. Farm homes usually em- 
ploy utensils that are larger than cus 
tomarily used on electric ranges. Few 
farmers buy new utensils when they get 
a range and the old ones are crowded 
on the stove. On the other hand, | 
you change the spacing on special 
farm model the price of the range goes 
up. 

One of the oddities in the household 
equipment field, Miss Sater points out 
is that there exists today no economi 
data on the value of household devices 
It is very difficult to prove what any 
appliance is worth on a dollar and 
cents basis. A study is needed on 
this, she thinks, for the benefit of the 
housewife. 








“FURTHERMORE, HE REQUESTED TO BE BURIED IN AN ELECTRIC REFRIGERATORI” 
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Additional sizes will be ava 
Write for FREE literature describing in 
complete detail this miracle 2-in-1 pump. 





Model RC illustrated 








READILY CONVERTIBLE FOR DEEP WELL PUMPING 


Amazingly easy fo sell 


Now the story can be told. Born by Red Jacket three years ago, field tested 
for over a year, this pump had to wait because of the urgency of war 
production. Now, with the war won, we have the green light to offer this 
pump which you have been expecting from us for so long. 


Outstanding and exclusive mechanical features, developed from 67 years 

experience, are built into this pump. Check these standout sales-makers— 

see why it’s easiest of all pumps to sell: 

@ Always self-priming from the very start—if water level drops causing 
pump to lose prime, prime will be picked up in a few seconds as soon 
as water level rises. 


®@ Easily convertible to deep well pumping if water level drops and remains 
below shallow well limits. 


© Safe—No belts or pulleys to arouse children’s curiosity and cause injury. 
Only one moving part—safety sealed. 

© Lock’t-in Lubrication— motor ball bearings sealed in grease for life time 
lubrication. Water lubricates pump. 

® Quiet Operation—No knocking, pounding or water hammer. Only the quiet 
hum of the motor can be heard. No belts, gears or leathers to wear out. 

® Effortless performance — more capacity pump for pump than old reciprocat- 
ing type. A dwarf with a giant’s strength. 


Other unusual features you'll find include compactness, automatic leak-proof 
water seal, complete automatic operation, and wide clearances for sandy water. 


RED JACKET MANUFACTURING CO. 


DAVENPORT, IOWA 
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Featuring a full line of PUMPS for aie ds and dtheo will aa WATER - SOFTENERS | 
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Halls of Learning 


(Continued from page 79) 


An analysis of these figures shoy, 
that at present air conditioners, 9 
burners and therapeutic appliances % 
not seem to belong in the home seryiy 
departments. 


Separate Lighting Department 


In the majority of cases where x 
lighting activities were reported w 
found that there was a completely sey. 
arate lighting department. 

The fact that the subject of “Cle. 
ing”, including vacuum cleaners, han 
cleaners and floor polishers, has sy} 
a small coverage would indicate thy 
electrical cleaning has been acceptej 
and is understood by the majority ¢ 
home makers. However,  vacuun 
cleaner manufacturers with the righ 
type of lecture material could heb 
make it an interesting project. 

The high percentage of those repor. 
ing adequate wiring activities indicate 
that this subject is of definite impor. 
tance to the homemaker, and tha 
home service department can make } 
an interesting and logical part of their 
work. It is of growing importane 
now that housing programs hav 
started, covering both new homes ani 
modernized homes. 














Home Laundry Equipment 






The laundry problems of wartim 
have focused the attention of the hom 
maker on the home laundry equipment 

Classes on how to use existing 
laundry equipment have been very 
popular. These activities have paved 
the way for future sales of washers ani 
ironers. Also the many changes ani 
additions in laundry equipment woul 
indicate that programs covering the 
activities in the modern home lau: 
dries should be increasingly popular 














Big Market Ahead 






The last Office of Civilian Require 
ments survey showed an accumulate! 
demand for nearly 3,500,000 sewing 
machines. Again the manufacturer ha 
a job ahead of him helping Hom 
Service help him. Good lecture den- 
onstration material on sewing electric- 
ally is very scarce. 

The coverage on newer develop 
ments such as disposals, home freezers, 
dehydrators, and dryers, is indicative 
of the importance of home service ¢ 
operation in sales promotion. 














Future Possibilities 


The future possibilities for the u* 
of these “Halls of Learning” are 
limited. The increased co-operation 0! 
the manufacturer in simplifying ti 
work of the home service director wil 
play a vital part in helping keep # 
the present high standards of perform 
ance. And through these halls th 
manufacturer meets under the mos 
favorable circumstances the peopl 
who keep him in business—the pr 
gressive homemakers. 
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They're beautiful! They’re packed with de luxe — 
features your customers want! 





Soon, you'll be taking orders for the most mar- 
velous electric ranges you ever laid eyes on— ——_—== 


General Electric! 








These sleek beauties are rolling off the line 
now. In fact, your G-E distributor has samples on i 
his floor today. And there’s a huge market waiting to buy. 
(Recent surveys show the G-E Range has more preference 
among women than all other electric ranges combined!) 





And no wonder. New G-E Ranges offer “Speed Cooking.” 


Plus built-in quality, and longed-for conveniences that no other re | See 
range has! co Bore ed 


Read all about them. And remember, we’re constantly telling iN 


women about these new G-E wonders—with radio and maga- 
zine advertising that’s nationwide! 


Remember this, too . . . 








G-E Features Step Up Each Range Sale 





Before the war, General Electric offered extra, exclusive fea- 
tures to help you make more dollars per sale. 


Although G-E Ranges, model for model, were priced on the 
nose with competition, unusual features in each price class 
enabled G-E dealers to enjoy the highest average unit range 
sale in the industry! And that will still be true! 


So get started. Here’s your chance to cash in by featuring G-E 


. . or ; @ G-E Stratoliner— beautiful, de luxe edition of the General Electric Range line. Also included are 
Ranges—now! General Electric Co., Appliance and Merchan- 


: é the G-E Airliner and G-E Leader—both unusual for good looks and wonderful performance—with 
dise Dept., Bridgeport, Conn. extra built-in quality that will please every customer! 


WOMEN ARE WAITING FOR FEATURES LIKE THESE! 


Vv Exclusive Tripl-Oven! 


Only G. E. has it—and it’s a feature every woman v Rote fipohs anon tp Gutere 


cheers! A Master Oven, 20% larger than most. In- 
cludes a Super Broiler with radiant, charcoal-type 
broiling, and a smaller Speed Oven that heats to 400 
42 minutes (faster than any other range 


Another G-E exclusive that housewives go for! Each 
cooking speed is indicated by a different lighted color 
on the control panel. An added convenience, because 
the color telegraphs instantly what each unit is doing, 
and when the right amount of heat is being used. 


degrees in 5 


oven). 





€) v No-Stain Oven Vent! 


G. E.’s is unique! Controls oven vapors. 
Helps protect walls, curtains, and ceil- 
ing from grease and smudges. 

Ze Pots and pans used on a G-E Range 
stay bright longer, too, Scrub-up time 


i is cut way down. 


mf Calrod Speed Units! 





Talk about fast heating! G-E Calrod Units are what makes G-E 
“Speed Cooking” possible. Temperatures are always even, con- 
trolled. 5 cooking speeds to help turn out the best meals ever! 
Calrod units are a cinch to clean, too. (When gummy food’s 
spilled, Calrod cleans itself.) And out of millions of Calrod Units 
in service since 1932, less than 14 of 1% have been returned to us 





for service or replacement! 


Tell your customers to listen to Art Linkletter, in “The G-E House Party,” every afternoon, Monday through Friday, 4 p. m., E. W. T., CBS, 
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Axbough no poll is needed to prove that kids 
love to eat, a recent survey shows how huge and profit- 
able a market is composed of families with children. 
Actually, they comprise 51.1% of all buying units. 
Translated, families with children make up 69.9% of 
the total population, spending far more on the aver- 
age and in aggregate for the main items of consump- 
tion than any other spending unit. 

To reach these people with advertising on the 
electrical appliances you'll soon be selling again, 
Hamilton Beach uses magazines whose readers are 
' almost exclusively heads of families with children -. . 
prime prospects, being primed for you! Hamilton 
Beach Company, Division of Scovill Manufacturing Co., 


Racine, Wisconsin. 
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You Have to Demonstrate 


Washers in the South 


ais story easily could bud off in 
what the radio comedians call a 
“lock and plock” yarn. 

C. L. MacNeal, who was born in 
Maryland and had quite a career in 
Philadelphia, took sick. He came down 
to sunny San Antonio for his health. 
After basking a year in the effulgence 
of the solar rays, he decided he was 
O.K. and should go back to work. He 
did, and ran up somewhat of a record in 
selling washers, in a land where it is 
said that southern women won’t dip 
their dainty little fingers in suds, on 
account of washing being “nigger 
work.” Since 1930 Mr. MacNeal has 
gone right ahead proving it wasn’t 
true. 

He ran up this batting average while 
with Joske’ Department Store. At the 
present moment he is setting up an 
appliance department for the Wolf- 
Marx department store, but hasn’t got- 
ten started as yet. Consequently this is 
going to be a MacNeal personality 
story pure and simple. 


18 Woman Demonstrators 


“T had 18 women demonstrators 
out,” he relates. “Their job was to get 
Southern women to consent to and 
want demonstrations in their homes. 
Inasmuch as many Southern women 
are not well acquainted with laundry 
problems, they have to be educated. 
These women demonstrators were the 
heart of our setup. We kept about 50 
Easy spinners tied up all the time in 
these, demonstrations. 

“The women working on this job 
were of the best type obtainable. They 
ran around 30 to 40 years old, were 
married and usually had a child or two 
being educated. These girls got a 
straight commission on sales and a 
bonus of a percentage of sales on dem- 
onstrations. 

“We set up a schedule for each girl 
to obtain five demonstrations a week. 
At the end of a quarter of a year she 
got a 1 percent bonus for so doing. If 
she kept on the job regularly setting 
up demonstrations for six months, she 
got a 2 percent bonus on sales. Conse- 
quently these women demonstrators 
were very keen in canvassing for dem- 
onstrations, as it paid them to do so.” 

Mr. MacNeal limited the time that 
the demonstrator was in the home to 
three days. That three days’ time gave 
a chance to call back in the evening and 
talk to the husband. In the South all 
sales had to be with husbands, as wife 
signatures are no good on contracts. 
“That idea of leaving a washer two 


So declares C. L. MacNedi, 
who ran up a record selling 
laundry equipment in San 
Antonio, Texas 


or three weeks for try-out is no good,” 
said Mr. MacNeal. 

Every Friday night in the MacNea 
residence the girls would foregather 
and do the MacNeal laundry. One 
demonstrator acted as a buyer and put 
the girl who was demonstrating 
through a third degree. Needless to 










C. L. MacNeal came South for his health, 
and remained to do one of the South's 
best washer jobs. 


say, the presence of these girls in the 
MacNeal home gave him a chance to 
get personally acquainted with them as 
his guests. 






Specialty Shop Rise 


Mr. MacNeal thinks that the de- 
partment stores of the country are g0- 
ing to have to recognize a new post- 
war shopper. In the past, department 
stores were used to selling the neces- 
sities of life. Creeping up on them have 
been the specialty shops selling hard 
lines and employing highly trained 
salespeople. They recognize too, that 
there is a group of buyers who are 
proud of not how cheap their things 
are but how costly. No woman, says 
Mr. MacNeal, would ever say to 4 
friend, “Mary, I want you to look at 
my bedroom suite—I only paid $69 
for it.” 

(Continued on page 116) 


















demonstrations. 


housekeeping. 





MacNEAL OBSERVATIONS 


1. The Southern woman can be sold washers if she is educated through 


2. In the South families feel that they have been “let down" by their 
negro help, which has gone into factories. Wives have had a taste of 


3. Use should be made of the argument that with a washer in the home, a 
smaller investment in clothes is necessary. 
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ties packed with features that put them way up 








“ fast, safe washing (Model 130), Bonderizing to 
prevent rust and corrosion, “Supernamel” finish 
4 : for enduring beauty, “Lifetime” lubrication . . . 

i and the time-proven dependability of Blackstone’s 


quality construction. 


opie a “5 High ong’ 


a BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 





MODEL 130— Deluxe, extra-capacity, 
all-white washer. Hydractor washing 
action, streamline wringer with Black- 
stone “ Econo-gauge” pressure selector. 
Drain Pump optional at added cost. 





MODEL 132—All-white, family size 
washer. Equipped with Hi-Vane Circu- 


























health, ; lator, streamline wringer with Black- 
South's santentins stone “Econo-gauge” pressure selector. 
bs Drain Pump optional at added cost. 
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HORTON WASHERS 































































































“We've been handling the Horton 


line for 22 years” 


“In all those years we’ve had less service trouble 
with Horton than any line of washers and ironers 
we've handled. And that makes for profitable 
business and satisfied customers. 


“I’ve just come back from the Horton plant. 
And what I saw there would make your eyes pop 


... The 


the production lines. 


4x12 Washer and the 640A Ironer are on 


AND IRONERS’’... 


“But I saw, too, models and designs for the 
Horton Diamond Jubilee Models that will be com- 
ing in 1946. They’re really something. And, on top 
of that, the new skills that won the Horton folks 
four stars on their Army-Navy “E”’ flag are being 
applied in an amazing manner to make even better 
postwar products. Sure, I’m recommending them!”’ 

For complete information on the Horton line 
—the merchandising and advertising to help you 
sell it, write 








MAKERS OF AMERICA’S FIRST 


Albany Hardware and Iron Company 


Albany, New Yor 

Charles S. Martin Distributing 

Company 
Atlanta, Georgia 

Baltimore Gas Light Company 
Baltimore, Maryland 

E. E. Forbes & Sons Piano Co., Inc. 
Birmingham, Alabama 

J. S. George Supply Company 
Burlington, Vermont 

Allison-Erwin Company 
Charlotte, North Carolina 
High Point, North Carolina 
Asheville, North Carolina 


Goldsboro, North Carolina 
Greenville, South Carolina 
Butler Brothers Company 
Dallas, Texas 
Minneapolis, Minnesota 
Hendrie & Bolthoff Mfg. & Supply Co. 
Denver, Colorado 
Greely, Colorado 


AND FINEST WASHERS FOR 74 YEARS 


HORTON DISTRIBUTORS 


Albert Mathias & Company 
El Paso, Texas 
Phoenix, Arizona 
Pennsylvania Sales Company 
Erie, Pennsylvania 
Fargo Motor Supply, Inc 
Fargo, North Dakota 
Devlin-Drew Company 
Fresno, California 
Excelsior Radio Company 
Harrisburg, Pennsylvania 
C. H. Miller Hardware 
Company 
Huntingdon, Pennsylvania 
Van Zandt Supply Company 
Huntington, West Virginia 
The S. B. Hubbard Company 
Jacksonville, Florida 
Swank Hardware Company 
Johnstown, Pennsylvania 
Stowe Hardware & Supply 
Company 
Kansas City, Missouri 





FORT WAYNE, INDIANA 


Appliance Wholesalers 
Portland, Oregon 
Providence Electric 
Company, Inc 
Providence, Rhode Island 
Richmond Hardware Company 
Richmond, Virginia 
Witte Hardware Company 
St. Louis, Missouri 
Standard Supply Company 
Salt Lake City, Utah 
Edward F. Hale Company 
San Francisco, California 
Seattle Radio Supply, Inc. 
Seattle, Washington 
Standard Sales Company 
Spokane, Washington 
Burhans & Black, Inc 
Syracuse, New York 
Knight & Wall Company 
T Florid 


ampa, a 
David Keufinana’s Sons 
Washington, D. C 


House-Hasson Herdware Co. 
Knoxville, Tennessee 
Steinman Hardware Company 
Lancaster, Pennsylvania 
Henkle & Joyce Hardware Co. 
Lincoln, Sobenthe 
Orgill Brothers Company 
ters ng Tennessee 
Jackson, Tennessee 
Gambill Distributing Company 
Nashville, Tennessee 
Eastern Electrical Supply Co. 
Newark, New Jersey 
Monroe Hardware Company 
New Orleans, Louisiana 
Shreveport, Louisiana 
Monroe, Louisiana 
Philadelphia Distributors 
Philadelphia, Pennsylvania 
J. E. Miller Company 
Pittsburgh, Pennsylvania 
Nelson & Small, Inc 
Portland, Maine 
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Demunstrate Washers 


The owners like to brag about the 
expensive things they have around 
their place because it gives them a cer- 
tain social kudos. This the specialty 
shop trades in while the department 
store overlooks it. 

Mr. MacNeal is surprised that any- 
one should be amazed at his selection 
of women to sell laundry equipment. 
He points out that women are the ones 
who are going to use it and a washer 
is as much a part of the feminine life 
as a cookstove. In the radio field he 
feels that he should have youthful sales- 
women or men to sell kids, particularly 
in the record end. For finer music he 
again prefers older sales people. In the 
refrigeration business he likes both 
young and old salespeople on the floor, 
to adapt themselves to their trades. 

He sees no reason why the South 
should not be as completely saturated 
with washers as the North. The fact 
that a great many Texas families de- 
mand a health card from a negro be- 
fore they will employ her reveals the 
common feeling that negro—and this 
goes for Mexican help—is often un- 
reliable. Another good sales argument 
that goes over with a bang is the fact 
that ownership of fewer clothes is 
necessary. Considering the fact that 
a family has quite an investment in 
clothing and about half of it is tied up 
by laundry, possession of a washer on 
the premises permits the family to cut 
down this investment. Furthermore, 
Mr. MacNeal says one shirt laundered 
at home will wear as high as 18 
months against 5 months if sent regu- 
larly to a commercial laundry. Last of 
ali, there is nothing superior to “sun 
drying your laundry in your own 
back yard,” he declares. 


Less Colored Help 


During the war there has been an 
exodus of colored help out of Southern 
homes, and Southern women as a re- 
sult felt let down when their negroes 
went off to factories. The memory of 
this letdown should linger for a while 
because a great many Southern women 
have been doing all of their own house- 
work through necessity. 

Mr. MacNeal feels that appliances 
are a very good proposition for the 
department store today. 

“A store will spend $600 for the ad- 
vertising of an 8-hour sale, featuring a 
markdown special. This publicity will 
perhaps bring 2,000 people in the store. 

“On the other hand, if they put 
3,000 appliance accounts on the book 
that means that they get these people 
in the store ten times a year, or 30,000 
visits to the store without any loss 
whatsoever on mark-downs. Further- 
more, a mark-down special causes a 
bottleneck in traffic because the crowd 
all packs itself into one department.” 

At the war’s end Mr. MacNeal 
thinks the best seller is going to be an 
automatic in the South. He feels that 
department stores after the war will 
deliver washers fully 150 miles out of 
San Antonio. Big ranchers will buy 
the best that manufacturers have to 
offer. 
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New FILTER QUEEN Booklet brings 
$1,074.00 in orders from a $1.75 mailing 


That's right! One alert FILTER QUEEN dealer wrote up 
$1,074.00 in orders . . . got $210.00 in deposits . . . from 
mailing out only 50 of the new FILTER QUEEN consumer 
booklets. And the total cost was only $1.75. 


There’s a reason for these remarkable results. Through 16 
beautiful, 2-color pages this unique “Demonstration in Print” 
shows your prospect how FILTER QUEEN has everything she 
wants in her vacuum cleaner of tomorrow . . . tells her how 
she can get preferred delivery by ordering NOW ... then 
sends her to your store to place an order with deposit. 

Sew up the “floating” orders in your community! Sell ’em 
NOW with this amazing booklet! It’s a self-mailer . . . re- 
quires no envelope, no sealing. Just address it and you’re IN 
every home in your community with the greatest vacuum 
cleaner story ever told. Mail coupon today for your FREE copy. 


pees eseeeeee es eee eee eee eee 


§ HEALTH-MOR, Inc. 

t 203 N. Wabash Ave., Chicago 1, Ill. 

Please send me FREE copy of new FILTER QUEEN consumer 
booklet p/us information regarding FILTER QUEEN Franchise 
and Advance Sale Plan. 
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FIL TER QUEEN 


Division of Health-Mor, Inc. 
203 North Wabash Avenue Chicago 1, Ill. 


Your name... ..++++: 
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Really Rolling’ 


Geared to go fast...that's 
Stewart-Warner's new, 
high speed, straight- 
line manufacturing 

plant. Finished 

sets Are now coming 


off this modern pro- 


Warner distributors the jump on pompe tl eeo8 . ie 


This will be more important than ever during the 


we 


first indies of civilian demand. of 
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Crosley Sets Goal of 1,400,000 Radios 


and 450,000 Refrigerators in Year 


Reconversion Proceeding 
At Rapid Pace 


A production of 1,400,000 home radio 
receivers and 450,000 electric refriger- 
ators in the first full year of past-war 
operation has been set for the manu- 
facturing division of The Crosley 
Corp., Frank A. Schotters, vice-presi- 
dent of Crosley in charge of produc- 
tion, told Crosley regional and mer- 
chandising managers at a meeting at 
the Crosley general offices here. 

“Production of Crosley home radio 
receivers will start in a small way in 
September,” Mr. Schotters told the 
Crosley sales executives. “The size of 
our initial output will depend upon how 
fast we can get the necessary mate- 
rials.” 

“One of the two largest Crosley 
plants in Cincinnati will be converted 
to peace-time production by that 
time,” he said. “The other is engaged 
in vital war production that may con- 
tinue for some time. 


5,400 Radios Daily 


“We can produce 4,800 home radio 
sets per day in the one plant operating 
one eight hour shift daily,” he added. 
“When the other plant is available, 
we can add to our production schedules 
an additional 600 console radio sets 
per day. This is a minimum total of 
5,400 radio receivers per day operating 
one eight hour shift. That means 
1,400,000 sets a year. 

“If the plant is operated on two 
eight-hour shifts a day basis, we could 
produce 2,800,000 sets in a year. If 
our sales department can sell them, we 
can build 5,000,000 radio sets a year. 

“As to refrigerators, our Richmond, 
Ind., plant is in part reconverted and 
is now ready to produce 600 Crosley 
refrigerators per day when materials 
are available. 

“Upon completion of our entire re- 
conversion program, 1800 Crosley re- 
frigerators will be produced per day, 
and in addition to that, all the home 
freezers that our sales department can 
distribute.” 


Cosgrove Hails Avco Tie 


“Put this down as the beginning of a 
tew day for The Crosley Corp.” said 
R. C. Cosgrove, vice-president and 
cneral manager, Crosley manufactur- 
ang division, in discussing Crosley’s 


new association with The Aviation 
Corp., at a meeting of Crosley re- 
gional and merchandising managers. 

Mr. Crosgrove, who is also president 
of the Radio Manufacturers’ Associa- 
tion, asserted that the new association 
with Avco will bring many advantages 
to Crosley. He pointed out that great 
additional financial strength has been 
placed behind Crosley’s manufacturing 
and merchandising operations by its 
affiliation with The Aviation Corp. 

“By this move, new horizons have 
been opened up for Crosley through 
the financial resources of the far-flung 
Avco organization,” Mr. Cosgrove 
said. “To the efficient and well-estab- 
lished Crosley manufacturing and dis- 
tributing organization will be added 
the financial impetus of a highly suc- 
cessful group of manufacturing opera- 
tions.” 





NEW CROSLEY REFRIGERATOR—When the Richmond, Ind., plant of the Crosley 
Corp. stopped turning out gun turrets for Navy patrol bombers and resumed produc- 
tion of household refrigerators, Frank A. Schotters (left), Crosley vice-president in 
charge of production, congratulated John W. Craig (right), works manager of the 
plant, as the first 1945 Crosley “Shelvador” refrigerators rolled off the production 
line, while Lee Stratton (center), refrigeration sales manager, smiled proudly at the 
product to be turned over to his sales force. 


Refrigerators, Ranges in Production 


at Westinghouse; Washers Coming Soon 





WESTINGHOUSE ROASTERS COMING 
—The first of the new electric roasters 
to come off the production line at the 
Westinghouse Electric Appliance Division 
plant is shown to T. J. Newcomb, sales 
manager of the division, by Ralph Soren- 
son, manager of table appliances. Full 
production of these |8-quart capacity 
electric roasters is underway. They will 
be finished with blue trim and will have 
a polished aluminum cover with a glass 
“look-in" top. They will come complete 
with a three piece oven dish set. 





Radio, Commercial Refrig- 
eration also Gets Green Light 


Westinghouse Electric Appliance 
Division’s plant at Mansfield, Ohio 
has joined in a race back to civilian 
production following cancellation of 
practically all war contracts. 

J. H. Ashbaugh, vice-president of 
the Appliance Division, and C. L. 
VanDerau, works manager, told of 
spurred plans for reconversion and 
announced production schedules for 
consumer appliances. These schedules 
were: 

Electric irons to start August 22; 
electric roasters, August 27; electric 
refrigerators about September 15; 
electric ranges, in the last half of 
September and the Laundromat, the 
automatic cycle washer, shortly there- 
after. 


Small Appliances Schedule 


Small appliances such as electric 
heaters, waffle bakers, percolators and 
sandwich grills will be started into 
production depending on materials and 
the next two months will see most of 
them well on the way to peak produc- 
tion. 

Peak production on the other appli- 


ances, Mr. Ashbaugh said, is scheduled 
as soon as enough material becomes 
available. 


Home Radio Production 


New Westinghouse home radio re- 
ceivers will start rolling from produc- 
tion lines in the Home Radio Division, 
Sunbury, Pa., in from 60 to 90 days 
after easement of restrictions on man- 
power and materials, Manager Harold 
B. Donley revealed. 

The Division will turn out home 
radio and television sets at a rate of 
from 3,000 to 5,000 units per day on 
high-speed conveyorized lines in a 
thoroughly modern seven-acre plant, 
said Mr. Donley. 


Commercial Refrigerators 


Two new models of Westinghouse 
electric refrigerators for commercial 
use—first to be produced since the be- 
ginning of the war—are now in pro- 
duction at the East Springfield, Mass. 
plant, it was announced by H. F. Hild- 
reth, manager, Refrigeration Special- 
ties Department of the Electric Appli- 
ance Division. ° 

Manufactured under WPB authoriz- 
ation, the refrigerators—in 20 and 30 
cubic foot sizes—will be available to 
institutions and commercial and indus- 
trial markets having a priority of 
AA-5 or better. 
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TO WESTINGHOUSE 
TRAFFIC APPLIANCES! 


Guewy house 1tttdd 


Westinghouse 


MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 
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Margie was 
Maddened 





MEATS never turned into fancy leftovers for Margie (sliced or diced all 





the time. NO MIXER!) 


$0 she got an old hand grinder—and it squeezed and mashed while she 
cranked and groaned, and she went back to meats sliced and diced. 





BUT soon she'll serve meat loaf and hash and hamburger and croquettes 
and meat balls and patties—and her meat management will be miraculous. 
(Right mixer coming! KITCHENAID!) 





EXPERIENCE HAS 
SHOWN THAT NO 
MIXER COMPARES 
wiTH KITCHENAID 











You'll want to handle KitchenAid! A full line of the 
finest mixers on the market—coming soon. Easy- 
to-use attachments—electric coffee mills, too. 
KitchenAid products are guaranteed, competitively 
priced, sold through recognized dealers only, at full 
dealer profit. Now that KitchenAid advertising is 


stepping up nationally—see your distributor now! 


jtche! mee a 


The Hobart Manufacturing Company - KitchenAid Division + Troy, Ohio 
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No. | HOTPOINT RANGE—Ward R. Schafer (left), vice president, Edison General 
Electric Appliance Co. watches as Virgil Casassa, veteran employee, places No. | on 
the first Hotpoint range made since 1942. The first range is a deluxe model with full 
nickel and chrome trim, timers, lamps and other refinement. Next on the production 
line was an intermediate priced model, while the third range to come off the line 
is designed to sell at the lowest price. Mr. Schafer said that some models would be 
available by Christmas, while by early 1946 ranges would be in full supply. 


Production Under Full Steam 
At Hotpoint’s Chicago Plants 


Production of electric appliances has 
started at Edison General Electric 
(Hotpoint) Appliance Co’s Chicago 
plants with the first electric water 
heaters since 1942 coming off the 
assembly lines. Electric ranges fol- 
lowed soon after and other appliances 
were scheduled to go into production 
later in September, according to Ward 
R. Schafer, vice-president. 

He said that the company’s manu- 
factured products, including electric 
refrigerators, automatic dishwashers, 
garbage Disposalls, washing machines, 
ironers, tumbler dryers, and metal 
wall- and base-cabinets, would not 
differ greatly in design from those pro- 
duced for 1942 sales; but that previ- 
ously announced automatic washer and 
home freezer would not get into im- 
mediate production. 


Limited Range Output 


Electric ranges will be produced in 
limited quantities during the fourth 
quarter of 1945, but greatly accelerated 
output during 1946 will exceed any 
production rate in the 40 years since 
the first commercially successful elec- 
tric range was made at the company’s 
Chicago plant in 1910, Mr. Schafer 
said. 

The water heater line will include 
sizes from 10 to 86 gallons, with round 
and table top models, but the first pro- 
duction will be confined to 30-gallon 
heaters. Hotpoint’s refrigeration pro- 
duction is underway now, but early 
output is being shipped to government 
stock-pile. As with other appliances, 
models will be available for dealers 
in early 1946. The home freezer will 
make its appearance even later, due to 
manufacturing lags with a new prod- 
uct, it was pointed out. 


Automatic Washer Delayed 


Home laundry equipment was pro- 
duced in the company’s factories dur- 
ing September, with production of 
automatic washing machines delayed 
until other lines were underway. The 
first washing machines will be stand- 


OCTOBER, 


Ranges, Water Heaters, 
Laundry Equipment Rolling 
Off Lines 


ard 8-lb. capacity with wringer. Elec- 
tric ironers will be produced in two 
models, portable rotary with 22” roller, 
and a flat-plate table top model. 

The production line for dishwashers 
was functioning by the latter part of 
September with quantities being lim- 
ited until late in the year. Metal wall- 
and base-cabinets were in limited pro- 
duction after the middle of September. 
Production of the garbage Disposall is 
planned ‘for early resumption, Mr. 
Schafer concluded. 


Farm Equipment 
Manufacturers Merge 


The U. S. Engine and Pump Co., 
and the Challenge Co., Batavia, IIl., 
announce the formation of U. §.-Chal- 
lenge Co. Two of the oldest farm 
equipment manufacturers in the coun- 
try, the U. S. Engine & Pump Co., 
founded 91 years ago, and the Chal- 
lenge Co., founded 75 years ago, have 
over 7,000 dealers handling their prod- 
ucts. 

Products of both companies will be 
manufactured by each company under 
their present trade names and will 
continue to be sold as such. However, 
each dealer of each company will be 
privileged to handle both lines, pro 
viding an opportunity to the dealers 
to increase their farm equipment lines. 

Col. Herbert P. Heiss has been 
appointed director of sales for the 
newly formed company. He comes 
from the Chemical Warfare Service 
and before the war was connected 
with the Thermoid Rubber Co., Tren- 
ton, N. J. 

According to Col. Heiss, 30 new 
items pertaining to farm machinery 
and equipment are now on their draw- 
ing boards or on test. 
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A million letters 


come to her from women each year 





Betty Crocker’s mail floods in from every corner 


al 
on 
all 
>n 
ne 


of America . . . asking advice . . . expressing 
gratitude . . . revealing a depth of loyalty, 
friendship and confidence that is a potent 
selling force. 

Through this correspondence . . . through her 
radio program, the oldest on the networks today 

',.. through constructive services to homemakers 
... Betty Crocker as the personalized representative 
of the General Mills Home Service Staff has won 
a place in millions of lives as the best known, 
most helpful home service authority in the world 
... has helped win the tremendous sales volume 
of 400,000,000 packages of General Mills 
products last year. 

The loyalty Betty Crocker has generated .. . 
the friendship and confidence she has inspired, 
offer a rich pre-sold and ever-widening market to 
General Mills appliance and housewares dealers 
... holds promise of constantly growing profit 
possibilities for you. 
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: : 3 General Ie re: | J 
|] COUNT ON GREAT THINGS FROM GENERAL MILLS = — ==") * 
— Count on a great family of home appliances and house- va SSEris > 
a wares . . . distinctive in design . . . exclusive in principle 


... each with patented features that mean new usa- 


bility and extra value to consumers. Count on 


a powerful advertising, alert merchandising, sound 
cted selling. Count on vigorous support for dealers. 


Count on pre-sold buyers. Count on profits! 


nery BETTY CROCKER IS A REGISTERED TRADE MARK OF GENERAL MILLS, INC; 


GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT + MINNEAPOLIS 13, MINNESOTA 
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Queen national advertising is periodically flashing » 


over 15 million impressions to American home- Puta, © S : i PA 
makers ..... giving them sound, tangible reasons sees, ; out tl 
why “it is worth waiting for a Speed Queen.”’ " m2 Sse Ran ed & Zz. 
This advertising is pre-selling Speed Queen for 4 “ass = and ; 
you... . . adding potential profit to your Speed ae Ss SE: yy. 2a » A 
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SPEED QUEEN BACK AGAIN—Making a quick change-over from “war to washer" 





— production, these Speed Queens a few weeks ago began to march out of the inspec- 
tion room of the Barlow & Seelig factory. The first "1945 model” Speed Queen washer 
off the line was a welcome sight to company executives, H. A. Bumby, president 

. (right), W. A. Royce, secretary-treasurer, (left) and P. J. Daniels, director of sales. 
; 

a 

—~ : 

— + | Speed Queen Washers on Way 

a 
‘ - 

=| To Dealers; lroners in January 

———- 

—} 

C Swinging swiftly from war to 





washer production, Speed Queens be- 
gan rolling off the assembly line of 
the Barlow & Seelig Mfg. Co. plant 
at Ripon, Wisconsin, recently. Ac- 
cording to Pres. H. A. Bumby, daily 
production has been steadily on the 
increase, limited chiefly by difficulty 
in securing a steady flow of sufficient 
materials to maintain peak production. 

The company has been shipping 
its washer production to warehouses 
throughout the country, but releases 
to dealers are being held up, pending 
establishment of a satisfactory pricing 
schedule by OPA. 














Declers to Get Samples 

















P. J. Daniels, director of sales for 
Barlow & Seelig, said that when the 
initial release of machines is made, 
each dealer will receive a sample 
washer from the current warehouse 
stocks. This first release of machines 
to dealers is not anticipated before 
October Ist. By January Ist it is 
hoped that Speed Queens will be flow- 
ing onto dealers’ floors in close to 
normal volume. 

In lieu of actual merchandise, some 
10,000 Speed Queen dealers through- 
out the country have been displaying 
“life size” cardboard reproductions of 
the Speed Queen washer and ironer, 
and accepting orders for delivery of 
the new models as soon as they are 
available. 

The washers with which Speed 
Queen returns to production closely 
resemble the 1942 models. In the 
medium price range, the two electric 
models built thus far incorporate all 
the famous Speed Queen features, 
bowl-shaped tub, double wall construc- 
ton arc-cuate drive transmission, alu- 
minum agitator, and the all-aluminum 
safety-roll wringer. Gasoline motor 
powered washers are not yet in pro- 
duction, but will be available by the 
‘rst of the year. 





































































































































































































Ironers In January 











_ Tt is not expected that Speed Queen 
ironers will be available much before 
January. Ironer production will lag 
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Two 1942-Type Models 
In Full Production 


behind washer production because the 
ironer program of reconversion has 
not had the priority assistance given 
the washer program in the closing 
weeks of the war. 


Hallicrafters Enter 
Home Radio Field 


The Echophone Division of the Hal- 
licrafters Co. is ready to launch a full 
scale peacetime program directed 
toward the home radio receiver 
market, according to Lester L. Kelsey, 
vice-president of Hallicrafters and gen- 
eral manager of the Echophone Divis- 
ion. 


Nation-wide Distribution 


The company is going into the home 
receiver market, Mr. Kelsey said, 
through a long-established nation wide 
distribution setup with a line of models 
especially suited to the firm’s out- 
standing type of distributors, and 
styled to the latter’s particular mer- 
chandise planning. 

Original programming calls for the 
production and distribution of five or 
six table model radios and phono- 
radios under the Echophone brand 
name to be sold through present dis- 
tributors and representatives. 

Launched at a not-too-distant future 
date will be a line of console combina- 
tion models, featuring AM, FM and 
short-wave reception. These will be 
built to receive on the new 88 to 106 
megacycle FM band. 

Active participation in the export 
market with a complete line of home 
receivers is planned. Sales operations 
in this field, where the firm looms as 
an important factor, will be handled 
through the company’s recently es- 
tablished export division headed by T. 
F. Williams, president of Williams 
Export Associates. 


ELECTRICAL MERCHANDISING—OCTOBER, 1945 





Production of the first vacuum 
cleaners made by Eureka Vacuum 
Cleaner Co. since April 1942, was 
started early in September, H. W. 
Burritt, president, announced recently. 
“We are prepared to step up produc- 
tion as rapidly as the necessary mate- 
rials become available,” Burritt said, 
“and we expect to reach our pre-war 
rate of production peak by the end of 
this year.” 

He said initial deliveries will begin 
this fall. 


Many New Features 


Pointing out that the new cleaners 
will have many new features as com- 
pared with the last “prewar” models, 
Burritt said the most important inno- 
vation is the presentation of the first 
complete home cleaning system. 

He described the new system as 
comprising a newly-designed light- 
weight upright vacuum for rugs and 
carpets, a tank-type unit for “above- 
the-floor” cleaning, and a group of new 
attachable cleaning devices, including 
a motor-driven floor waxer. 

Forecasting a doubling of prewar 
sales of vacuum cleaners the first year 
of full production, Burritt said the 
company’s payrolls will be higher than 
before the war. 

Announcing that Eureka has also 
begun production of its cordless elec- 
tric iron, Burritt said the company’s 
expanded line of home appliances will 
also include an electric waste food dis- 
posal unit for home kitchens. 

The Williams Oil-O-Matic division 
at Bloomington, IIl., have already re- 
sumed peace-time production. 


New Market Policy 


National distribution of post-war 
products of Eureka will be built on a 
“tailored market coverage” policy de- 
signed to assure its individual dealers 
a maximum sales potential, George T. 
Stevens, vice president of the company 
and manager of its Eureka division, 
announced. 

“Selection of a dealer will be based 
on two factors, geographic location and 
types of customers served by the indi- 
vidual outlet,” Stevens explained. 
“Thus, every dealer will have sufficient 


Eureka Cleaners, Cordless Irons 
Begun; Deliveries This Fall 





New Dealer 
Market Coverage 
Policy. Announced 


‘breathing space’ in which to operate, 
protecting the buying power which a 
given dealer is organized to attract.” 

The company’s new selective dealer 
plan provides for adequate coverage of 
the market without overcrowding of 
dealers, he said, pointing out that the 
plan is flexible and will be “tailored” 
to fit different or unusual dealer situa- 
tions. 


Modern Maid Announces 
$16 Million Contract 


A contract for the manufacture in 
one year of 250,000 post-war model 
electric dishwashers, bathroom . and 
regular domestic clothes washers, 
totalling more than $16,000,000, has 
been signed by the Modern Maid Co., 
Chicago, and the Empire Ordnance 
Corp., New York City, it was an- 
nounced recently by Mrs. Charlotta 
Carr, president of the Modern Maid 
Co. Mrs. Carr is the sole owner of 
the basic patent under which these 
machines will be manufactured. Sales 
will be handled under a nation-wide 
system of distribution and dealers, 
Mrs. Carr said. 

According to Frank C. Cohen, vice- 
president and chairman of the board, 
Empire Ordnance Corp., negotiations 
for completion of the contract were 
underway for several weeks prior to 
the Japanese surrender. The announce- 
ment that government controls would 
be lifted on manpower and materials, 
he said, cleared the way for planning 
immediate production of post-war 
models. According to the terms of the 
contract, Cohen said, first delivery of 
units to distributors is expected about 
November 1. Mrs. Carr said that 
distributors’ contracts covering virtu- 
ally the entire 48 states and Hawaii 
had been signed and local dealers were 
awaiting the receipt of floor samples. 





EUREKA CLEANER ASSEMBLY—Cloth filter bags for tank-type vacuum cleaners, 
roll off the end of the assembly line at Eureka Vacuum Cleaner Co., Detroit, where 
the company is making its first cleaner units since it converted entirely to war work 
more than three years ago. Deliveries of new upright and tank homecleaning sys- 
tems are due this fall, In addition the company will make cordless electric irons. 
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New and different, Frigidaire’s Dealer Operating Guide 
(Sales and Management Section) pools the experience 
of thousands of Frigidaire dealers over many years of 
successful operation . . : in metropolitan centers, 
cities, and small towns . . . in every part of the country. 
Presents important information and helpful guidance 
based on this experience—in easy-to-use, quick-refer- 
ence form. Covers the entire field of sales and manage- 
ment, as indicated by such typical chapter heading as— 


Building a Successful Frigidaire Dealer Operation «+ 
Location, Store Planning and Display Fundamentals + 
Financial Management and Control « Sales Records 
and Product Inventory ° Compensating Salesmen « 
Training Salesmen « Sales Stimulation « Advertising 


e Publicity « Appliance Prospecting and Selling Plans « 


Mass Demonstrations and Exhibits « The Rural Market 


BACK THE 
VICTORY LOAN! 


...DEALER AIDS! 
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PROVED AIDS FOR FRIGIDAIRE DEALERS 


The Frigidaire Dealer Operating Guide (Sales and 
Management Section) is one more addition to a library 
of special Frigidaire dealer aids which already includes 
the Frigidaire Dealer Operating Guide (Service Sec- 
tion) and the Frigidaire—Raymond Loewy Store Plan- 
ning Guide, “Design for Selling.’” And it’s one more 
proof of the value of the Frigidaire franchise ! 
Frigidaire Dealers know that Frigidaire Engineering 
Research will always bring them the right products to 
sell. They know that Frigidaire Marketing Research will 
continue to bring them the right selling plans and ideas. 
And now they know more than ever that they will have 
constant, day-to-day guidance on the right way to 
operate their business .:. with this unique new Frigidaire 
Dealer Operating Guide which shows them how to— 


Do more of those things which have 
proved to be sound 

Do less of those things which have 
proved to be unsound 














-YOU CAN GET THE 
POST WAR MODEL 56 


WEBSTER RECORD CHANGER 


X 


NEW AND EXCLUSIVE FEATURES 


Here it is—the most perfect—the most dependable record changer Webster has ever built. Its 
brilliant performance in the armed services proves the superior qualities of Model 56. The 
features below—plus Webster's famous name—mean ready acceptance and a big market for 
replacing obsolete record changers. It also means the practical elimination of costly repeat service 
calls—and brings customer satisfaction that assures good will. 


Perfectly crafted—highly styled—clean, beau- 
tiful lines. 


Changes all standard records. Plays ten 12” 
or twelve 10” records at one loading. 


Fast change cycle—approximately 4 seconds. 
Simple, fool-proof operation. Can not be 


“jammed.” 


Automatic shut-off after last record has played. 
Feather light needle pressure. 


Longer life for records—no cracks—no chip- 
ped edges. 


v 


Dependable heavy duty Webster motor— 
cushion mounted for silent operation. No 
audible rumble or “wow.” 


Records drop quietly—velvet soft heavy-pile 
turntable covering. 


Installation done from top—quick, easy 
mounting. 


14-inch square mounting base. Overall depth 
—above and below mounting board—9 inches. 


Built for strength and endurance. Heavy duty 
plated parts mean lasting performance. 


KEEP UP A GOob HaAsit—Buy VICTORY BONDS 


ASK YOUR 
DISTRIBUTOR 
ABOUT IT! 


Seed emsciaie 


3825 W. ARMITAGE AVENUE 


CHICAGO 47, ILLINOIS 
31 YEARS OF CONTINUOUS SUCCESSFUL MANUFACTURE 


OCTOBER, 








Olesen Co. Enters 
Appliance Field 


Otto K. Olesen Co., Hollywood, 
Calif., manufacturers of “daylight” 
lamps for motion picture studios and 
producers of illumination for outdoor 
entertainments, recently announced 
that it has been realigned to expand 
its business by adding to its estab- 
lished lines such products as motion 
picture projectors for exhibition 
educational and training films for 
schools, colleges and industrial organ- 
izations, as well as internationally 


- 


OTTO K. OLESEN 


known lines of refrigerators and other 
household necessities, at the same time 
continuing to manufacture and market 
the motion picture studio lamps. It 
will also devote attention to the in- 
stallation of public address systems 
for all purposes, particularly for large 
industrial plants. 

The company also anticipates rapid 
acceptance, demand and developments 
in the television field, radar and elec- 
tronics, and is preparing for these 
activities. 

Important new capital and several 
new executives with wide experience 
in marketing electrical products have 
been brought into the business. Prin- 
cipal among the executives is Thomas 
H. Corpe, who has been made execu- 
tive vice-president and general man- 
ager of the company. Mr. Corpe was 
formerly executive vice-president and 
general manager of Jordanoff Aviation 
Corp., assistant general sales manager 
for Lockheed, and general sales man- 


THOMAS H. CORPE 


ager for Vega Airplane Co. He als 
served General Motors Corp. for many 
years as director of advertising and 
sales promotion for the Buick Motor 
Division. 

Mr. Olesen will continue as presi- 
dent of the company, but will delegate 
much of the administrative work to 
his new associates, 

“Mr. Olesen and I can .see in the 
not far distant future expansion of 
electrical products sales,” says vice- 
president Corpe. “Arrangements are 
being made for marketing a number 
of well established lines. 
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That first, breath-taking sight of 
a modern L&H range incites an 
irresistible impulse to exhibit 
And well that 
it should — for L&H ranges have 


vocal admiration. 


; always been something to sing 
- about. What housewife wouldn’t thrill 
with enthusiasm to the many improve- 
ments and innovations that make her 
daily cooking job easier, surer, and so 
much more satisfying with an L&H 
lec- range! And this enthusiasm is not some- 
: } thing new. Its been going on for a long 
time — through more than 70 memory- 


packed years of helping mother prepare 





THE SHERIDAN 





C WATER HEATERS « 
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LINDEMANN & HOVERSON CO. 





GAS RANGES « 



















those unforgettable meals that make her 
so famous. 

The recognized prestige, which is a 
part of L&H cooking and heating appli- 
ances, grows steadily more secure as 
L&H continues its role of being con- 
stantly up-to-the-minute. Appliance mer- 
chants, seeking a fast-moving line hav- 
ing the stability of long, practical experi- 
ence, can profitably look to L&H. Plans 
for future activity in the appliance field 
hum with tuneful rhythm when they’re 
backed by the sound, aggressive mer- 


chandising that produces profit for you. 
Get the L&H story today. Write for it. 








ELECTRIC 
WATER HEATER 


THE BILTMORE 


MILWAUKEE 7, WISCONSIN 


ws 


PORTABLE OVENS + GIL HEATERS + WICKS 





GIL STOVES « 
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“These Six Factors Make 


iyi, 
“Teletalk 


Says Mr. Wilkins, after 10 years of successful selling 


Mr. M. L. Wilkins, Manager of the Oak- 
land, California, office of the Graybar 
“Teletalk is a 


fast-selling line. In my ten years of sell- 


Electric Company, says, 


ing Teletalk equipment, these six fac- 
tors have been important in influencing 


sales: 

e Performance 

e Reliability 

e Flexibility 

e Ease of installation 


e Ease of servicing 


e Availability of replacement facilities 


KEEP ON BUYING BONDS! 


WEBSTER 


‘Where Quality 


130 


is a Responsibility 


REG. U.S. PAT. OFFICE 


Sales Easy’. 


“Customers buy Teletalk because of 
good performance, good appearance, 
ease of installation and—most impor- 


tant—because it’s easy to use.”’ 


Mr. Wilkins uses direct mail, makes per- 
sonal calls on prospects and follows up 
customer leads by individual selling ef- 
fort. He feels that it is important for a 
salesman to be on the active lookout for 
possible Teletalk installations. He finds 
that regular Teletalk models fit most cus- 


tomer demands. 


Pushing the sale of Teletalk as a regular 
part of your business is profitable, for 
yourself and your organization, as Mr. 


Wilkins’ experience shows. 


Licensed under U. S. Patents of Western 
Electric Company, Incorporated, and Amer 
ican Telephone and Telegrath Compan, 


TwERSTER) 


Fair Dealing an Obligat 
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General Mills Production 
Under Way by Christmas 


Preliminary production of General 
Mills’ new horne appliances is sched. 
uled to start on a limited scale around 
Christmas, it was announced recently 
by Harry A. Bullis, president of the 
company. 

The company is planning to market 
two models of automatic electric irons, 
two automatic electric coffee-makers, 
and three sizes of non-electric pressure 
saucepans. National distribution wil] 
be opened district by district, with 
shipments to retail dealers from dis- 
tributors’ stocks to be made in the 
first district beginning sometime in 
April, 1946. This initial distribution 
will include, Bullis explained, one 
electric iron model and two models of 
pressure saucepans. The other models 
of the iron and saucepan, the coffee- 
makers, and other similar appliances 
will follow as rapidly as the develop- 
ment and conversion program permits. 

District sales managers for the new 
home appliances will take over their 
territories about November Ist. Dis- 
tributor appointments will be made 
between December Ist and March Ist, 
1946. 


Schelm Home Freezer 
Distribution Begun 


National distribution to dealers of 
“Polar Freez” cold storage food cabi- 
nets began about September 1, accord- 
ing to W. H. Schelm, president of 
Schelm Brothers, Inc., of East Peoria, 
Illinois, who have taken over the 
manufacture of the Hall line of con- 
ditioning and freezing equipment. 

Production of “Polar Freez” units in 
8, 12, and 16 cubic feet sizes, has be- 
gun for both domestic and commercial 
users. In addition, Schelm will also 
build the former Hall air conditioning 
units, furnace blowers and attic fans. 

The Chicago Sales Office of Schelm 
Brothers, located at North Shore Na- 
tional Bank Building, 1737 Howard 
Street, Chicago, Illinois, is now en- 
gaged in assigning nation-wide dis- 
tributorships for the Schelm line. 


FIRST “POLAR FREEZ"—DMiss E. M. 
O'Connor shows (left to right) C. W- 
Schelm, W. H. Schelm, and P. F. Schelm. 
officers of Schelm Brothers, Inc., how 
housewives and commercial users will 
store fresh foods in the new Schelm “Polar 
Freez" cold storage cabinet. This is the 
first unit off the assembly line. 
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Read kY your 
top customers... 


The prosperous, news-alert customers who read Newsweek for 
its analytical reporting are also being regularly informed about 
the news in electrical equipment. Advertising such as this is 
steadily creating new trends in post-war buying among the 
top-income families in your community. Take advantage of this 
important sales groundwork. Feature products advertised in 


Newsweek. 


IN ELECTRICAL PRODUCTS... Leadersh i p— Readersh ip 
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BRIGGS & STRATTON 


NES NOW ON TE 
BACK TO YC 


Sn Se 








Backed by an outstanding record of 
valiant service in scores of standard 
and special wartime applications, 
Briggs & Stratton 4-cycle gasoline 
engines have returned to peacetime 
activities. With greatly expanded 
facilities for precision manufac- 
ture, we are now producing more 
and more quick-starting, depend- 
able, trouble-free, Briggs & Stratton 
engines in a full range of sizes and 
models—recognized the world over 


as the preferred “air-cooled power”. 


BRIGGS & STRATTON CORP. 
Milwaukee 1, Wis, U.S.A. 
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PHILCO PLANT GROUND-BREAKING—Philco officials look over plans for new 
$1,000,000 ultra-modern radio-phonograph plant just before excavation starts. Left 
to right: William Balderston, vice president in charge of operations; William Pelt, 
production manager of the Philadelphia radio division; H. N. Johnston, manager of 
the maintenance department; John Ballantyne, president; and Joseph H. Gillies, vice 


president in charge of radio production. 











Philco Start Million 
Dollar Radio Plant 


With special ground-breaking cere- 
monies, John Ballantyne, president of 
Philco Corp., recently officially marked 
the beginning of work on an ultra- 
modern Philco plant which, according 
to Mr. Ballantyne, will feature the 
longest continuous radio production 
lines in the world. 

“The new plant will contain 300,000 
square feet of floor space, will cost up- 
wards of a million dollars, and will 
provide eight parallel conveyor lines 
for high-speed manufacture of console 
radios and radio-phonographs,” Mr. 
Ballantyne stated. 

It will cover the entire block from 
Westmoreland to Ontario at C Street 
and will adjoin the main Philco plants 
in Philadelphia. 


Many New Features 


“Philco engineers have designed 
many new features for this plant, 
which will include three floors and a 
mezzanine,” Mr. Ballantyne pointed 
out. “All materials will flow into 
special receiving and inspection areas 
on the first floor. Production will 
start on mechanically conveyorized 
moving assembly lines at the north end 
of the building on the third floor. 
Completed chassis will be assembled 
with cabinets and such parts as record- 
changers on moving lines which extend 
for about 500 feet along the second 
floor. Finished consoles and radio- 
phonographs will be loaded on freight 
cars at a siding beside the north end 
of the second floor.” 


New Test Equipment 


A novel U-shaped pattern for the 
flow of production through the top two 
floors of the new plant will make pos- 
sible continuous movement of materials 
through the various assembly opera- 
tions. Testing and inspection will be 
streamlined, with such features as a 
central “cage” for piping test signals 
of various frequencies, AM and FM, 
to positions along the production lines. 
New test equipment containing im- 
provements developed by Philco engi- 
neers who did wartime radar research 
will assure the high quality perform- 
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ance and tone of new consoles and 


radio-phonographs manufactured by 
the world’s largest radio manufacturer. 


Philco Refrigerator 
Production Started 


Assembly-line production of 1946 
refrigerators has been started by 
Philco Corp. and within the next six 
to eight weeks should reach pre-war 
volume, it was announced by John 
Ballantyne, president. 

“Philco is doubling its production 
facilities to meet the pent-up demand 
for refrigerators,” Mr. Ballantyne 
said. “When reconversion is com- 
pleted, employment in the company’s 
refrigerator division should be sub- 
stantially greater than in 1941.” 


FIRST PRODUCTION-LINE PHILCO — 
Philco post-war refrigerators start rolling 
off the company's assembly lines in 
volume again as Walter H. Eichelberger 
(left), sales manager of the refrigerator 
division, W. Paul Jones (center), vice 
president in charge of the division, and 
Thomas A. Kennally, vice president in 
charge of sales, inspect the first post-war 
assembly-line production model. Philco 
is doubling its production facilities ‘o 
meet the pent-up demand. 
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met of RDU-209—6-tube AC-DC superhet 
= oe | de luxe table model. Beautifully styled 
re-war , cabinet available in walnut or blonde 

ae prima vera. Big dynamic speaker. 2- 


position bass eqnue. Som, meilow 
RBU-207—5-tube AC-DC superhet table tone — sounds like a ¢ " 
luction model. Choice walnut cabinet features 
ae full-view slide-rule dial. Dynamic speaker 
eman “Sonorascope” —no aerial or ground 
needed. An outstanding value! 


The chips are down. From now on, only performance will pay off. And that’s 


where SONORA dealers have a big advantage. For SONORA radios, such as the three shown 


here, will actually demonstrate tone superiority, and it’s tone that makes the sa/e!' SONORA 





has been telling America about SoNorRA’s “Clear as a, Bell” tone . . . inviting comparison 
. . . building demand that’s sure to mean store traffic—and sales—for SONORA 
dealers. Watch SoNORA—and SONORA dealers— go places! 
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A Development of A. O. Smith Research and 
Engineering for Millions of American Homes 


At long last it’s here... the stoker so many Americans 
have wished that “someone would invent.” 


For beneath the surface of the beautiful new SMITH- 
way Stoker is the kind of mechanical marvel that you 
expect from the A. O. Smith Corporation... the kind 
of matchless design and construction that results from 
know-how gained during 70 years of conceiving and 
building a variety of products ranging all the way from 
automobile frames and glass-lined water heaters to 
electric motors and precision aviation assemblies. 


EXCLUSIVE SALES ADVANTAGES 


Yes, only A. O. Smith engineers could have designed 
this spectacular SMITHway Stoker. Typical of its 24 
outstanding advantages are these compelling features: 
Streamlined beauty in showroom or basement... 
Bigger hopper capacity for fewer fillings... Lower 
hopper and larger opening to avoid spilling ... Amaz- 
ingly quiet... Greater combustion efficiency . . . Positive 
freedom from back gassing or smoke... Motor, mech- 
anism and heating plant fully protected by safe, auto- 
matic controls... Longer life from more rugged con- 
struction...Fewer service calls and simpler, more 
economical service needs. The SMITHway Stoker is 
engineered and built to sell and stay sold! 


EXCLUSIVE SERVICE ADVANTAGES 
No other stoker is so easy to install ...in less space 
.. at low cost. Its outstanding service feature is the 
SMITHway “Packaged” Unit Drive ... motor, fan and 
transmission in one compact unit. Actually, the Unit 
Drive can be removed and replaced in four minutes 
flat, using only one é¢nd wrench and a screwdriver! 
And finally ...a corner rack in the service room will 
hold all the spare parts needed by most distributors. 


9 OUT OF 10 HOMES NEED SMITHWAY STOKER 

Carefully tabulated surveys indicate that only 10% 
of all homes having coal-fired heating plants are now 
equipped with stokers. This means an immediate 
potential stoker market of 9,000,000 homes in the 
United States. 

And think this over...it is estimated that within 
the next 12 months, over 350,000 stokers will be sold 
to home owners who never want to hand-fire a heat- 
ing plant again. 

Your opportunity is not only knocking ... it’s shout- 
ing “Everyone wants a SMITHway Stoker!” And pow- 
erful national advertising will broadcast the SMITHway 
STOKER story to all America. 

Get ready to sell and profit with SMITHway .. . now. 


” Americas Outstanding Stoker” 


A. O. SMITH CorporaTION, Dept. E-10-45 


Milwaukee 1, Wisconsin 


Give me all available information regarding the new 
SMITHway STOKER and facts about sales franchise in 


my territory. No obligation, of course. 


Company or Store Name 
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ELECTRIC WASHER 
To BE ADVERTISED 
OVER & RADIO NETWORK 








Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 


Everybody Knows the ‘‘AUTOMATIC”’! 
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FIRST DEEPFREEZE OFF ASSEMBLY LINE—The Deepfreeze Division of Motor Prod- 
ucts Corp. take the first post-war civilian model Deepfreeze home freezer off the 
assembly line in their North Chicago plant, just six days after final victory was 
achieved. On hand to witness the first unit coming off the line were the company 
officials. Left to right: F. F. Duggan, general sales manager; G. H. Smith, vice- 
president and general manager; J. M. Baker, factory manager; R. V. Newbell, adver- 
tising manager; S. M. Miller, plant manager; and H. W. Whitmore, chief engineer. 


Deepfreeze In $1,800,000 
Plant Expansion Move 


The Deepfreeze Division of Motor 
Products Corp., North Chicago, IIL, 
manufacturer of home freezers, is pre- 
paring to invest $1,800,000 in post- 
war expansion for buildings and equip- 
ment, G. H. Smith, vice-president and 
general manager announced recently. 

Plans, already blueprinted and from 
which some construction has already 
been done, include a total of 173,000 
sq. ft. of factory floor space, a large 
loading’ dock serviced by two railway 
tracks, and a huge receiving station 
on the opposite side of the plant, 
serviced in the same manner. 

Smith also said that the company 
now holds government priorities in 
the amount of $800,000 for the ex- 
pansion work. Some of the machinery 
has already been delivered to the plant 
for installation and: operation. Now 
housed in two separate buildings, the 
new factory will be completely mod- 
ernized into a single large plant with 
every thought given to employees’ 
comfort and efficient and rapid pro- 
duction. The production line will be 
streamlined from the receiving room 
to the loading docks. 

Organized as more or less of an 
experiment in 1938-39, the Deepfreeze 
Division of Motor Products Corp. 
now represents an investment of nearly 


$3,000,000. 


Emerson Radio Launches 
Giant Promotion Drive 


Concurrent with the War Produc- 
tion Board’s grant of production of 
2,500,000 radio units by the end of the 
year, the Emerson Radio and Phono- 
graph Corp., New York City, has 
launched the most extensive promotion 
campaign in its history to introduce 
forerunner models of its post-war line. 

According to Benjamin Abrams, 
president of Emerson Radio, a series 
of advertisements, featuring specific 
sets at approximate prices, is scheduled 
to appear during the next three months 
in more than 300 newspapers in 160 
cities throughout the United States. 
He estimates that this advertising, 
coupled with local dealer announce- 
ments in hundreds of additional towns, 
will add up to more than 3,000’ indi- 
vidual insertions, with an accumulated 
reader circulation of approximately 
one billion. 


Among the new post-war products 
being introduced by Emerson are four 
home receivers approximately priced 
at $25 to $85. These are being offered 
to the public on a “when” basis. 

Mr. Abrams estimated that there is 
a waiting market for more than 25 
million radio receivers in this country 
alone and that radio-electronics will 
emerge from its war experience as a 
billion-dollar-per-year industry. 


Free Sewing Machine 
Resumes Manufacture 


The Free Sewing Machine Co., 
Rockford, Ill., has resumed manufac- 
ture of its two lines, the Free-West- 
inghouse and New Home sewing ma- 
chines, it was announced recently by 
L. E. LeVee, vice-president in charge 
of sales. . 

Mr. LeVee reported that production 
will be on a limited basis for some time 
due to shortage of essential materials. 
Many of these, he explains, such as 
electric motors, copper wiring, metals 
and fine woods remain on the war- 
critical list. 


L. E. LE VEE 


When the Free Sewing Machine Co. 
plants return to full civilian production 
and the materials situation eases, Le- 
Vee expects a production schedule that 
will be stepped up considerably over 
pre-war days. Considerable expansion 
of production facilities at the earliest 
date possible is planned by the com- 
pany with this expansion taking place 
in all of the mechanical components 
plants as well as the plant which the 
company operates for the exclusive 
manufacture of cabinets for Free- 
Westinghouse and New Home sewing 
machines. 
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FIRST McALLISTER CLEANER—H. J. McAllister, (left) vice president of the Franklin 
McAllister Corp., delivers the first post-war model vacuum cleaner to H. A. Ranholm, 
vice president of the RCA Victor Distribution Corp. Looking on are H. C. Chapman, 
(left rear) Chicago sales manager, and C. W. Strawn, Detroit manager, for RCA 


Victor. 
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SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MiCuIGAR 
Offices in Principal Cities 














E.E.1. Sales Training Program 
For Industry In Production 


The Edison Electric Institute an- 
nuunces that its Sales Training Pro- 
giam for the electrical industry is now 
in a production stage. The complete 
course consists of 18 sound-slide films 
and records; an equal number of silent 
trailer-films; 18 salesmen’s manuals, 
and* the same number of leaders’ 
guides. It is designed to embrace all 
branches of the industry with regard 
to the sale of service by electric utili- 
ties, electrical manufacturers, whole- 
salers, and dealers. 


Covers All Branches 


In its entirety, the program con- 
templates the training in 18 meetings 
or lessons, of salesmen engaged in 
residential, commercial, industrial, and 
rural branches of selling. The first 
eight of these meetings apply to all 
groups and consist of the fundamental 
principles of selling, regardless of the 
particular product or service. This 
group trains the salesman in the causes 
and effects of selling, the arrangement 
of sales arguments, the most econom- 
ical use of his time and the customer’s 
viewpoint with respect to sale. 

On this foundation, the balance of 
the lessons go on to develop the appli- 
cation of these basic principles to 
specific product or service sales. In 
the residential field the course provides 
for 4 lessons in the sale of appliances 
and develops the application of the fun- 
damentals to the sale of electric ranges, 
water heaters, refrigerators, and the 
home laundry. In the commercial sales 
field there are again 4 lessons covering 
store lighting, school and office light- 
ing, commercial cooking, and miscel- 
laneous motor applications. 

The sales training course for indus- 
trial representatives who have com- 
pleted the 8 basic training lessons will 
consist of a Leader’s manual which 
correlates the 8 basic courses with the 
existing Power Sales Manual. The 
latter manual, developed by the Indus- 
trial Power Committee of the Edison 
Electric Institute, is recognized by 
power engineers as a fundamental text- 
book. 

The course for Rural men will con- 


Residential, Commercial, 
Rural and Power Courses 
To be Available Soon 


sist of 2 lessons applying the basic 
principles to the rural field and describ- 
ing the applications of electricity on 
the farm. 

The Sales Training Committee of 
the Institute is under the chairmanship 
of M. R. Rodger of Middle West Serv- 
ice Co., Chicago. It is anticipated that 
the Sales Training Program will be 
completed the latter part of the year. 


Cost of Material 


The cost of the training material for 
the 8 basic meetings is $200 for the 
entire set of material to be used by 
the leader, including the sound slide 
films, trailer films, and leader’s manual. 
In addition the set of 8 salesman’s 
manuals will cost $5 per man. The 
cost of the residential sales training 
course is $100 and $2.50 per man for 
the set of 4 salesman’s manuals. The 
commercial course also costs $100 and 
$4 per man for the salesman’s manuals. 
The rural course costs $50 and $1 per 
man for the salesman’s manuals. In 
industrial sales training, there are no 
films provided, but simply an indus- 
trial sales Instructor’s Guide at $1.0 
each. The existing Power Sales Man- 
ual will be used as a textbook and it is 
already available in many companies. 
However, additional copies of this 
manual may be purchased at E. E. I. at 
$10 each. 


E. C. A. To Ship Radios 
Before November 10 


Electronic Corp. of America will 
start shipment of civilian radios within 
30 to 60 days, according to Jack Geart- 
ner, sales manager for ECA radios. 
Mr. Geartnier announced that all com- 
mitments for parts and cabinets have 
been made and all plans for assembly 
work completed. 
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NEW YORK, N. Y. 


HANDLE WITH CARE!—That's what the company officials seem to be saying to 
Mrs. Catherine Cowan, packer at the Stromberg-Carlson plant. She's placing com. 
pany’'s first postwar civilian radio in a shipping container. Shown above are (I. to .): 
radars C. Young, vice-president of engineering and research; Clifford J. Hunt, 
manager of radio sales; Mrs. Cowan; Dr. Ray H. Manson, noted communications 
engineer-scientist, who is president of Stromberg-Carlson; and (at right) Sidney 


Curtis, vice-president of production. 


Kelvinator Streamlines Refrigerator 
Manufacture in Expansion Move 


George W. Mason, president of 
Nash-Kelvinator Corp., has announced 
that the company will introduce new 
assembly techniques in the appliance 
field and move its entire refrigerator 
assembly operation to Grand Rapids 
as part of an aggressive program de- 
signed to boost its appliance produc- 
tion and sales to more than 1,100,000 
units yearly. Mr. Mason made the 
announcement as the first 1946 Kelvin- 
ator and Leonard appliances were 
beginning to roll off the assembly 
lines. 


Grand Rapids Expansion 


The new Kelvinator and Leonard 
manufacturing program calls for the 
expenditure in Grand Rapids of ap- 
proximately $2,400,000 in the next few 
months, new construction, wholesale 
changes in production procedures and 
substantial increases over pre-war em- 
ployment levels. 

Mr. Mason revealed that although 
the corporation is doing much more 
than a reconversion job in its plants, 
the program is moving at a pace 
which indicates that production by 
late next Spring will be at a rate 50 
per cent greater than the heavy 1941 
output. 

Heretofore, Kelvinator and Leonard 
cabinets, built in Grand Rapids, were 
shipped to Detroit for final assembly. 
In the future, Detroit-built Polar- 
sphere condensing units will be shipped 
to Grand Rapids, where all refriger- 
ator final assembly will be completed. 


New Assembly Technique 


The new program, however, calls 
for an even more radical change ih 
procedure than a reversal of assembly 
operations, Mr. Mason declared. Of 
unusual significance—from the stand- 
point of reconversion speed and speed- 
ier delivery to retailers—is the adapta- 
tion of new assembly techniques to 
refrigerator assembly. 

“The transfer of our final assembly 
operations to Grand Rapids permits 
us to reconvert all of our manufactur- 
ing facilities much more rapidly than 
a reversion to pre-war methods would 
have permitted,” Mr. Mason said. “It 
will also expedite the manufacturing 


Appliance Sales Goal of 
1,100,000 Units Annually 
Sought in $2,400,000 Program 


scheduling program, making possible a 
more rapid shipment of all types of 
models to retailers.” 

Alterations and improvements wil 
increase capacity of the final assembly 
lines by about 70 per cent, he said. 

Manufacturing floor space will be 
increased by more than a quarter of 
a million square feet, with this con- 
struction to be completed by October. 


MUSICAL TYPEWRITER—Electronic 
Corp. of America recently patented the 
“Typatune”, a musical instrument which 
looks and acts like a standard keyboard 
portable typewriter, but plays like « 
musical instrument. It has 32 notes, com- 
prising 2'/, chromatic octaves. You don't 
have to know music to play, ECA says. 
and at the same time you learn the 
touch typing system. According to Jack 
Gaertner of ECA, distribution will go first 
to franchised ECA distributors and deal 


ers. 
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Remember the name ALSIMAG. 

It represents the highest quality Steatite 
Ceramics for electrical and other 
technical uses. 

Assembled in your design you can forget 
the insulators. 

For they will give trouble-free, worry- 


free service from now on. 


Whatever you are planning in the 
electronic or electrical field, we believe 
our specialized knowledge will 
be helpful. 

Let’s work together. 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5, TENNESSEE 
43RD YEAR OF CERAMIC LEADERSHIP 





ALCO has been awarded for the fifth 
time the Army-Navy “EB” Award for 

4 a TI, in ri a y and 
quality of essential war production. 











Turart mater 


LIKE Hom: 


M.. Jackson is cutting recipes from Better Homes & 
Gardens. Waffles. Tender, rich, melting waffles, so delicate 
they couldn’t possibly be achieved anywhere except at home. 


But she has no waffle iron. Now that the war is over, of course, 
she can have one — as soon as they reach her favorite store. 
But there’s the catch for you — the store will have three, 
four, eight brands of waffle irons. Why don’t you get her 
sold on yours right while she’s dreaming over those luscious 
BH&G waffles? BH&G gives one editorial page out of every 
five to food — and the BH&G cookbook is one of the ten best 


sellers among all books in the country! 


That’s certainly plenty of food support to 
lead to waffle irons, grills, griddles, toasters, 
ranges and refrigerators. And BH&G is writ- 
ten entirely for the folks whose big interest 
is their homes. For the folks who read at 
home, garden at home, entertain at home, 
cook at home. And what’s more, BH&G is 
written not for women alone, not for men 
alone, but for husbands and wives together. 
That makes it the best bet we know of for 


your major appliance stories. 
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NOW! A Non-Competitive source 
of extra profit in the Appliance field 


> 


PC ECUBER 
















Not a refrigerator ... not a freezer... stint 4 —— ae 
ICECUBER makes ice cubes fast . ;: delivers i 
them automatically . . . refills itself. Hae 


Model 40C—IIluminated dial tells number of 
cubes ready at any time. 





Just press lever here. 


10 ice cubes tumble into tray here. Cubes. 
not immediately used can be stored in 










































tray without freezing together. ‘ 
© 10 cubes (up to 40) available every 25 i 
seconds. 
ies & ; 
licate 4) Super-freeze unit automatically replaces : 
ome. used cubes in only 30 minutes. Self- f 
refilling. No trays. No water to carry. is 
purse, P 
orn @ Absolutely silent, hermetically sealed unit. po 
hree, @ __ Dimensions: Standard Model — fits snug] } : 
‘ her under standard-height kitchen counter— wie 
cious 22” wide by 35” high by 25” deep. 
2 “On Request” Model —fits flush with 
cee standard kitchen counter — 22” wide by 
36” high by 25” deep. 
rt to Commercial Model (#240C) for hotels, 
sters, taverns, institutions, etc.—has 240-cube 
— capacity. 
terest aie 
ad at oer 
ome, 
iG is « . 
od Also Icecuber Home Freezer Combination! 
om Two tremendously wanted features in one unit! Model 20 
f for C.D.F. has 20-cube Icecuber plus 3-cubic-foot home freezer. 


Model 40 C.D.F. combines 40-cube Icecuber and big 5- 
cubic-foot home freezer. 
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FREEZ’R SHELF 
REFRIGERATORS 


KOOKALL ELECTRIC 
RANGES 


HOME FREEZERS 














GIBSON HOME FREEZER 


Vertical design—more con- 
venient. No “diving”’ for 
frozen food packages in a 
deep well. Four Freez’r Shelves 
provide extra direct contact 
for faster freezing. Uses only 
half the floor space required 
by the long, low “deep box” 


design. 


GIBSON KOOKALL 
ELECTRIC RANGE 
Automatic control . . . turns 
itself on and off . . . uses stored- 
up heat... Only range with 
the Ups-A-Daisy feature, the 
innovation housewives 


demanded. 


on 


GIBSON FREEZ’R SHELF 
REFRIGERATOR 


Provides different Strata- 


Zones—separate layers of 


conditioned cold, different 
temperatures, different hu- 
midities. Easy-to-reach 
shelves with Freez’r Locker 


and Moist Chiller. 


1. Gibson has 68 years manu- 
facturing experience. 


2. Gibson is the fastest-grow- 
ing refrigerator manufacturer. 


3. The Gibson line meets the 
needs of independent dealers 
for a short, fast-selling line 
with exclusive features that 
discerning customers want. 


GIBSON REFRIGERATOR COMPANY 


GREENVILLE, MICHIGAN 





NESCO DISTRIBUTOR ADVISORY BOARD—National Enameling & Stamping Co. 

Milwaukee, recently formed a Distributor Advisory Board to achieve closer coopera- 

tion between company and distributors. First meeting was held recently. Left to 

right: E. P. Altemeier, sales enaery Metalwares Division, Nesco; J. M. Kennedy, 
n); 


Bigelow & Dowse, Boston (chai 


Wm. Franksmith, Frankfurth Hdw. Co., Mil- 


waukee; |. G. Watson, Marshall-Wells Co., Duluth; M. N. Brady, vice-president, 
Nesco; A. J. Kieckhefer, president, Nesco; M. O. Newby, Stowe Hdw. & Supply Co., 
Kansas City, Mo.; R. H. Etchey, Seattle Hdw. Co.; C. E. Nash, Nash Hdw. Co., Fort 


Worth. 





DISTRIBUTORS APPOINTED 





Admiral Corp. 


Wallace C. Johnson, manager field 
activities, Admiral Corp., announced 
the following as exclusive distributors 
of Admiral radios, refrigerators, elec- 
tric ranges and home freezers for “the 
El Paso, Tex., and Albuquerque, N. 
Mex., territories: 


Sun City Distributors, El Paso, Tex. 


Bendix Home Appliances, Inc. 


Bendix Home Appliances, Inc., of 
South Bend, have announced the fol- 
lowing as distributor for northwestern 
Ohio: 

Buh! Sons Co., Toledo, Ohio. 


Dexter Co. 


The Dexter Co. has appointed the 
following distributor for its washers: 


Maga Distributors, Ltd., Macon, Ga. 


Electromaster Co. 


Gerald Hulett, vice-president of the 
Electromaster Co., has announced the 
following distributor appointments 
throughout the West: 

Afton-Lemp Co., Boise, Idaho. 

A. Ray Curtis Co., Salt Lake City, Utah. 
McCormack & Co., San Francisco, Cal. 
Ralph W. Nixon & Co., Phoenix, Ariz. 
Sherman, Swenson and Associates, Los 
Angeles, Cal. 

Stubbs Electric Co., Portland, Ore. 


E. C. A. International Corp. 


Lawrence M. Braun, vice-president 
of E. C. A. International , New 
York, export division of Tonic 
Corp. of America, has announced the 
following as exclusive distributors of 
ECA radios in India: 


Ghulam Nabi & Sons, Lahore, India: 
Electronic Laboratories 
Walter E. Peek, vice-president and 


sales manager of the Electronic Lab- 
oratories, Inc., of Indianapolis, Ind. 


announced recently the following dis- 
tributors for the company’s auto radio 
vibrator replacement lines: 

Radio Wire and Television, Inc., Boston, 
Mass. 

Radio Products Sales, Denver, Colo. 
Radio Electric Products, Buffalo, N. Y. 
Radio Products Sales, Los Angeles, Cal. 
Scott Radio Supply, Long Beach, Cal. 
Hatry and Young, Hartford, Conn. 
Roehr Distributing Co., St. Louis, Mo. 
R. & R. Part and Supply Co., Inc., Lub- 
bock, Tex. 

Central Missouri Distributing Co., Jef- 
ferson City, Mo. 


Estate Stove Co. 


The Estate Stove Co., Hamilton, 
Ohio, has named the following as dis- 
tributor of its ranges and heaters in 
Central Illinois: 


Crum Distributing Co., Decatur, Ill. 


Franklin-McAllister Corp. 


Franklin McAllister Corp., Chicago, 
has announced the following as dis- 
tributor for its bagless vacuum cleaner. 


Standard Distributing Co., San Antonio. 
Tex. 


Garod Radio Corp. 


The Garod Radio Corp. of Brook- 
lyn has appointed, as distributors of 
Garod radios and television sets in 
Northwestern Ohio: 

Lifetime Sound Equipment Co., Toledo. 
Ohio. 


Hamilton Radio Corp. 


pointment of the following new dis- 
tributors : 


Allied Distributors, Inc., Wichita, Kan. 
Ef Paso Building Material Co., Paso, Tex. 
Cayot-Wellman Co., Cheyenne, Wye. 
Custom Tire Co., Billings, Mont. 
Electric Products, Inc., Pittsburgh, Pa. 
Jeleo Milwaukee Co., Milwaukee, Wis. 
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STOKER with FIRE-BED 
that BREATHES 


Hard-headed dealers will tell you how vA “ ap i ; 
they enthuse over the ease of selling a 
Combustioneer with its powerful and 


convincing demonstration of coal-burning | A MODEL FOR EVERY HOME 

efficiency that no other stoker can begin 4). AND COMMERCIAL NEED 

to duplicate. . Combustioneer Home Models (includ- 
They tll you how prospects soften up SE gy oo 

quickly because it’s so easy to understand { ranging in size for capacities from 75 - 

how Combustioneer’s exclusive features of [ie to 1200 Ibs. of coal per hour. 

impulse coal-feeding and of air volume ; 

metering for scientific combustion result ae ‘ 

in more heat from every pound of coal. \ oi t 
No ordinary stoker can begin to com- or 

pete with the sales wallop that Combus- 

tioneer packs in its features which loosen 


e 
and keep the fire-bed free-burning and One \ 
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which force a measured volume of air 
around every burning particle of coal. 
When they get this demonstration, pros- 
pects enthuse—and buy. 


All This And 


“Prospect-Finders” Too 


Combustioneer’s great and complete prod- 
uct line is backed with national and local 
advertising and a comprehensive array of 
field-proved materials for ferreting out 
prospects. Still open to aggressive dealers 
in certain areas, is Combustioneer’s profit- 
making franchise. Wire or write for de- 


tails today. 


+ J t 
_ Sap Cash in THIS YEAR with . 


AUTOMATIC COAL STOKER 


Ms 
“ae 


















Ar 2 THE STEEL PRODUCTS ENGINEERING CO 
d , 4 1228 West Columbia Street, Springfield, Ohi 
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PLAN JORDAN MARSH LAYOUT—B. C. Bowe, manager of department store sales 
for the General Electric Co.'s Appliance & Merchandise Dept., demonstrates the 
model of a post-war appliance center prepared by the company for the Jordan 
Marsh Co., Boston. With Mr. Bowe (second from right) are, left to right: Tom King, 
G-E Home Bureau; C. M. Wilson, manager of G-E's Boston Appliance Distributing 


Branch; Dan Lunt, manager of the appliance and radio division of Jordan Marsh; and 
ELE CTRICAL REP j CMENT Victor Civkin, architect-in-charge of the Home Bureau. 


DISTRIBUTORS APPOINTED 
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Heater Cone 
Element 3 sizes: 
660, 880 and 1000 


TBS-! for 660 watt 
Single Heat 
Table Stoves. 


TBS-2 used for 
either 2 or 3 
heat switches. 


ELEMENTS 


Jiffy offers you the foremost 
line of electric resisting ele- 
ments in the country today. 


Jiffy makes it possible for you 
to obtain all electrical replace- 
ment elements from one 
source. These elements are 
manufactured of the finest ma- 
terials available to assure 
long-lasting dependable serv- 
ice. 


Because Jiffy elements are 
constructed to fit practically 
any type or size installation, 
they always have a ready 
market. For a fast selling, 
popular and profitable line, 
use Jiffy—"the long-life ele- 
ment.” 


B-2 for verious types 
of domestic table 
broilers. 


THE HARTFORD ELEMENT CO. 


2 


HARTFORD 


Windsor 


Street 











Hamilton Radio Corp. 
(continued) 


Modern Retreaders, Nashville, Tenn. 
Monarch Sales Co., Indianapolis, Ind. 
Pacific Coast Heating & Appliance Co., 
Seattle, Wash. 

Pacific Coast Heating & Appliance Co., 
Portland, Ore. 

Pettit's Storage Warehouse Co.,. Fort 
Wayne, Ind. 

Roanoke Hardware Co., Inc., Roanoke, 
Va. 

Memphis Rubber & Supply Co., Mem- 
phis, Tenn. 

Sioux Tire & Battery Co., Sioux City, S. D. 
Southwestern Distributors, Inc., Little 
Rock, Ark. 

Tommy Thompson's Home Appliance Co., 
Denver, Colo. 

United Appliance Co., Fort Worth, Tex. 
Victor Shaw Co., Charlotte, N. C. 


Howard Radio Co. 


The Howard Radio Co. of Chicago 
announces the following distributor 
appointments : 

Appliance Wholesalers, Inc., Detroit, 
Mich. 

Arizona Hardware Co., Phoenix, Ariz. 
Bowers Wholesale Corp., Norfolk, Va. 
Harris-Patrick Electric Supply Co., Nash- 
ville, Tenn. 

E. G. Hendrix Co., San Antonio, Tex. 
Kent Wholesale Distributor, Grand Rap- 
ids, Mich. 

Terry-Durin Co., Cedar Rapids, lowa. 


Miracle Appliance Co. 


Miracle Appliance Co. of Chicago, 
manufacturer of home appliances, has 
announced as authorized distributor the 
following : 

Allied Music Sales Co., Detroit, Mich. 


S. E. Smalling, sales manager of 
the building division of Morton Mfg. 
Co., Chicago, announces the appoint- 
ment of the following distributors of 
inks: 


Nash-Kelvinator Sales Corporation, At- 
lanta, Ga. 

Nash-Kelvinator Sales Corporation, Buf- 
falo, N.Y. 

Nash-Kelvinator Sales Corporation, Chi- 
cago, Ill. 

Nash-Kelvinator Sales Corporation; Cin- 
cinnati, O. 

Nash-Kelvinator Sales Corporation, 
Cleveland, O. 

Nash-Kelvinator Sales Corporation, Dal- 
las, Texas. 

Nash-Kelvinator Sales Corporation, De- 
troit, Mich. 

Nash-Kelvinator Sales Corporation, Hart- 
ford, Conn. 

Nash-Kelvinator Sales Corporation, Kan- 
sas City, Mo. 

Nash-Kelvinator Sales Corporation, Min- 
neapolis, Minn. 

Nash-Kelvinator Sales Corporation, New 
Orleans, La. 

Nash-Kelvinator Sales Corporation, New 
York, N. Y. 

Nash-Kelvinator Sales Corporation, Oak- 
land, Cal. 

Nash-Kelvinator Sales Corporation, Pitts- 
burgh, Pa. 

Nash-Kelvinator Sales Corporation, St. 
Louis, Mo. 

Nash-Kelvinator Sales Corporation, 
Washington, D. C. 

Nash-Kelvinator Sales Corporation, Los 
Angeles, Cal. 

Albany Gar. & Appl. Dist., Inc., Albany, 
N. Y. 

Charles Ilfeld Co., Albuquerque, N. Mex. 
Amarillo Hardware Co., , Tex. 
Taylor Refrig. & Appl. Co., Billings, Mont. 
Southern Appliance Corp., Charlotte, 
N. C. 

Western Appliance Corp., Denver, Colo. 
Mullin Furniture & Appliance Corp., 
Dodge City, Kan. 

Pioneer Appliance Sales Co., Dodge City. 
Kan 


Car Parts Depot, Inc., El Paso, Tex. 
Tri-State Appliance Distributors, Erie, Pe. 
Moore and Stewart, Inc., Gastonia, N. C. 
George F. Keggin, Grand Island, Neb. 

J. A. White Distributing Co. Grand 
Rapids, Mich. 

Carolina Saies Corp., Greenville, N. C. 
Landis Electric Co., Lancaster, Pa. 
Electrical Equipment Co., Phoenix, Ari. 
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HEATING PADS 





ee Be 


CUSHION 
COMFORT 


New soft padding 
and improved cush- 
‘on construction give 
restful comfort on pil- 
lowed heat. 


Cover fob 
™ Cs treat, a 
with DuPont “Zeio. 5 
ew t Zelan, 


Ster repellent 





No other heating pad offers so many sales-making features as Samson 
. . and, of course, only Samson has the patented, time-tested Safe-T 

Selective Heat Circuit that assures customer satisfaction and safety. 
We Are Participating in 20™S0n Heating Pads are already in volume pro- 
= =a ra, duction . . . as are Samson Selective Speed Auto- 
\ matic Irons. Soon to come will be Samson Safe-flex 
Rubber Bladed Fans. and Samson Variable Control 
* Table Ranges. Watch for them . . . and for news of 

other profit-making Samson appliances. 





HEALTH AID WEEK 


4 
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[NUMBER THREE OF A SERIES] 


Standards of Merchandismg 


Tt: CREATE new and profitable markets for Electric Door Chimes, 
Rittenhouse has been developing new sales ideas built upon 


tried standards of merchandising, for its radically new door chimes 
soon to be announced. 


In association with one of the country’s leading marketing research organizations, | 


Rittenhouse devoted several months to procuring practical, up-to-the-minute sales 
facts for future merchandising plans. This Rittenhouse-sponsored, coast-to-Coast 
survey among wholesalers, dealers and consumers will enable Rittenhouse to provide 
an array of powerful, hard-hitting, sales promotion factors designed to make Ritten- 
house Chimes the fastest-selling, profit line in the country. 


Rittenhouse Promotion and Merchandising Plans Include: 


. A clearly defined sales procedure for distributors and dealers based upon facts 
obtained from its national surveys. 


. Famous Norman Bel Geddes chime designs combined with new chime mechanisms 


never before available. 
. Unexcelled tone richness, in models to meet every consumer budget. 


. Artistic and compelling Chime Display Boards that will stop prospects on sight. 
New in construction—new in display beauty and appeal—new in demonstration effectiveness. 

. Expertly created full-color Window and Counter Displays. 

. Illustrated, color Dealer-Consumer Literature. 


. The largest national magazine and Sunday newspaper magazine advertising su 
ever put behind the sales promotion of door chimes. And it’s double-barrelled in 
action! Big-circulation Sunday Newspaper Magazines for immediate sales volume 
in heavily populated centers—plus an imposing group of top-ranking National Maga- 
zines to tell the story of Rittenhouse superiority to millions—wherever they live. 


These are just a few of the reasons why it will pay the far-sighted wholesaler and 


retailer to Plan Profitably with Rittenhouse. 


48 






Rittenhouse 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, N. Y. 





DISTRIBUTORS 
APPOINTED 


| 





Emery-Waterhouse Co., Portlend, Me, 
Wilmot Hardware Co., Roswell, N. Me, 
Tri-State Electric Co., Sioux Fal's, $. p, 
Ozark Motor & Supply Co., Springfie, 
Oklahoma Tire & Supply Co., Tulsa, Ol 
dene Cornett Electric Co., Welt 
Va. 

The Careva Co., Inc., York, Pa. 


National Sewing Machine Co, 


The National Sewing Machine (, 
Belvidere, Ill, announce as the 
California distributors: f 
Kinney Brothers, Los Angeles, Cal. 


Premier Division, Hectric 
Vacuum Cleaner Co., Inc. 


R. B. Wilson, executive vice-presi- 
dent of Electric Vacuum Cleaner Co, 
Cleveland, manufacturers of Premie 
Cleaners, has announced the followi 
exclusive distributor appointment 
the Baltimore area: 


Stephen Seth & Co., Inc., Baltimore, Md. 


* 


Schaefer, Inc. 


Schaefer, Inc,, matiufacturer of Pak- 
A-Way freezers, has announced th 
distributor appointment: 


Valley Equipment Co., Charleston, W. Y 


Stewart-Warner Corp. 


Stewart-Warner Corp. has 
pointed the following distributors 
its line: 

Tracy & Co., Inc., Providence, R. |. 
John Heinrich Co., Buffalo, N. Y. 


Stromberg-Carlson Co. 


The Stromberg-Carlson Co., Rod 
ester, N. Y., has announced the f 
lowing appointment as ‘distributor ¢ 
its post-war line of radio, FM asl 
television receivers fér the greate’ 
Boston area according to Clifford J 
Hunt, sales manager of the radio 
division : ; 


Adams-Erickson, Inc., Boston, Mass. 


Warwick Mfg. Corp. 


Reau Kemp, general sales manag 
of Warwick Mfg. Corp., Chicago, 2 
nounces the appointment of the i 
lowing distributor of Clarion radios 
Appliance Wholesalers, Newark, N. J. 


Youngstown Kitchens, 
Mullins Mfg. Corp. 


Youngstown Kitchens, Mullins Mi 
Corp., announces the following ™ 
distributor appointments : 

Crouch Appliance Co., El Paso, Tex 
Devlin-Drew Co., Fresno, Cal. 

Foster Supply Co., Buffalo, N. Y. 
Gem City Appliances, Inc., Dayton, 0. 
General Pipe and Brass Co., St. Lov" 
Mo. 

Pioneer Appliance Co., San Francis? 
Cal. 


* Reco Appliance Co., Dallas, Tex. 











L. S. Hart, Birmingham, Ala. 
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New Dawn... The feeder line stringing down the side road signifies 
not merely new light and new life’for farm families . .. but the dawn 


of a new dual market, industrial as well as domestic. 








has 
The farm home needs all the appliances used*by urban families... 
», R. : 
. Y. is also a prospect for range, food freezer, and various forms of power, 
and a better kilowatt customer. 
og ‘a The farm factory can profitably use extra illumination for barn and 
— yard ... battery chargers, grinders, drills, lathes, cleaners, coolers, 
ay milking machines, hoists, ventilators, water heaters . . . and small motors 
o ae for innumerable tasks. 
, Mass. 
REA forecasts for the next five years 5,298,000 farms to be electrified . . . 
opening markets that stagger the imagination. And the load curve 
. ‘ . P 
shicago, ‘ will leap fastest, mount highest in the farm areas already showing the 
f the fd ‘ , ‘ , : 
ai radios highest electrification rate . . . the thirteen Heart states plus Pennsylvania 
k, N. J. ° P 
s and New York, the selected and selective territory of SuccessruL FARMING. 
Five years of good crops and good prices have peaked savings and credit 
{ullins Mi in these best farm states where 42% of the farm families are included 
lowing mi : eae : 0 . , 
in the more than a million SF subscribers . . . entitling this magazine 
Paso, Tex. , . > : 
fy to a prime place in any manufacturer’s plans and on national 
N. Y. ee P ‘ 
Dayton, O. advertising schedules—as the major medium to meet and 
o., St. Loui ° . , 
make the most out of a major marketing opportunity . . . 
Francis . 
— turn prospects into profits soonest! ... Get the facts from 
— R any SF office... Successrut Farminc, Des Moines, 


New York, Chicago, Atlanta, San Francisco, Los Angeles. 
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ConveRT ANY VAPORIZING 
OIL-BURNING APPLIANCE INTO A 


Completely Automatic Tustallation 
OILIFTER 


LIFTS OIL FROM REMOTE 
STORAGE TO AS HIGH AS 
3rd FLOOR INSTALLATIONS 


ENDS Messy “Bucketing” of Oil 
from Tank — Insures Constant 
Supply of Oil, Day and Night, for 
Space Heaters, Floor Furnaces, 
Ranges, Water Heaters .. . 


Here’s an efficient, economical 
automatic pump for all vaporizing 
burner equipment — lifts oil as high 
as three stories -from the basement 
tank. ““A-P’’ OILIFTERS perform this 
function silently, efficiently, at low 
initial and maintenance cost. 


For any structure, private or pub- 
lic, in which vaporizing oil-burning 
appliances are used, an “A-P” OIL- 
IFTER brings greatly improved and 
modernized fuel oil service. It means 
savings of many tedious hours of 
manual pumping — it means the 
convenience and economy of depend- 
able automatic fuel control. 


With the “A-P”’ OILIFTER, when 
a light grade oil is used, the remote 
storage tank may be as far as 25 feet 
vertically and 100 feet horizontally 
from the OILIFTER unit. All excess 
fuel in the OILIFTER reservoir cham- 
ber syphons back automatically into 
the inlet supply line — hence no 
wasting of fuel oil. 


Let the “A-P’’ OILIFTER boost your sales of all types of vaporizing 


burner equipment — build customer good-will and satisfaction for you. 
Send today for illustrated bulletin with full data. 


AUTOMATIC PRODUCS COMPANY 


2400 N. 32nd STREET 





MILWAUKEE 10, WISCONSIN 





A Fuel and Labor Saver for. . . 
Private Homes * Hotels ° 

Tourist Camps °* Schools ° 
Stores °* Churches °¢ 


Anywhere 
Vaporizing Burner Appliances are used. 


Apartments 
Garages 
Public Halls 








ABLE Oc¢ Coutrols 


“A-P" CONTROLS ARE DESIGNED TO ELIMINATE SERVICING! 











NEW POSITIONS 


OF THE MONTE 





Raytheon Mfg. Co. 


Laurence K. Marshall, president of 
Raytheon Mfg. Co., announces that 
Ray C. Ellis, former director of the 
WPB radio-radar division, has been 
appointed vice-president of Raytheon. 

From 1930 to 1941 Mr. Ellis was 
with General Motors Corp. in various 
activities including engineering, sales, 
service, personnel and public relations, 
being associated with electronic work 
through most of this period. When 


General Motors entered the auto radio 
manufacturing business in 1936, Mr. 
Ellis was made general manager of the 
Delco Radio Division. In the spring 
of 1941, at the request of General 
Knudsen, he joined OPM, later WPB, 
to start the mobilization of radio and 
radar production facilities. 

In 1942 he became director of the 
WPB radio and radar division. In 
addition to correlating the electronic 
production facilities in the United 
States, he made extensive trips to 
England and Russia, assisting those 
countries in the scheduling and pro- 
duction of their electronic equipment. 


Electronic Corp. of America 


Electronic Corp. of America has an- 
nounced the appointment of Thomas 
W. Ward as assistant sales manager 
for the company’s new line of home 
radios and musical novelties, according 
to Jack Geartner, in charge of all 
ECA sales. 


THOMAS W. WARD 


As sales manager for Warren- 
Norge Corp. and previously as appli- 
ance buyer for bloomingdale’s, Namm’s 
and other key department stores. Mr. 
Ward acquired an extensive knowl- 
edge of the durable consumer goods 
field. 


OCTOBER, 


en 


He also was active in merchandising 
the Kelvinator and Norge refriger. 
ators and Farnsworth and Majecty 
radios. 


Warwick Mfg. Co. 


John S. Holmes, president of th 
Warwick Mfg. Corp. of Chicago 
manufacturers of Clarion radios, has 
announced the appointment of Lyn 
A. Saylor as advertising and salg 
promotion manager. 


LYNN A. SAYLOR 


Mr. Saylor was formerly advertising 
and sales promotion manager of th 
Certain-teed Products Corp. of Chi- 
cago. He has had wide experience 
in the electric appliance field, having 
been associated for thirteen years with 
Hotpoint. 

For six years, Mr. Saylor was a- 
vertising and sales promotion manager 
of the Hotpoint electric range division. 
He also served in a similar capacity 
for various other divisions. 


Frigidaire Division 
General Motors Corp. 


W. I. Buchanan, manager, Chicago 
Branch, Frigidaire Division, Gener 


Motors Corp. recently announced ti 


appointment of Carl E. Reed as sal 
manager of the Apartment House ani 
Builders Department. 

Mr. Reed is a veteran electri 
refrigeration expert, and before enter 


ing Government work at the beginning 


of the present war, spent 16 ye 


CARL E. REED 


with Frigidaire, specializing in ® 
. Service and Selling Divisions. He 

a dealer representative prior to 1™ 

During the past few years he % 


been employed in government wor 


expediting production in the electrom 
field for the Army and Navy. 
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nail BACK OF EVERY SUPE 
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refriger. 
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: me Hels You Outsell 


| a The Queen Stove Works was established in 1921. Men of wide experi- o 


ence in manufacturing and selling oil burning appliances make up this old, (eae 
] established organization. AL [ C 0 M p ET | i | 0 N 


Through years of engineering research it has developed important and 
exclusive sales and service features, in its products, such as the Fuelsaver. Modern 
factory equipment and the latest scientific techniques such as the Infrared process 
are used to produce quality merchandise. 





DeLuxe, Medium and Low 
Price Lines Lines to Fit the 
Purse of Every Prospect. 


¢), ' ; PR! : : é 20 MODELS, Including The 
\ Rigid standards of inspection are maintained on raw materials and finished Superflame Kitchenette. A 
products. The cooperative interest of the company in the sales and distribution Design and Size for Every 

problems of its distributors is reflected in the friendly esteem which distributors Need. 
from coast to coast have for the Queen organization The DeLuxe Twin. Two Heat- 



































advertising 
ae ae We invite inquiry from distributors who are interested in immediate sales and 
Dp. OF Unl- “ “ é e ° ‘ . 4 
experience a long-lasting, profitable relationship. Territories are available in several attractive 
eld, having sales areas. 

years with 


ers in One. Use one for mild 
weather both when extra heat 
is needed, 


Superflame Fuelsaver and 
or was / DEALERS! Superflame distributors have available the popular Superflame models OT Ey En- 
o “ieee you need for immediate sales. If there is no Superflame distributor near you, send S S . 
ar capacity us the name of your favorite distributor and get in on the present and future market. 


QUEEN STOVE WORKS, INC., ALBERT LEA, MINN. 


MANUFACTURERS OF OIL BURNING APPLIANCES SINCE 1921 








er, Chicag See 
ym, Genera = = 


ounce SUPERFLAME FUELSAVER HEY 20 moveis ... 


sed as sale : : 

Boawet ; ~~ GIVES YOUR CUSTOMERS THREE COMPLETE LINES 
aati a for the DeLuxe, Medium and Low Price 
efore enter WF) MORE HEAT WITH LESS FUEL Buyer. Enables You to Outsell All Com- 
. es petition. 


The Superflame Fuelsaver is the result of 

Queen engineering ability and appliance 

experience. It gives you these outstand- 

: The Superflame Popular 

ing sales features: Saves 20% or more is Priced Combination Heater 

of fuel cost; cuts stack heat loss 30%; ond the Superfieme Kitchen 
< 7 ette ore or of is IG 

laboratory tests show it will produce same oa 





LINE! 

heat units with 331, less fuel consump- = 
tion; increases radiating capacity and 
radiating surface 100%. 




















zing in B 
ms. He 
‘ior to 19 u 
vars he i . 

opr pee OIL BURNING SPACE HEATERS ... WATER HEATERS ... FLOOR FURNACES 
e electro 
Navy. 
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How a toaster looks at the 
postwar dealer market! 


TOASTMASTER Procuucl 





AA ty 





Z 
—L 


il 


This under-the-counter slant suggests that, upstairs, a 
fine bit of “fishing’”’ may be going on. (Planning is 
perhaps a better word.) Many a dealer is doing lots 
of that these days. 

Any way a toaster looks at it, some dealers would 
gladly bait their sales barb with any kind of mer- 
chandise. Others (the smart ones) are out for a heavy 
catch. They’re going after business with Big Ones 
on the hook. 

Inthe toaster field, that Big One isthe “Toastmaster” 
toaster—the one toaster that most customers ask for 
by name. And with good reason. 

More “Toastmaster” automatic toasters have been 
sold than all other makes combined! And far-and-away 
greater than any other is “Toastmaster” toaster’s 
consistent, persistent national advertising. 

If you catch yourself “fishing around,” plan to cast 
your lot with the Big Ones in every line. And in 
big-volume traffic appliances—that Big One is the 
“Toastmaster’* toaster. 


**Toastmaster"™ is a registered trademark of McGraw Electric Company. 
Copr. 1945, ToastMastex Prop@crs Division, McGraw Electric Co., Elgin, Ill, 


eS 


SINK AND CABINET CONFAB—C. J. Enderle, (right) manager of the General Elec- 
tric Co.'s electric sink and cabinet division, sets up a miniature modern electric 
kitchen for the benefit of the division's new sales manager, R. B. Beale, Jr. Beale was 
formerly the company's home laundry representative in Philadelphia, then assistant 
to the manager of laminated products sales in Pittsfield, Mass. 
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OF THE MONTH 
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Crosley Corp. 


Appointment of Tye M. Lett, Jr. 
formerly of General Motors Overseas 
Operations, New York City. as assis- 
tant director of exports of The Cros- 
ley Corp. has been announced by J. W. 
DeLind, Jr., Crosley director of ex- 
ports. 

Mr. Lett served as regional manager 
in the Caribbean and South American 
regions for Frigidaire Ltd. the divi- 
sion of General Motors formerly re- 
sponsible for Frigidaire sales and serv- 
ice in overseas territories. Subse- 
quently, he served as manager of the 
Delco Frigidaire division in Mexico. 


The Magnavox Co. 


The appointment of O. A. Fiebig as 
assistant sales manager of the radio- 
phonograph division of The Magnavox 
Co. has .been announced by N. B. 
Sherrill, Jr., sales manager. 


O. A. FIEBIG 


Mr. Fiebig, who has been a member 
of the Magnavox personnel for 15 
years, has been with the sales depart- 
ment of the radio-phonograph .division 
since its organization in 1936 by Frank 
Freimann, executive vice-president. 
Prior to that time, his dutiés were 
connected with the Illustravox (sound- 
slidefilm equipment) and component 
parts sales departments. 


Victor Electric Products, Inc. 


C. L. Harrison, president of Victor 
Electric Products, Inc. of Cincinnati, 
has announced the appointment of 
Howard F. Doll as chief engineer. 

Mr. Doll was sales engineer with 
the General Electric Co. from 1929 
until 1940, then chief engineer with 
the Dumore Co. until 1944. He comes 
to Victor after more than a year as 
plant manager for the National Min- 
eral Co. 


Schaefer, Inc. 


Appointment of J. L. Armstrong to 
the position of general sales manager 
of Schaefer, Inc., manufacturers of 
low temperature frosted food and ice 
cream cabinets, is announced by H. L. 
Schaefer, president. 

As head of the Schaefer nationwide 
factory and sales representatives’ or- 
ganizations, Armstrong will integrate 


J. L. ARMSTRONG 


the firm’s sales, advertising and sales 
promotion programs in the distribu- 
tion of the Schaefer line of commer- 
cial fygsted food and ice cream cabi- 
nets atid the Pak-A-Way series of 
home and farm freezers. 

Armstrong joins the Schaefer com- 
pany with.a background of over 12 
years in sales, sales promotion and ad- 
vertising work in the Twin Cities. 
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NEXT MONTH in this magazine . . 
you'llsee .......... the line! 
GET SET TO GO... with ARVIN 


NOBLITT-SPARKS INDUSTRIES, INC. + COLUMBUS, INDIANA 


UPSTAIRS . DOWNSTAIRS ‘ ALL THROUCH THE HOUSE ouTDOORS Too 
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This is one 
of the new 





For Natural, Arti- 
ficial or L. P. Gas 


. . which will be ready 
for you during the 


last quarter of 1945 


* 


GRAND HOME APPLIANCE CO. 


2323 EAST 67th STREET « CLEVELAND 4, OHIO 














NEW POSITIONS 


OF THE MONTH 





Zenith Radio Corp. 


Harvey Tullo, director of purchases 
since 1941, has been elected vice presi- 
dent in charge of purchases for Zenith 
Radio Corp. Tullo entered the radio 
field in 1928 as head of the material 
control department of Kolster Radio 
Corp., and in 1931 became assistant 


HARVEY TULLO 


purchasing agent for Federal Tele- 
graph Corp. In 1933 he became pur- 
chasing agent for Pilot Radio Corp. 
He left Pilot in 1938 to join Emerson 
Radio as purchasing agent, a position 
he held until joining Zenith in 1941. 

Sam Kaplan, credit manager and 
assistant treasurer, has been made an 
assistant vice president of Zenith. 
Kaplan began work for Zenith more 


SAM KAPLAN 


than twenty years ago. In 1934 he 
was elected assistant treasurer and 
assistant secretary. In 1935 he became 
credit manager. 


Electric Institute of Washington 


Emery E. Samson has returned to 
the promotional staff of the Electric 
Institute after serving as control officer 
in the U. S. Navy for three years, 
according to W. G. Hills, managing 
director. 


The Trane Co. 


Captain Ralph E. Lee, recently dis- 
charged from the Army Air Corps, is 
now manager of the Export Depart- 
ment of The Trane Co., La Crosse, 
Wisconsin, manufacturers of heating, 
cooling, air conditioning and heat ex- 
change equipment. Captain Lee, who 
holds the Distinguished Flying Cross 
and Air Medal with four Oak Leaf 
Clusters, left the company’s General 
Sales Department in March of ’42 to 
enter the service. 


Faraday Electric Corp. 


Charles L. Hobbs has been appointed 
assistant general sales manager of 
Faraday Electric Corp. For the past 
year and a half Mr. Hobbs has acted 
in the capacity of Chicago branch 
manager. Previous to his association 
with Faraday he was vice-president 


CHARLES L. HOBBS 


of R. Cooper, Jr., Inc., appliance dis- 
tributors, also of Chicago, where he 
spent 13 years. 


Bendix Home Appliances, Inc. 


Lynn Eaton of Bendix Home Ap- 
pliances, Inc., has been promoted to 
Eastern Regional sales manager, it 


LYNN EATON 


was announced by W. F. Linville, 
sales manager. Eaton has been N. Y. 
Division manager since last Septem- 
ber. 


Conlon Corp. 


Appointments to three key positions 
in the Conlon Corp., Chicago, manu- 
facturer of household washers and 
ironers, are announced by I. N. Mer- 
ritt, vice-president and general man- 
ager. 

Roy E. Andree, Meadows division 
assistant to Mr. Merritt when he was 
vice-president and director of the Elec- 
tric Household Utilities Corp. and 
president and director of its Meadows 
Manufacturing Co. subsidiary, becomes 
Conlon director of sales. 

A. T. Blakemore, former Electric 
Household sales supervisor, has been 
made executive assistant. George Con- 
ley, former special engineer 0! 
Meadows and Electric Household and 
more recently with Bendix Aviation 
and the Bristol, Pa., plant of Henry 
J. Kaiser, has been made chief eng 
neer for Conlon. 
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~ JOIN THE 


STOKOL 


DEALER CIRCLE 
FOR NEW PROFITS 














inville, 
N. Y. 
eptem- 


manu- 
s and 





STOKOL STOKER CO., INC. 
1145 E. 22ND ST., INDIANAPOLIS, IND. 
Gentlemen: Send details of Stokol Profit possibilities 
for me as a dealer. 
NAME 

da ADDRESS _ 

viation 


Henry 
f eng 
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Easily demonstrated advantages 











® Put insulation near the top of your list of 
selling features—on ranges, refrigerators, 
home freezers, other home equipment insu- 
lated with Fiberglas.* 

‘First Choice” insulation before the war, 
Fiberglas is even more of a standout today. 
No insulating material offers so many ad- 
vantages, nor is as extensively used in home 
appliances and equipment. 

Fiberglas is a “lifetime” insulation — 
highly resilient, odorless and light in weight 
(a source of savings in manufacturers’ 


freight cost). Fiberglas stays put, doesn’t 





of FiperGLAS insulation 





settle or pack down. That’s a story you'll 
want to tell —a story that can close sales 


for you. 


f my 





DID YOU KNOW... 


Soft blankets of Fiberglas — blankets 
weighing less than one-twentieth of a 
pound per square foot— protect crew- 
men and passengers of giant com- 
mercial air transports. from cold and 


noise, yet add little weight to the plane. 











a 





THERMAL 


«I 34 E RG LAS INSULATION 


*T. M, Reg. U. S, Pat. Off. 





NEW POSITIONS 





General Electric Co. 


Anderson Heads Washer Div. 


C. E. Anderson, assistant comp- 
troller of the General Electric Co, 
has been appointed manager of the 
company’s Home Laundry Equipment 
Division, it has been announced by 
H. L, Andrews, vice president in 
charge of the G-E Appliance & Mer. 
chandise Department. 


Cc. E. ANDERSON 


Mr. Anderson succeeds J. M. Wicht, 
who has resigned. He will be re- 
sponsible for all engineering, manu- 
facturing and sales activities concern- 
ing G-E washers, ironers and dryers. 

At the same time, Mr. Andrews an- 
nounced the appointment of L. E. 
Walkley as auditor for the Appliance 
& Merchandise Department. 

Mr. Anderson joined G.E. in 1924 
as a member of the company’s business 
training course. He served succes- 
sively as assistant statistician, auditor 
of disbursements and assistant to the 
comptroller of the company. In 1936 
he was. transferred to Bridgeport as 
auditor of the Appliance & Merchan- 
dise Department, a post he held until 
he was elected assistant comptroller 
three years ago. 


Sink and Cabinet Division 


R. B. Beale has been appointed sales 
manager of the electric sink and cabi- 
net division of the General Electric Co. 
in Bridgeport, it was announced by C. 
J. Enderle, manager of the division. 
Mr. Beale was formerly connected with 
the home laundry and laminated pro- 
ducts divisions of General Electric. 


Traffic Appliances 


John G. Porter has been named to 
head advertising and sales promotion 
for General Electric traffic appliances 
in Bridgeport, A. L. Scaife, advertis- 
ing manager of the company’s appli- 
ance and merchandise department, has 
announced. Mr. Porter was formerly 


| in charge of advertising for the G-E 


Electronics Department. 


“Range and Water Heater Divisions 


M. R. Wallace has been appointed 
supervisor of the commercial service 
section of the G-E range and water 
heater divisions, it was announced by 
J. R. Poteat, manager of the divisions. 
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3 easy-to-use Plans 
for servicing 
G-E fractional-hp motors 


1. THE EXCHANGE PLAN. Covers the most 
commonly used types of G-E fractional-horse- 
power motors. Makes possible immediate replace- 
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. ment from G-E field stocks or from your own 
=a buffer stock. Replacement motors carry the G-E 
o. r- new-motor warranty, except for finish. 

yers. 
C = 2. SPECIAL REPAIR SERVICE PLAN. Provides 


for factory repairof semi-standard G-E fractional- 
hp motors not covered by the EXCHANGE PLAN, 
at established prices. Enables you to make quick, 
accurate, on-the-spot estimates. Repaired motors 
carry the G-E new-motor warranty, except for 
finish. 


jliance 


» 1924 


| G-E FACTORY SERVICE PLANS 
— —<y will help you 


to the 















































rt ke appli ts of servi t 
Tt as 
te ma e app lance prospec S 0 Service CuS omers 3. REGULAR REPAIR PLAN. Covers fractional- 
oat hp motors not included in either of the other two 
@ You can create a host of satisfied customers by being prepared plans, except extremely old or obsolete models. 
to repair or replace inoperative motors quickly, economically, wupestion ie: made; ut the: fectery;:and: the: call 
and expertly. These customers will make an attractive market estimate is submitted before work is started. 
Ba for appliances, when new appliances are again available. pe cb an «er ie ane eo 
oe Designed especially to meet the growing need for small-motor G-E service and enables you to handle repairs on 
by C. service, our dealer-proved Factory Service Plans make it possible practically any G-E fractional-horsepower motor. 
vision. for you to repair or replace practically any G-E fractional-hp . 
_ motor, regardless of the type or make of appliance on which it is 
_ used, and you don’t have to train re- 
pairmen. G.E. does the actual repair 
work promptly and at reasonable cost 
—you provide convenient, satisfactory 
ned to service to your customers at a profit 1 Electric COMPONY® Se os the FACTORY 
=— which you know beforehand. aa w yt gut booklet which serctiona-norsePowe” 
od vice 
wa Get the details of these simple, piease send opi help c 
it, has business-building plans today from SERVIC 3 
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When 30,000 Feet UP 
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WARPLANES take off at ground temperatures as 
high as 120°. In minutes they zoom to 30,000 feet 
and temperatures of 40° below zero. During that 
swift climb the oil in the engine must be kept at 
just the right temperature. Otherwise the engine 
may burn out in a few hours... fail when needed 
most. 

How could oil temperature be accurately and au- 
tomatically controlled despite outside temperature 
fluctuations of 160° and more, and tremendous air 
pressure caused by terrific speeds? Robertshaw 
found the answer. We designed, engineered and now 
manufacture a special control called an Actuator. 
This precision instrument is made up of nearly 500 
parts, many machined to tolerances of one ten 
thousandths of an inch. All are designed for mass 
production and assembly and complete interchange- 
ability in the field. 

Mass production of precision materials for war, 
new skills in research and manufacturing tech- 
niques, together with greatly enlarged facilities, 
will mean better Robertshaw thermostats for 
civilian needs. On peacetime ranges Robertshaw 
thermostats will more than ever be the mark of 
extra quality and dependable service. 
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NEW POSITIONS 


OF THE MONTH 








Electric Vacuum Cleaner Co., Inc. 


Electric Vacuum Cleaner Co., of 
Cleveland, manufacturers of Premier 
vacuum cleaners, has announced the 
return to that organization of Major 
Bliss R. Gates, after a leave of ab- 
sence of 39 months in service with the 
Army Air Forces. Major Gates’ new 


MAJOR B. R. GATES 


post will be that of regional manager 
of the Metropolitan New York and 
New England Divisions, with head- 
quarters in New York. 

A veteran of over 30 years service 
with Electric Vacuum Cleaner Co., 
Major Gates was New England di- 
vision manager for Premier, with 
headquarters in Boston, prior.to enter- 
ing the Army. 


National Union Radio Corp. 


National Union Radio Corp. an- 
nounces the appointment of Gail Halli- 
day as district manager for the States 
of New Mexico. Colorado, Utah, Wy- 
oming, Montana and Southern Idaho. 

Mr. Halliday is located at 1526 Ivy 
Street, Denver, Colorado. 


Free Sewing Machine Co. 


Free Sewing Machine Co., Rockford, 
Ill, has appointed Bart N. Eberlin dis- 
trict sales manager for the Southeast- 
ern states, according to an announce- 
ment by L. E. LeVee, vice president in 
charge of sales. The new headquarters 
will be located in Atlanta, Georgia. 


B. N. EBERLIN 


Associated with the Free Sewing 
Machine Co, since 1933, Mr. Eberlin 
was the company’s sales manager in 
the Baltimore area for many years. 


Apex Electrical Mfg. Co. 


A. C. Scott, vice-president in charge 
of sales of the Apex Electrical Mfg. 
Co., Cleveland, Ohio, producers of 
washers, ironers and vacuum cleaners, 
announces the recent appointment of 
Frank S. Ryan as advertising and sales 
promotion manager. 


FRANK S. RYAN 


Mr. Ryan for three years was assist- 
ant to the merchandising manager of 
house furnishing departments of the 
Higbee Co., leading Cleveland depart- 
ment store, later joining the Merchan- 
dise Division of the Westinghouse 
Electric Corp., Mansfield, Ohio, in 
charge of advertising production for 
refrigeration and laundry equipment. 


Maytag Central Co. 


Lester F. Johnson has been appoint- 
ed vice-president and general manager 
of the Maytag Central Co., according 
to F. L. Reiner, president. Mr. John- 
son recently resigned as a lieutenant 
commander in the U. S. Naval Reserve 
and was an assistant manager with the 
J. L. Hudson Co. of Detroit before 
joining the Maytag Co. as regional 
manager in the Detroit area. 


Wilcox-Gay Corp. 


E. E. Chapman recently resigned as 
plant manager of the Lonergan Mfg. 
Co., Albion, Michigan, to become as- 
sistant to the president of the Wilcox- 
Gay Corp., Charlotte, Michigan. 


E. E. CHAPMAN 


Preceding Mr. Chapman’s tenure 
at Albion, he was service production 
manager of the Product Division oi 
the Bendix Aviation Corp. 
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TWO-HARDNESS 
GASKETS 


Johnson Rubber Company's two-hardness extrusion 
gaskets never cave in and never wrinkle even when they 
are draped around a corner. 


The advantages of Johnson’s two-hardness extrusion gaskets 
are important, otherwise the demand would not be so 





S$ assist- 





—. “a . a great. For instance, on refrigerator doors they remain per- 
depart- Bt P Prin fectly straight forming a tight, even seal all the way around. 
lerchan- / Ew -~ : They eliminate the customary “snake” effect of a wavy 
~ E i pees gasket, thereby preventing the warm 
See or J : air from getting in the unit. The hard 
pment. Se ne rubber acts as a foundation and keeps 


the gasket from wrinkling while the softer 
rubber cushions the door and makes an 
excellent tight seal all the way around. 
These two-hardness extrusion gaskets 


ae 7 a are also made for lid or base gaskets on 
scording 4 i washing machines, ironers, toasters, etc. 
—— ~ ue { Johnson two-hardness extrusion gaskets 
Reserve ) ie ; have many applications in many fields. 
with the a ; If you have a problem send it in; our 
bere engineers will gladly go to work on it. 
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A “DL” Float Valve installed on a space 
heater, furnace, water heater or stove is 
evidence of a reliable product — good in- 
dication that the manufacturer has high 
standards of design, materials and work- 
manship—and that the whole unit will pro- 
vide the utmost satisfaction to you and your 


customers. 
It is the sort of a product you will want to sell. 


“DL” Float Valves are simple and extremely 
dependable. They may be taken apart for 
cleaning with only a screwdriver for a tool kit. 


They embody many features of advanced 
design, one of which is a simple, effective 
temperature compensation device to assure 
steady even fuel flow, regardless of fuel 
temperatures. 


Thermostatic or manual types available. 


Generel fics 3900 RUMEN AVENE 
(DETROIT ‘8, MICHIGAN _ 
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NEW POSITIONS 
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Westinghouse Electric Corp. 


The consolidation of the Westing. 


| house Electric Corp. advertising Pro- 
| grams under direction of J. 


M. Me. 
Kibbin, assistant to vice-president 


| im@luding all general advertising, the 


radio programs, motion pictures and 
sign identification work, has been 
announced by George H. Bucher, presi. 
dent. 

Mr. McKibbin has had charge of 
company product and industry advertis. 
ing since May, 1944. 
the additional advertising responsi. 
bilities to Mr. McKibbin places the 
entire Westinghouse program under 
his direction. His office will be jp 
Pittsburgh. 


Assignment of 


J: M. McKISBIN 


Mr. McKibbin joined Westing)ouse 
in 1922. Since that time he has been 
advertising manager in the company’s 
offices at Cleveland, Ohio, Detroit, 
Mich., and the Central district with 
headquarters in Pittsburgh; head of 
promotional operations of industries 
served by Westinghouse; apparatus 
promotion manager; in charge of the 
Application Data & Training Section, 
and in 1944 was made assistant to 
vice-president. 


Westinghouse Home Radio 


Appointment of W. S. Winfield as 
chief engineer of the Home Radio 
Division, Westinghouse Electric Corp.. 
was announced recently by Harold B. 


| Donley, manager of the Division. 


Mr. Winfield comes to Westinghouse 
after eight years with Colonial Radio, 
Buffalo, during which he perfected 4 
low-noise converter system and other 
electronic innovations widely used in 
wartime communications equipment. 
In addition he served during 1942-43 as 
consulting engineer to the Ordnance 
Division of Bell Aircraft specializing 
in electronic devices. 


Eastern Manager Appointed 


Appointment of R. H. McMann, 
former procurement control director o! 
the Republic Aviation Corp., as East- 
ern district manager of the Home 
Radio Division, was also announced 
by Mr. Donley. 

Mr. McMann will be located at 
Westinghouse New York headquarters. 
40 Wall Street, and serve all of New 
England, New York and northern New 
Jersey. 
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DISING 


FINEST HOME JUICER 


23-/ SINGLE STROKE HANDLE 


and’ Other Important Improvements 


it’'shere . . . the beautiful new JUICE KING with the unique SINGLE 
STROKE HANDLE that cuts squeezing time in half. 
And here are five additional JUICE KING features that make it 
easier .. . faster . . . more economical to squeeze fruit juice this 
better, modern way. 
1. New, patented Juice-All Strainer . . . gets all the juice. 
2. Interlocking Cup and Strainer . . . keeps seeds from slip- 
ping into glass. : 
3. Deep-Well Cup . . . prevents squirting when pressure is 
applied to fruit. 
4. Steel Handle . . . to resist wear and strain. 
Attractively encased for greater comfort 
and beauty. 
5. Open design . . . permits use of even the 
large size glass. Simplifies cleaning. 
included in the new JUICE KING line are models to 
sell at $3.95, $4.95 and $9.95. 
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NEW POSITIONS 


—— 





Electromaster, Inc. 


To supervise an expanded advertis. 
ing and sales promotion program, 
Gerald Hulett, vice-president of Ele. 
tromaster, Inc., of Detroit, announces 
the appointment of Roy B. Blanchard 
to the position of director of adverts. 
ing. 


ROY BLANCHARD 


Mr. Blanchard has a wide back- 
ground of experience in this field, hay- 
ing been advertising executive at the 
Chrysler and Plymouth Divisions of 
the Chrysler Corp. for the past five 
years. Previously, he was sales pro- 
motion manager of the Norge Divi- 
sion, Borg Warner Corp., and prior 
to that he was with the Buick Motor 
Co., where he was an advertising and 
sales executive. 


Fairbanks, Morse & Co. 


Lewis A. Harlow recently took over 
the post of advertising manager of 


LEWIS A. HARLOW 


Fairbanks, Morse & Co., where he had 
been assistant advertising manage! 
Mr. Harlow was formerly associated 
with publishing and radio. 


Gould's Pumps, Inc. 


E. E. Backlund, sales manager, 
Goulds Pumps, Inc., Seneca Falls, 
N. Y., has announced the appointment 
of J. B. Darden as assistant sales 
manager—Water System Division 
Mr. Darden has been in the sales de 
partment of the company since 192), 
with broad experience in the field ™ 
the Philadelphia and Washington, D 
C. district offices and in the Easter 
Seaboard territory. 

Mr. Backlund also announced tht 
appointment of G. W. Cramer as a¢ 
vertising and sales promotion manage. 
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ECLIPSE PLASTIC AGITATORS 
AND PARTS ARE USED ON THESE LEADING 
WASHING MACHINES: 


Bendix 


Blackstone 


ere he had 
manager 


Apex Holland-Rieger 


Barlow Maytag 
Barton 


Conlon Norge 


Easy Zenith 


General Electric 


IMPORTANT! 
By continuing Research and Development Eclipse has 
evolved great improvements on Plastic Agitators — En- 
larged production facilities enable Eclipse to meet the needs 
of the entire washer industry for better Agitators! 
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cUSTOM 


KCLIPSE 


 Yasiie Adifator... 


1S STANDARD EQUIPMENT 


ON THE BETTER 
HOME WASHING MACHINES 


THESE ADVANTAGES OF ECLIPSE PLASTIC 
AGITATORS HELP YOU SELL... 


% Offers more efficient washing 

\ ¥% Easier on clothes 
% More attractive modern design 
% Non-corrosive, heat-proof, acid-proof 

% Cannot discolor clothes 

% Smooth, easily-cleaned surface 
% Durable, light weight 
% Cannot fade or discolor 


% Available in colors 


% PIONEERED AND DEVELOPED BY 
ECLIPSE ENGINEERS 


FOR A BETTER SALES STORY to the housewife — be sure 
YOUR washer line is up-to-date with ECLIPSE PLASTIC 
AGITATORS. 


MOULDED PRODUCTS COMPANY 


Division of General American Transportation Corp. 
5162 North Thirty-Second Street Milwaukee 9, Wisconsin 


MOULODERS FOR At 


ON Bos TR ¥ 
n managef. ; 
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Available Now! “Chantilly” Alarm Clock. 


Ivory. 


Available Now! “Corporal” Alarm Clock. 
Ivory. O.P.A. ceiling price $4.50 plus tax. 


PAGE 


O.P.A. ceiling price $4.95 plus tax. 


Coming Soon! “Heralder” Alarm Clock. 
Ivory. O.P.A. ceiling price $3.95 plus tax. 


Price $4.95 plus tax. 


G-E CLOCKS-HEADING YOUR WAY! 


Three styles available now! 
Two more coming soon! 


This General Electric line will put you right back 
in the clock business! 


Your G-E distributor will see that you get your 
share the minute they’re available. 


Then you can offer your customers a selection of 


. at the fastest-selling 


the most popular models . 
’ 


prices! 
And every one has all these famous G-E features: 


e Self-starting G-E Motor never needs winding. 


e Dependable mechanism, split-second accuracy. 
e Sealed-in-oil construction, needs no oiling. 

e Extremely quiet operation. Approved cord sets. 
e Economical operation, costs only a penny a week. 


And remember, General Electric is coming back 
with a full line of chime, striking, and occasional 
clocks; as well as many more alarm and kitchen 
clocks. General Electric Co., Appliance and Mer- 
chandise Department, Bridgeport, Conn. 


FOR GOOD USTENING: Don’t miss Art Linkletter, in “The 
G-E House Party,” every afternoon, Monday through Friday, 
4p. m., E.W.T., CBS. “The G-E All-Girl Orchestra,” Sunday, 
10 p. m., E.W.T., NBC. “The World Today,” News, Monday 
through Friday, 6:45 p. m., E.W.T., CBS. 


General Electric Clocks 


The Clocks Most Women Want Most 


GENERAL @ ELECTRIC 


Coming Soon! “Garcon” Kitchen Clock in 
white, ivory, red, or green. O.P.A. ceiling 


price $3.95 plus tax. 
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Available Now! “Troubadour” Alarm Clock 
Ivory. Luminous numerals and hands. , 
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Pizitz Dry Goods Co. 

Edward T. Spear has been appoin:ed 
manager of the electrical appliance cec- 
partment of Pizitz Dry*Goods Co., 
Birmingham, Ala. Mr. Spear was 
formerly assistant in the department. 
He succeeds W. C. Allen, resigned. 


Breuner Home Furnishing Co. 


R. W. Hurff has been named buyer 
of major appliances for the Breuner 
Home Furnishing Co. of Oakland, 
Cal, according to Mr. Breuner. J. R. 
Weis, former general buyer is now 
in charge of radio and records. 


Hecht Brothers 


Hecht Brothers, Baltimore, Md, 
department store, has announced the 
appointment of Joe Hoffman as man- 
ager of its appliance and radio de- 
partment. 


Butler Brothers 


Butler Brothers of Baltimore re- 
cently announced the appointment of 
Charles H. Jackins, well known in 
the radio and appliance field in Balti- 
more, as manager of its major elec- 
trical appliances department. 


May Co. 


The May Co. of Baltimore has ap- 
pointed Hyman Goodbinder buyer of 
electric refrigerators, washing ma- 
chines, radios, vacuum cleaners and 
stoves. Mr. Goodbinder was formerly 
associated with the major appliance 
department of the Hecht Co. in Wash- 
ington. 


Bing Co. 


The Bing Co. of Cleveland, Ohio, 
has announced the appointment of 
Myron Frisch as buyer of major 
appliances, radios and stoves. Mr. 
Frisch was formerly with the May Co. 
and the Apex Electrical Mfg. Co. 


Stix, Baer & Fuller 


Edward Collier has been appointed 
buyer of major appliances for Stix, 
Baer & Fuller of St. Louis, Mo. Mr. 
Collier operated his own appliance 
store at Columbus, Ohio, before join- 
ing the armed forces. 


Strouss-Hirshberg Co. 


Lee H. Schwartz, formerly of Tren- 
ton, N. J., has joined the Strouss- 
Hirshberg Co., Youngstown, Ohio, as 
merchandise manager of the hard lines 
division, which includes both major 
and small electrical appliances. 


R. H. White Co. 


Joseph T. McElroy has been ap- 
pointed housewares buyer of the R. H. 
White Co., Boston. He was formerly 
assistant housewares buyer of Jordan 
Marsh Co. of Boston. 
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Since there's nothing finer than a Stromberg-Carlson 


for the Main Radio Line in 


THESE SEVEN WORDS, “There’s nothing finer than a Stromberg- 
Carlson” have aptly summed up Stromberg-Carlson leadership for 
51 years. Today, by the millions, America is swiftly swinging to 
the conviction that the main radio in any man’s home should be 
as fine a musical instrument as its owner can possibly buy. 

Stromberg-Carlson is the main choice for the main radio in 
whatever price range — whether table model, console, or radio- 
phonograph combination. And its superiority as a musical instru- 
ment is carried to the public through vigorous national advertising 
with some 475,000,000 impressions in thirteen leading magazines 
during 1945. 

Ask your Stromberg-Carlson distributor for details of the very 
favorable Franchise Agreement now being offered, or write us 
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your showroom! 





directly. For you will find that Stromberg-Carlson is: 


—the important radio unit 
— the radio unit carrying real profit opportunity 
— the radio unit with easy-selling public acceptance. 


Become an Authorized Dealer now, and organize your postwar 
business around the Stromberg-Carlson main radio — a consistent 
profit maker whether in an outstanding table model, console, or 
radio-phonograph combination. 


STROMBERG- CARLSON 


ROCHESTER 3, NEW YORK 





RADIOS..... RADIO PHONOGRAPHS..... AND TELEVISION 
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for your Range of Tomorrow 


AB vvseey | 
——— 








SMARTLY 
STYLED 


Tb; 


@ An attractive, accurate cook- 
ing-timer and clock mechanism 
that can be readily styled to 
match the trim of any modern 
range. 
e A large dial and well-spaced adjusting knobs make it easy to 
read, to set, and to clean—selling features that count. 
@ It allows a maximum cooking time of 8 hours in a period of 17 
hours—another sales point. 
@ Designed for vertical or horizontal mounting, and utilizing the 
famous Telechron* motor. Made in two sizes: with a 3-inch or a 
214-inch dial. 
@ Produced by the largest manufacturer of timing devices—mass- 
production economies assure low price. 


SIMPLE TO 
66 OPERATE 


@ Simple to install, either built- 
in or aS an accessory. 
@ Simple to understand and operate—pull pins opposite the cook- 
ing period desired are pulled out to operate the range; the pull 
pins indicate when the timer is in operation. As cooking is com- 
pleted, the pull pins return to normal position and automatically 
turn off the range. 

Send for Booklets GEA-4418 and 
GEA-4449. For prompt delivery (fol- 
lowing WPB release), order now from 
our nearest office. Apparatus Depft., 
General Electric Co., Schenectady 
5, N.Y. 


*Trade-mark reg. U.S. Pat. Of 
* 
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FIRST OFF THE LINE—W. M. Davis, gas range sales manager, Norge division of 
Borg-Warner Corp., shakes hands with T. R. Jaycox, Norge Effingham, Ill., dealer, as 
the latter receives the first Norge range to be produced for the trade in the com. 
pany’s new plant there. M. B. Lasky (extreme left), president of Mayflower Sales Co., 


area distributor, was on hand to congratulate Jaycox, who is manager of H. |. 


Dust & Son. 














Universal "Systemeering” Ready; 
Dealer Profit Control Method 


Landers, Frary & Clark, manu- 
facturers of Universal electrical appli- 
ances, announces publication of a 50- 
page portfolio entitled “Systemeering” 
—which is, in effect, a retailer’s guide 
to the job of making a profit and 
keeping it. 


Prepared by Authorities 


Universal invited leading authorities 
in store operation to pool their facili- 
ties in order to develop a graphic and 
simplified guide to planned and con- 
trolled retail profits. Dr. O. P. Robin- 
son, Professor of Retailing, New York 
University, was retained to coordinate 
the preparation of “Systemeering” and 
William H. Hansen, assistant treasurer 
of Landers, Frary & Clark, functioned 
as technical adviser. These two men 
have called heavily upon the expert 
knowledge and long experience of 
the Burroughs Adding Machine Co., 
Moore Business Forms, Inc., and The 
Shaw-Walker Co., to provide the 
factual material. 


Buying, Selling, Operating 


According to Universal's W. J. 
Cashman, “Systemeering” makes an 
anatomical study of retailing from its 
minimum essentials to the larger store 
operation—breaking down its factual 
material into three distinctive func- 
tions of buying, selling, and operating. 

Under Buying, “Systemeering” 
points out that it is important to de- 
termine first what to buy, then where 
to buy, and then the keeping of 
adequate records following the writing 
of purchase orders. 

Emphasis is placed on the impor- 
tance of guiding the Buying Operation 
by use of want slips, supplier informa- 
tion, and market information—and in 
the necessity for making out the pur- 
chase order accurately, with proper 
copies kept for file and control. 

In speaking of the retailer’s selling 
job, “Systemeering” emphasizes the 
need for maintaining useful customer 
and prospect records. Sales records 
are shown to be important to the 
overall retail operation in order that 
Buying and Selling may be properly 
coordinated with the controls of the 
Operating Function. 


Buying, Selling and 
Operating Functions 
Of Dealer Analyzed 


Under “Operating” Systemeering 
emphasizes the importance of proper 
records used intelligently, and proper 
equipment for efficient operation and 
control of every phase of the dealer’s 
Buying and Selling Functions. It is 
pointed out that in addition to their 
importance to planned and controlled 
Buying and Selling, proper records 
are essential because on certain occa- 
sions others need and require the 
figures and records that tell the story 
of individual retailers’ business: Uncle 
Sam demands an accurate statement at 
income tax time; the dealers banker 
or creditor demands facts before mak- 
ing a loan or extending a loan; in case 
of fire the insurance company makes 
the dealer prove his loss. 


Answers These Questions 


Adequate records help prove this 
loss; they also help the dealer earn 
a greater profit on the same amount 
of sales. Systemeering points out that 
a simple system of recording transac- 
tions will reveal answers to the fol- 
lowing questions stated: 


1. What is the amount of my sales? 

2. How much of my business is “cash 
and “charge”? 

. How much do my customers owe me? 

. How much is owed to creditors? 

How much cash is on hand and in the 

the bank? 

What is the amount of inventory? 

What is the gross margin earned? 

. How much are total expenses? 

. What is the amount of my net profit? 

. What will be the amount of income 
tax? 

. What is the worth of my ownership 
in the store? 

. How is the store progressing in re- 
gard to sales, expenses, profits, ow"- 
ership? 

13. How does the store compare with 


_ ~ those of competitors? 


The theme running through the e: 
tire 50-pages of “Systemeering” whic) 
is emphasized again and again is that 
(1) to get more profit dollars from 


S2ene way 


a 
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Thanks to unsurpassed manufacturing facilities plus 
production “know-how” gained in building more radio 
equipment in a single year than the industry’s greatest 
prewar home set dollar output, Bendix will be one of 
the first major producers to ship its postwar models to 
dealers. Backing Bendix Radio dealers will be a national 
advertising and merchandising program of well over a 


























million dollars! « Leading dealers all over America— 


dealers who know radio and who, after looking at the 
facts of what Bendix has to offer, have signed ‘The 
Franchise With a Future.” The starting gun has been 
fired and if you, too, want to tie up with a leader write 
direct to Bendix Radio Division, Baltimore 4, Maryland, 


for the name and address of your distributor. 


BUILD BEST WITH BENDIX ... FOR PRESTIGE... PROFITS ... PERMANENCE! 





—a>—. 
BENDIX RADIO 


























AVIATION CORPORATION 
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...in appreciation to an old song says... 
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RUER today than ever before, because those homes that had laun- 
sdry equipment during the war are thankful beyond all words. It 











saved woman-power which was a war demand .. . shortened and 











transformed a hard laborious task to one of quick and pleasant 
dispatch. Cnbon in those homes served well. Chon. in any home that 


was without home laundry equipment, is a Number One ‘MUST’ for the future. 


























New and old home quaers ... millions of new brides . . . having heard of this 
outstanding service-free performance will be demanding Clon. for a life- 
time of satisfaction. Investigate the CnLon franchise in your community 
for profit. Cnbox products for nearly a third-of-a-century has had a follow- 


























ing . . . has made friends and influenced people. 
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retail procedure and (2) to keep mor 
of these dollars as net profit, the enter. 
prising retailer must keep practicg 
useful records. 

Systemeering is a guide to business. 
like thinking and has been developed 
in the hope that retail dealers wij 
find within its pages an inspiration for 
better and more efficient busines 
organization that they can acapt t 
their own business requirements ang 
use to help them to stop the leak 
so common to day-by-day retail bysj. 
ness and so responsible for the shrink. 
age of profit to unjustifiable levels. 


Shows Equipment Required 


Bridging the gap from the smal} 
or minimum essentials of retailing 
“Systemeering” emphasizes the buying, 
selling and operating functions by tak. 
ing each of these important depart. 
ments singly and showing with jllys. 
trations of forms, machine writing 
equipment, and housing for files and 
records, how the medium sized retajj 
store dealer can set himself up to 
handle the expansion of greater busi- 
ness volume in a way that is as easy 
and inexpensive, relatively, as any 
well-run “one man” type of operation, 

These pages cover the budgeting 
and planning of his retail operations, 
payments and collections, stock inven- 
tory control and the control of his 
expenses, as well as providing com- 
prehensive data on the retail inventory 
method and the figuring of gross profit. 
Sales book systems, delivery record 
forms, forms that expedite the. han- 
dling of time payment sales, service 
and repair sales as well as specialized 
selling methods such as lay-away, mail 
order, and telephone sales are all a 
part of this important section. 


Medium and Large Stores 


Before advancing into the “largest 
store” operation, Systemeering tells 
the story of important management 
controls and shows how the entire 
overall retail function operates eff- 
ciently and profitably only when the 
administration is properly advised by 
well-kept control records in order that 
an intelligent use of this information 
may act as a basis for important man- 
agerial decisions. 

The intermediate sized store is al- 
lowed to flow into the largest retail 
operation through the presentation of 
three specific “tailored systems” which 
provide detailed information and guid- 
ance on the cycle method of customer 
accounting, the receiving procedure for 
large retail store operations, and 
simplified payroll procedure for large 
store operations. 

A feature in “Systemeering” is 
found in its “Self Appraisal Chart” 
which provides the retailer with an 
opportunity to analyze himself im rela- 
tion to his business organization ac 
cording to the patterns suggested in 
this guide to retail profit. 

“Systemeering” is being made avail- 
able through Universal to all retail 
dealers. Printed in three colors 
bing, brown, and yellow, size 103” x 
164” with spiral plastic binding, t 
deserves a place on the desk of every 
ambitious dealer. 





Seth Thomas Appoints Gillman 


Seth Thomas Clocks, Thomaston, 
Conn., announces the appointment 0 
Charles J. Gillman as general sales 
manager, according to James Darcy, 
general manager. 

Mr. Gillman has been associated 
with Westclox for many years and re 





“cently has been their sales manager. 
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HE farmer is one business man 

who can look to an uninterrupted 
prosperity—for some years. For to him 
has been given one of the wisest 
pledges a government ever made. To 
him has been guaranteed 90% of 
parity for at least two years after the 
cessation of hostilities. 


To the farmer, parity prices mean 
proper and profitable prices for his 
products. To America, parity prices 
can only mean greater national 
rosperity. For, national income fol- 
ows farm income. 


Yes, farmers face good prices—and 
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What business can ignore the farmer’s strength? 


they face no reconversion. Their busi- 
ness need not be halted, even for a 
day, to switch from war to peace 
production, And the world demand 
for their products grows with each 
month, Hungry men the world over 
look to American agriculture. 


World events have made the farmer 
more than ever our No. | citizen—and 
industry’s No. 1 prospect. Farm in- 
come has soared to nearly 28 billions, 
and farmers’ savings, so steadily 
mounting, have now reached 14 
billions! 


What manufacturer, of bedsheets or 


1945 


the crossroads 









bulldozers, can overlook the prospec- 
tive flow of goods to the farm? And 
what advertiser can overlook the 
farmer’s avowed favorite magazine, 
Country Gentleman? 


With one eye on the farmer, one eye on 
Country Gentleman, you’re looking at 
your business future in the right 
perspective! 


* ountry 


entleman 


VER 














Let’s take a square look at the electric range market—from the retailer's 


side of the counter. 


It won’t he necessary to stimulate a demand. The demand will be big. 
But the cream demand of the coming year is certain to be for what you 
offer—not for who makes the offer. 


The American consumer has been promised more for his money than ever 
before in history. More convenience. More economy. More efficiency. More 


cleanliness. More beauty. More quality. More value. 


This is a new day—a new era. And people will be seeking, accepting the 


new wherever they turn. New miracles. New brands. New leaders! 
Every product will start from scratch in this new race for leadership. 


The electric range that comes closest to meeting the expectations of the 


average home will be the one that outranges competition. 








PRESSED STEEL CAR CO., INC. 


DOMESTIC APPLIANCE DIVISION 
666 Lake Shore Drive ° Chicago 11, Illinois 
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CELINE 


EATURES A MILLION WOMEN PREFER* 


We are prepared to prove that Presteline is that range 


Into this range has gone nearly fifty years of exacting experience in fine 
sheet metal forming and fabrication. This long background im building a 
notable amount of America’s finest railway coaches and equipment has 
given us the right to claim that no group of designers or engineers in 
industry knows more about the fine art of work-saving, space-saving, 


modern design. 


America’s finest, most saleable Electric Range—Presteline—is proof. Inves- 
tigate—check feature for feature against the field—see Presteline— 


and be convinced! 


Write for full details and 
2 we are: Pressed Steel Car Co., Inc. is one 
name of the Presteline WHO 


of America’s greatest industrial organiza- 
tions —for nearly fifty years builders of fine railway 
coaches—and other railroad equipment. During the 
war this company was one of America’s outstanding 
producers of tanks, tank retrievers, tank destroyers 
and motorized armament for the United Nations. 
Over 1,500,000 square feet of production space in our 
Chicago plant alone! 159 acres of ground area in our 
plant at McKees Rocks, Pa.! 


WHER we intend going: We have the resources, 

skill and ingenuity to assure leadership 
—first with Presteline Electric Ranges—soon with a 
complete line of major home appliances. 


distributor in your area. 











*Shown by a careful analysis of all the 
surveys on women’s preferences con- 


HOW this leadership will be won and held can be 


seen in the unsurpassed perfection of our 
product, in our new, liberal, revolutionary dealer policy. 


NATIONAL ADVERTISING? 


Yes! In a big way, beginning early in 1946. 


ducted recently by major publications, 
trade associations and utility companies 
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Camfield Automatic Toaster features 


the EQUA-THERM 


I 5 9 gt a IO Rp Igy 


-..an ingenious exclusive, Camfield advantage providing per- 


fect, automatic toasting control, regardless of voltage variation. 


This is one of the remarkable and exclusive advances that will place 
the new Camfield Automatic Toaster in the front rank of modern 
appliances. 


Recent nationwide surveys give the automatic toaster a high rat- 
ing among the American housewife’s post-war demands... proving 
it an article of year-round sale. 


The organization producing the Camfield . . . one of the most highly 
, experienced groups in the industry ...is determined that 
ee dealers and distributors handling this fine product shall 


‘reap a large share of this great post-war business. 


* 
CAMFIELD 


CAMFIELD MANUFACTURING COMPANY, GRAND HAVEN, MICHIGAN 
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KRICH-RADISCO ENTERTAINS BENDIX REPRESENTATIVES—Snapped at a recent 
joint manufacturer-distributor meeting in Newark were the following Krich-Radisco 
and Bendix executives: Paul R. Krich, executive vice president, Krich-Radisco; Max H, 
Krich, president, Krich-Radisco; Harold Bull, New England regional manager, Bendix; 
Lynn, Eaton, Eastern sales manager, Bendix; and Andrew K. Leach, general sales man. 


ager, Krich-Radisco. 





DISTRIBUTOR NEWS 





ALABAMA 


A series of luncheons and dinners 
was held recently in Alabama and 
Western Florida by R. P. McDavid & 
Co., Inc., to present the products and 
sales plans of the manufacturers the 
firm represents, according to Robert 
McDavid, President. Among these 
manufacturers are RCA, ABC Wash- 
ers, Eureka Cleaners, Coroaire Heat- 
ers, Coolerator Refrigerators, L & H 
Ranges and Heaters, New Home Sew- 
ing Machines and Proctor Appliances. 


ARKANSAS 


John H. Rule, president of Home 
Appliance Distributors of Arkansas 
Inc., has announced the organization 
of the company as wholesale distribut- 
ors of household appliances in Arkan- 
sas. The company will handle Gibson 
refrigerators and ranges, Thor wash- 
ers and ironers, Motorola radios and 
other appliances. Other officers of 
the company are: Ted Morley, vice 
president and general manager; Harry 
G. Moore, vice president; and Her- 
bert C. Rule, secretary-treasurer. 
Mr. Morley has been connected with 
national and Arkansas wholesale 
home appliance firms for the past 15 
years. Temporary location of the 
firm is at 600 W. Seventh Street, 
Little Rock. 


CALIFORNIA 


J. L. Hargrove, general sales man- 
ager of Kinney Brothers, Los Angeles 
appliance distributors, has been elected 
to the vice presidency of the firm, 
according to an announcement by 
Wendell H. Kinney, president. 

The Schwalk-Lapkin Co. San 
Francisco’s newest appliance distribut- 
ing firm, will occupy quarters at the 
corner of Tenth and Bryant Streets, 
according to Joe Lapkin, one of the 
partners in the new firm. 

A new organization the Bandoli- 
McIntyre Co., Los Angeles, Cal., has 
been formed to wholesale appliances, 
commercial and industrial equipment 
throughout the Southern California 
area. The company, which has se- 
cured franchises from well-known 
manufacturers, was formed by Mar- 
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vin S. Bandoli, Chicago, and Vincent 
J. McIntyre, New York, general part- 
ners. James A. Bertha, Houston, 
Texas, and Arnt Olsen, Eau Claire, 
Wis., are limited partners. Mr. Mc- 
Intyre has held sales and executive 


MARVIN S. BANDOLI 


Vv. J. McINTYRE 


positions with Nash-Kelvinator, Mont- 
gomery Ward and Dictograph Prod- 
ucts, Inc. Mr. Bandoli was also a 
Nash-Kelvinator sales executive and 
later an executive of Victor Adding 
Machine Co. 


DISTRICT OF COLUMBIA 


Appointment of Elwood R. Berke- 
ley as divisional manager in charge ot 
radios and major appliances of Ameri- 


1945—ELECTRICAL MERCHANDISING 





EL 







@ recent 
-Radiseo 

Max H. 
- Bendix; 


les man. 


Vincent 
‘al part- 
Touston, 

Claire, 
fr. Mc- 
xecutive 





...@ Proved Profit Builder 


Not just another heater, but an entirely new principle of 


ril m re) a heating with household current. Non-glowing (black heat) 
SAFETY HEATER coils which should never need replacement are incorpo- 





















7 eet papas rated in a dual-walled cabinet of exceptional design. These 
LAK HEAT activate seven vertical air streams which result in a natural 
) circulation of air throughout the room. No fan, no noise, 
SPECIFICATIONS: no danger regardless of heater’s position. Cannot burn 
| Ne ee —— children or fabrics in contact with the cabinet . . . The 


1200 at standard household voltage (110- 
120) either AC or DC... Trilmont carries 
the Underwriters’ Seal of Approval. Colors 
— Ivory or Brown. 


Trilmont is ideal for additional warmth in chilly rooms 
throughout the year. Available now! Be the first in your 


a 


community to display and sell this revolutionary electric 
MODEL “A” space heater. 


Only*33 includes Write or wire today for nearest Distributor 

ssmcuas cot FRILMONT PRODUCTS CO. 
. At and West of the Mississippi, 95¢ extra WALNUT STREET AT 24th - PHILADELPHIA 3, PA. 
also a 


ve and 
Adding 


rf 


A 


Berke . 
arge of 
Ameri- 


ISING BetectTRICAL MERCHANDISING—OCTOBER, 1945 PAGE 173 





One of the country’s best known manufacturers of refri- 
gerator cabinets offers you a streamlined “packaged” 
kitchen cabinet line. Sell individual Kitchen-Kraft units 
or sell them as complete Kitchen-Kraft steel Kitchens. 








—|T 











KITCHEN-KRAFT 

UTILITY CABINETS 
Available as broom closets or stor- 
age cabinets in a variety of sizes. 
Come with adjustable shelves. Fit 
perfectly with other units. 



































KITCHEN-KRAFT =» 
BASE CABINETS 
Sizes to fit any kitchen. Made with 
ample toe room on base. “Finger- 
bn control sliding drawers. In- 
sulated doors. 


Many drawer and 
door combinations. a 























fons 
SINK UNITS 

Finest steel, porcelain enamel- 

ed in Midwest's own porcelain 


plant. Available in single or 
double sink units. A complete 
unit, ready to install. 


= 

















KITCHEN-KRAFT 

WALL CABINETS 
For use over Base Cabinets. 
stove, refrigerator. Available in 
many sizes. Heavily chrome 
plated hardware. Adjustable 


MIDWEST 
MFG. COMPANY 


GALESBURG, ILLINOIS 


























ilch KITCHENS 

Sales Offices 
Chicago... 
New York. 


y Vii re age 
- 911 Furniture Mart 
-- 206 Lexington Ave. 
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AIR FREIGHT SPEEDS DELIVERY—The answer to a heat wave in a Boston war plant 
was a hurry-up call for Fresh'nd-Aire circulators, ordered through the Graybar Co., 


Boston distributors. 


Graybar placed the order by phone with Fresh'nd-Aire's home 
office in Chicago during the middle of a hot afternoon. 
circulators were delivered in Boston, sped eastward by air toight. 


By the next evening the 
“This rush delivery 


by air is a foretaste of the speed we can all take advantage of in the future,” said 


J. D. Allen, sales manager of Fresh'nd-Aire. 





DISTRIBUTOR NEWS 





D. C. (Continued) 


can Wholesalers, distributors for the 
Crosley Corp. in Washington, D. C. 
has been announced by David L. Krup- 
saw, managing partner. Mr. Berkeley 
recently tendered his resignation to 


E. R. BERKELEY 


the Premier division of the Electric 
Vacuum Cleaner Co. of Cleveland 
where he has been serving as sales 
promotion manager. 


FLORIDA 


Florida Radio & Appliance Corp., 
wholesale distributors with executive 
offices in Miami, has appointed Mar- 
shall L. Foreman as manager of its 


M. L. FOREMAN 


Tampa division. George 
vice-president, also 


B. Gray, 


announces the 
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opening of its new warehouse at 232) 
Liberty Street. 

Mayor George S. Patterson of St 
Petersburg, Fla., has announced his 
return to private business at the end 
of his term of office, as general repre- 
sentative in Florida for Monitor 
Equipment Corp. Before retiring from 
business, Patterson was general agent 
in Florida for General Electric appli- 
ances. 


ILLINOIS 


Jack Gilbert formerly associated 
with Mandel Brothers, Chicago, has 
been appointed a vice-president of Nat 
Gavender, Inc., of Chicago, resident 
buying organization. Mr. Gilbert will 
direct all Gavender’s Pacific coast 
activities from the Los Angeles office, 
which will be located at 607 South Hill 
Street. 


MICHIGAN 


Herbert F. Eidt is the new sales 
manager of the Brennan Appliance 
Distributors, 5245 Grand River Ave- 
nue, Detroit, according to a recent 
announcement by W. E. Brennan, head 
of the firm. 


MINNESOTA 


The Clark Supply Co. of Milwaukee, 
electrical appliance distributors for 
the state of Wisconsin, have announced 
the opening of a branch office in St 
Paul, Minnesota, under the manager- 


“ship of R. S. Bennett. 


Reorganization of the division of 
W. R. Stephens Buick Co. handling 
electrical home appliances and radios, 
was announced recently in Minne- 
apolis. In the future the company will 
operate as Northwest Distributing Co., 
with W. R. Stephens as chairman of 
the board of directors; Harry B 
Fisher, president; Lloyd Whittaker, 
vice-president ; Jack Miner, sales man- 
ager. Mr. Miner reported progress on 
new Office and display quarters at 1012 
LaSalle Avenue. 

W. Royce Beamish Co., appliance 
distributors of Minneapolis, have mad: 
known the appointment of Gordon 
Millsop as sales promotion manager 
Mr. Millsop was associated with the 
promotion department of Northern 
States Power Co. 
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a For over 50 years, Ruud has specialized in one product—the 
Ruud Automatic Gas Water Heater—which has been sold 
at 2320) successfully all over the world. 
of St The Ruud name stands for one thing... perfect hot water 
ed his service! 
he end And the Ruud Water Heater provides exactly that...as 
se oo evidenced by the all-out endorsement of hundreds of thousands 
g from of enthusiastic owners. 
| agent Before the war, the top-quality line of Ruud Automatic 
appli- Water Heaters with rustproof, long-lived MONEL* Tanks 
was a remarkable national merchandising success. War stopped 
a selling record that rated high in the appliance field. 
ociated For postwar, there are still some communities where Ruud- 
0, hs Monel dealers have not yet been appointed. Perhaps your 
community is one of these. You can easily find out by mailing 
rt will the coupon at the right. “Reg. U. S. Pat. Off. 
coast 
office, RUUD MANUFACTURING COMPANY, PITTSBURGH 1, PA. 
th Hill 
r sales 
pliance 
r Ave- 
recent 
1, head 
vaukee 
rs for 
ounced ss. 
in St RUUD MANUFACTURING COMPANY 1 
moger- |, 2934 Smallman Street, Pittsburgh 1, Pa. | 
i I’m interested in selling Ruud-Monel Gas Water ] 
ion of " Heaters when wartime restrictions are removed. " 
| _ . Please send me further information. 
andling F " { 
radios / 
Mint e- RUUD DE heisecicnsintiinciia ateiniimrcenpinciianiinnsncipneeciovinionetiniaisaiapicia : 
ny will i 
Ce. GAS Cire tacnt eell icansi hs linpeiseiapiccasiiial 
me ie »+» perfect partners for ap NR ee 
ittaker, “ahi Le-z ' 
SM Y- Stat “ 
S$ mati- “\"“CCufomiilii Weal UWalee Si e | GOI i atectesacetenictennanlineiis eM i ceccterimens EE aT " 
ss 00 wns ie C4 CUE. 
ress eee eee cee ee ee ee we ee ee oe —— ee eae ee ee ee 
at 1012 
pliance a 
e madd: 
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There’s Gold 
in Them Thar 


EVERYONE WANTS TO BUY THE 
&lectresteem 


‘ PORTABLE 
RADIATOR 


STEAM HEAT 
FROM ANY 
WALL PLUG 





LIGHT... RIGHT... SELLS ON SIGHT! 


\\ Yes, even a frail woman can easily carry this 
ty Electresteem ... plug it in and get quick, health- 
ful, economical steam heat. Electresteem promotes 
traffic in your store, chalks up a plus profit .. . 

4 no service required. Dealers say, “it sells on sight” 

/ to folks with children in the home. Also ideal for 


-™ & 


doctor’s offices, general office buildings, hospitals, 
cottages, shops, spare or recreation rooms. Get 
on the profit beam with Electresteem! 





BACK 


PERSUASION 
ED BY THE POWER AND AS 
OF PERSISTENT National Aduertising 


a c 
Electresteem Advertising Appears ©° 


nsistently in: 


nd 
a Baby ° Better Homes a 
real Housekeeping ° rd 
* House and Garden * Baby 
Going To Have o Baby 


jn ts’ Marazine 

+e * Own Story 
tiful * My Baby * | 
en * So Youre 


American Home ; 
Gordens * Hyge'e 
Core Manual * House = anal 
Talk * Southern Home an 





ELECTRIC STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 


oTHER Slectresteem PLUS-PROFIT PRODUCTS 


8 BABY-BOTTLE 


STERILIZER 


Glossy black plastic 


ALL-PURPOSE 


ELECTRIC SERVANT 


base with satin-fin- , iT WARMS! 
a —— ten: “=u IF BOILS! 
oe ae IT COOKS! 
element. Automatic - 

shut-off when water Gy i. IT VAPORIZES! 
evaporates. Can be ; 

immersed and rinsed i pam 


with soap powder 
and hot water. Retails at $2.25 
plus tax. 





OLYMPIC RADIO TRAVELS BY AIR—Jack F. Crossin (center), national sales directo, 
of Olympic Division, Hamilton Radio Corp., N. Y., with party and the chartered 
Lockheed Electra on which they just concluded a whirlwind 7,000-mile tour of major 
distributing centers to demonstrate to distributors and dealers the new Olympic 
models, and to present Olympics sales, advertising and merchandising plans. The 
party aboard the Electra consisted of (left to right) Ralph Morse, pilot; San C 
Mitchell, Olympic sales and promotion manager; Mr. Crossin; C. E. Staudinger, execu- 
tive vice president of Sherman K. Ellis & Co., Olympic's advertising agency; and Sam 


Zelkon, co-pilot. 
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MISSISSIPPI 


Southern Wholesalers, Inc., 420 
East Pearl Street, is the newest appli- 
ance firm in Jackson. Headed by S. 
D. Camper and R. Brown, the firm 
will be state distributor of Crosley 
products and Ansley radios. 


NEW JERSEY 


Krich-Radisco, Inc., Newark dis- 
tributors, recently conducted dealer 
meetings for Eureka Vacuum Cleaner 
Co. and Bendix Home Appliances. 
The first of the two meetings featured 
a preview of Eureka products, and 
the second outlined the sales training 
program recently inaugurated by 
Bendix, according to Paul R. Krich, 
vice-president. 


NEW YORK 


The Cortlandt Co. of New York 
City announced the opening of new 
quarters at 243 Broadway. The new 
downtown store will carry a com- 
plete line of electrical appliances. 

Harry D’Almaine, 55 West 42nd 
Street, New York 18, is a new organ- 
ization in the electrical field. Mr. 
D’Almaine, manufacturer’s represent- 
ative for electrical and mechanical 
engineering specialties, is interested in 
handling electric motors, control ap- 
paratus and similar equipment. 

The Mankes Gas Service Co. of 
Monticello will henceforth be known 
as the Monticello Sungas Distribut- 
ors Co. at the present location, 227 
Broadway, Monticello. The company, 
which has handled bottled gas since 
1933, plans to install electrical major 
appliances throughout its area. 

Ben Kulick, president of Fay-San 
Distributors, Inc., of Buffalo, dis- 
tributor of Admiral products, an- 
nounced the appointment of Richard J. 
Levi as sales manager. Mr. Levi was 


formerly a sales representative of 
B. V. D. Corp. 

Paul Wolk, president of Bickford’s 
Rochester and Buffalo territory dis- 
tributors for RCA Victor and other 
electrical appliance lines, has an- 
nounced the appointment of Martin \V 
Barton as head of the Refrigeration 
Division of the firm’s Rochester house 

At a recent Bendix dealers’ meet 
ing held by Bruno—New York dis 
tributors, plans for the new sales cam- 
paign were outlined by Lynn Eaton 
new Eastern sales manager of Bendix 
Mr. Eaton described 14 improvements 
in the new Bendix automatic home 


IRA SCHWARTZ 


laundry as well as introducing the au- 
tomatic ironer and the home dryer, 
companion items. He then sketched 
briefly the company’s new sales train- 
ing program, which was further de- 
veloped by Ira Schwartz, Bruno’s gen- 
eral sales manager, and Irving Sarnoff, 
vice-president of the firm. 
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-has found POULTRY TRIBUNE 


Rlwaye Dytendable™ 


You can’t afford to leave a “Two Billion Dol- 
lar Hole” in your Farm Magazine Schedule. 
1944 gross farm income from Poultry and 
Eggs was $2,689,000,000. (Source U.S.D.A.) 


The Kerr Mason Jar Company slogan “Always 
Dependable” also fits the editorial contents 
and vital up-to-date information found in 

every issue of Poultry Tribune. It takes more 


than “circulation” to become the leader in any 















publication field. Every year more and more 
national advertisers are finding results “Always 
Dependable” from adding to their basic Farm 
Magazine List — Poultry Tribune — America’s 


Leading Specialized Farm Magazine. 


- 
eo"? 


TRIBUNE 


America’s Leading Specialized FARM MAGAZINE 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, ll. 
Representatives — New York: Billingsiea and Ficke — Chicago: Peck and Billingslea 
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Buried-in4 
Every Stat 


There Is Only 
ONE PERMAGLAS 


LZ Subterranean tests were a vital part of the 23,000 


Ss test-years devoted to perfecting the SMITHway 
. 2ermaglas formula. Thousands of specimens of 
“a Permaglas fort P 
iy 

A 


glass fused to steel! were buried in soils from 
every state in the U.S.A. (and every province 
of Canada) to find the one formula cer- 
tain to resist rust and corrosion under 


—- — | 
There is no substitute for the unlimited 44 


any and all adverse conditions. 


patience, and years of multitudinous 
scientific tests and research, devoted to 


ling blue, mirror-smooth, always sanitary 
glass fused to steel that makes SMITH- 
way Automatic Electric Storage Water 
Heaters the easiest to sell. 


the perfecting of Permaglas, the spark- | 


Write for “The Inside Story of Perma- 
glas” and let it help you sell... 








A. O. Smith Corporation, Dept., E545H, Milwaukee 1, Wis. 
Please send “The Inside Story of Permaglas.” 

Name ..- Title 

Company Name 


Address oa 
BUY AN EXTRA WAR BOND THIS MONTH 








DISTRIBUTOR NEWS. 





OHIO 


The Bimel Co. of Cincinnati, dis- 
tributors of household appliances and 
equipment, have prepared for general 
business expansion by purchasing 
office, showroom and warehousing 
space at 2600 Colerain Avenue. 

Capitalized at $100,000, Williams and 
Martin Corp. of Cincinnati has been 
organized for distribution of Bendix 
appliances. Joseph C. Martin, formerly 
buyer of appliances for the H. & S. 
Pogue Co., and Thomas M. Williams, 
former sales manager of the Tri-State 
Distributing Corp., are partners in the 
new firm. 

Granville Class, president of the Con- 
solidated Manufacturing Co. and Vapo- 
Path, Inc., both of Dayton, recently 
announced the appointment of Harry 
W. Shelby as vice-president in charge 
of the newly formed Consolidated 
Home Appliance Co. of Cincinnati, 
handling Monitor products. 

Acme Sales Co. of Cleveland, headed 
by Harry Cohen, recently opened at 
341 Frankfort Avenue, to distribute 
electrical appliances, radios and phono- 
graphs. 

D. C. Rolli, vice-president of Toledo 
Merchandise Co., wholesale paper dis- 
tributors, stated that the firm is plan- 
ning to add a new electrical home 
appliance department. 


OKLAHOMA 


The Stanley Co., headed by Fred S. 
Williams and Warren L. Harris, has 
been organized to act as distributors 
and sales agents or electrical appli- 
ances in the Oklahoma City area. 


OREGON 


The Portland Willamette Co., a 
new corporation with temporary head- 
quarters at 3909 NE Broadway, will 
distribute radio and electrical appli- 
ances in the Portland area, according 
to John B. Simons, president. 


RHODE ISLAND 


The H. Leach Machinery Co. of 
Providence, agents for machinery 
manufacturers, is planning the estab- 
lishment of a subsidiary company for 
the distribution of radio sets, electrical 
appliances, refrigeration and allied 
merchandise, according to Harold T. 
Hargraves. 

John J. Moore of Providence has 
formed the John J. Moore Co. and will 
distribute the Norge and Stromberg- 
Carlson line in Rhode Island. 

Republic Distributors, newly organ- 
ized Rhode Island jobbing house, has 
moved into new large headquarters 
with show rooms on Orange Street in 
Providence. 

Milhenders Distributors, Inc., Bos- 
ton electrical and appliance wholesale 
firm, has opened a branch in Provi- 
dence. Samuel Siskind has been ap- 
pointed branch manager. 


TENNESSEE 


With B. C. Bowers as president, the 
Tri-State Supply Co. has opened for 
business in Chattanooga. The new 
firm will distribute a complete line of 
electrical appliances, Stromberg-Carl- 
son radios, etc. 


TEXAS 


Marlin Associated Factory Distriby. 
tors, 2407 Main Street, Dallas, hy 
been newly organized for distributic 


W. A. ROGERS 


of electrical appliances, and consists 
of Morris Margolin, Eugene Kalin 
and W. A. Rogers and general part- 
ners, along with salesmen. Mr. Rog- 
ers, the general manager, has been con- 
nected with General Electric. 


WASHINGTON 


Kenneth A. Connelly, president o 
the F. B. Connelly Co., appliance ani 
radio distributors in Seattle, recently 
announced the appointment of Neal G 
Wallberg as service manager of th 


NEAL G. WALLBERG 


company after 12 years service in var- 
ious branches of the firm. 

Louis Weiss, sales manager of Pru 
dential Distributing Co. of Spokane, 
announced the resignation of Dave §. 
Cohn as OPA Director in the Spokane 
district. Mr. Cohn is vice president 
and general manager of the wholesale 
home appliance distributing firm. 


WISCONSIN 


William F. Seemuth, president o 
Electro-Pliance Distributors, Milwaw 
kee, recently announced the appoint 
ment of John F. Mehr as manager of 
the company’s major appliances de 
partment. Mr. Mehr’s experience 
covers more than 20 years. 


Simplex lroner 
Ready By November 


American Ironing Machine Co., Al- 
gonquin, Ill. expect to start shipping 
Simplex ironers to customers in No 
vember, according to a recent state 
ment made by that company. 
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It happened to PHILCO 
$167.50 in 1928, but $9.95 in 1941 


Philco has done a great job of brand 

advertising racios into America’s homes. 

The demand created by radio brand ad- 
- Co., Al vertising has brought about the mass pro- 
rt shipping duction which made it possible for you to 
ers in No get a radio in 1941 for less than a frac- 
_ stale tion of what you paid in 1928! 


NDISIN@ELECTRICAL MERCHANDISING—OCTOBER, 1945 


famous the world over 


“eee And another pound of that good mayonnaise your wife 
makes, please. I certainly do envy her that recipe.”’ 

Customers were always saying that to Richard Hellmann in 
the early 1900’s. The mayonnaise his wife made was just about the 
most popular thing he sold in his little delicatessen on New York’s 
Columbus Avenue. People certainly liked it. 

They liked it so much that in 1912 Hellmann gave up his grocery 
and started manufacturing mayonnaise. 

Hellmann’s Mayonnaise soon became widely famous. The 
quality of the mayonnaise itself, and the powerful national adver- 
tising which made it one of the most trusted, most wanted brands 
in the country, built up a huge demand for it as the years passed. 
More and more Hellmann’s Mayonnaise had to be produced. The 
price dropped from about $1.00 a quart (in the twenties) to about 
59¢ today. 

The real importance of this success story, of course, is how 
Hellmann’s brand advertising benefited us. It made American 
housewives appreciate quality mayonnaise. It made them want 
Hellmann’s. It brought about mass production that pushed the 
price of Hellmann’s down, down, down through the years. 

Brand advertising consistently saves your household money. 
Canned soup once cost 25¢—nationally advertised quality soups 
now cost 10¢. Nationally advertised bathing suits averaged $25 
once—just before the war they were $4.95. Electric refrigerator 
prices slid from $310 to $130 in fourteen years—electric washing 
machines from $154 to $69. Gasoline for your car costs 40% less 
now than in 1925. 

You couldn’t get along without the savings and comfort you 
get from brand-advertised products. If you think so, try it. You 
probably won’t try it long. 


‘ 



















FREE REPRINTS OF THESE STORIES OF “WHY AMERICA’S GREAT’ 


This series of newspaper and magazine advertisements is of- 
fered as a public service by Fawcett Publications, Inc., 295 
Madison Avenue, New York 17, N.Y. Write for free proofs. 


FAWCETT PUBLICATIONS, INC. 


WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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Your Profit Package 


on 








Ap) AUTOMATIC HEAT REGULATOR SET 


..for every 
furnace 
in town 
















.»-@ complete, easy 
to sell Automatic 
Heat Regulator Set 
that saves steps, 
fuel and time... 


Present day needs of hand-fired heating plants call for fuel- 
Dealers with an 
eye to future sales and profits will feature and install DE- 
PENDABLE A-P Heat Regulator Sets this season. 


tomer who hand-fires his furnaces and desires healthy, com- 


saving, efficient, automatic heat regulators. 








Every cus- 

















fortable uniform home heating is a live prospect. It is easy 








to sell him this complete, automatic fuel-saving set for his hot 








air, steam or hot water heating plant. 














These Three Dependable 
Controls Assure Satisfied Customers 

























































































“Ee . 
wr 
{ip Thermestat (Mp) Limit Control ip} Damper Regulator 
Convenient, easy - to - read This safety control prevents This compact regulator 
setting controls room tem meres e heat from Se above operates both draft and 
perature within 1°. Actu yee Ret y Dal damper. A sturdy unit— 
ates damper control. Easy Rang, Soaenpes ty ator a exceptionally quiet in oper- 
to install. Ivory-tone cover can be set according to sea- ation—requires no servic- 
contains accurate thermom nal temperatures to prevent ing. Corrosion resistant 








ano verheating and fuel waste 





metals prevent summer rust. 





Limit Control available for 
hot air, steam and hot water 
heating plants 


>. . 
Installation Kit ...A-P Automatic Heat Regulator Set is 
shipped with a complete installation kit — pulleys, screws, conductor 
cables, staples, chain and transformer. 


TO HELP YOU SELL— merchandising aids including display cards, three- 


color sales presentation books, consumer folders and newspaper mats are 


available 
AUTOMATIC PRODUCS COMPANY 


2400-C N. Thirty-Second Street, Milwaukee 10, Wis. 


{fp} DEPENDABLE (oxtrols 


FOR HEATING «© AIR CONDITIONING © REFRIGERATION 
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DIVERSIFIED REPRESENTATION—At the Third Proctor Retailing Clinic for Small 


Appliances held recently in Savannah, all phases of the appliance industry were 
represented. Left to right: R. M. Oliver, vice-president, Proctor; J. B. Duff, Moder 
Radio & Appliance Corp., (specialty dealer); H. E. Giles, Graybar Electric Co, 
Atlanta, (distributor); T. M. Nash, National Manufacturer & Stores Corp., Atlante 
(furniture); Maj. MacCarthy, Proctor sales manager; W. E. Brown, Rich's Inc. 
(department store); W. Lawson, Proctor; A. H. Patton, Proctor; and H. J. Wilson 


Georgia Power, (utility). 


Southern Dealers Air Problems 
In Proctor 3rd Post-War Clinic 


Continuing its series of post-war 
dealer clinics throughout the country, 
Proctor Electric Co., Philadelphia, 
Pa., recently held its Third Post-War 
Retailing Clinic in Savannah, Ga. 
Furniture, hardware, jewelry, tire and 
rubber, and specialty appliance dealers 
in the southeastern district were rep- 
resented, together with their distribu- 
tors, and department store and utility 
men. Originated by R. M. Oliver, vice- 
president and sales manager, who 
acted as chairman, the idea of these 
clinics is to bring dealer, distributor 
and manufacturer into closer under- 
standing of the small appliance busi- 
ness and its problems. 

A. H. Patton, Atlantic District 
sales manager, presided, with Oswald 
McCarthy, Eastern regional  sales- 
manager and W. L. Lawson, produc- 
tion coordinator of the company, as- 
sisting in stimulating discussion. 





A. H. PATTON PRESIDES—Proctor's At- 
lanta District manager, A. H. Patton, 
presided over the Proctor Clinic and 
W. L. Lawson, Proctor production coordi- 
nator, assisted in stimulating discussions. 
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The same question-and-answer sys 
tem was used as in previous Clinics at 
Hershey, Pa. (E. M. June, °45) an 
Chicago (E. M. Sept. °45), and 
brought to light interesting local prob 
lems and views. The majority of 
dealers, for instance, agreed that only 
two brands of an appliance were 
needed—a high and a medium priced 
brand. On the other hand, although 
J. B. Duff, who recently opened a 
specialty appliance shop in Savannah, 
regards small appliances as a first- 
class nuisance, he believes complete 
representation of all improvements in 
a given appliance should be carried 
so the customer can make her own 
comparisons. 

Over-the-counter repair service was 
not regarded as good practice—repair 
departments should be in the back of 
the store, out of sight; they all pre- 
ferred to do their own repair work 
rather than send it to a manufacturer's 
service branch, unless such a branch 
was very conveniently located for 
quick return of the appliance. Where 
a delay in delivery was inevitable, 
they all considered it good practice to 
have several appliances on hand to 
lend the customer to tide her over 
the inconvenience of being without 
the appliance. 

None of the dealers present used 
small appliances as traffic items ;— 
they all had other means of bringing 
traffic into the store, and regarded 
small appliances as profit items. 

With very few exceptions, it was 
agreed that any type of outlet should 
be permitted to sell appliances from 
jewelry, filling station, to gift shop 

While most of the dealers agreed 
that small appliances should be dis- 
played and sold in a separate depart: 
ment, there was a variety of opinions 
on whether or not they should also 
be displayed elsewhere in the store 
with related items. The specialty ap- 
pliance dealer, for instance, was of the 
opinion that a small appliance placed 
on or near a major appliance served 
only as distraction from the sale of 
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regarded And it’s easy to see why Solid Cincinnati reads The Cincinnati Enquirer. 


It’s the city’s brightest, most alert newspaper. Modern. Streamlined. 
Edited for easy reading. Packed with the nation’s best features. Checked 
by continuing reader surveys that assure readers of more of the things 
os from they like most, fewer of things they like less. Appeals to. . . reaches... 
ft shop and influences the kind of people YOU want to appeal to, reach and 
oneal influence. Not surprising, is it, that The Enquirer carries more adver- 
he de tising than any other Cincinnati newspaper? 


ns. 
it was 
t should 


depart- 
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The Cincinnati Enquirer is represented by Paul Block and Associates 
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oD News / 


ILG VENTILATING FANS 
NOW RELEASED FOR DOMESTIC USE! 


NATIONALLY ADVERTISED 
FOR TWO DECADES—RIGHT 
THROUGH THE WAR PERIOD 
























96% OF WOMEN WANT ONE, 
ACCORDING TO IMPARTIAL 
NATIONAL SURVEYS 


BACKED BY A COMPLETE 
PROMOTIONAL PROGRAM 
NOW UNDER WAY. 


DELIVERIES WILL BE INCREAS- 
ED RAPIDLY AS MATERIALS 
BECOME AVAILABLE 


Line-up the No. 1 Purchase 





for Post-War Homes! 





The stage is all set—the curtain is going up on the greatest profit 
opportunity you've ever had! Recent surveys indicate that 96 


out of every 100 women want kitchen ventilators...most of them 











rooms, too. ILG pioneering and ILG national advertising have 
paved the way—now it’s up to you! Phone nearby Branch Office 
(consult classified directory) or send coupon below to get on 
list for first announcement of powerful new promotional pro- 


gram to help you establish yourself as ventilation headquarters. 


VITALIZED 
VENTILATION 


AND AIR CONDITIONING 


SEND COUPON! 


—alert dealers get 


1LG ELECTRIC VENTILATING CO., CHICAGO 41, ILL. 

2874 NORTH CRAWFORD AVE., OFFICES IN 40 PRINCIPAL CITIES 

() Plece my name on list for announcement of new sales 
promotion program. 












a head start—be 
Nome 


Address Zone 
City 





sure we kove your 





name on our list! 
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want ventilation in their bathrooms, laundry and recreation 


a oe bat 


the higher profit item, whereas fur- 
niture and hardware men felt that in 
addition to a separate small appli- 
ance department, it was good practice 
to have suggestive displays with re- 
lative items throughout the store. 
Tie-in local newspaper advertising, 
window displays and direct mail were 
favored as advertising mediums; and 
national radio programs by the manu- 
facturer were also favored. Throw- 
aways, allowances of $1 on old appli- 
ances, and promotion pieces such as 
ironing boards, toaster-set deals, etc., 
which cut into the dealer’s net profit, 
were not favorably regarded. Large 
cardboard display pieces were also in 
disfavor, although most of the dealers 





} 

said they would be willing to pay part 
*| of the cost of a sturdy table or dis- 
play stand—metal preferred—furnished 
by the manufacturer. 

J. B. Duff, president, Modern Radio 
& Appliance Corp., Savannah, reminded 
listributors and manufacturers of their 
responsibilities in guiding servicemen 
planning to enter the appliance busi- 
ness just to get on the “gravy train.” 
“More than a little capital and some 
bank credit is needed,” Mr. Duff said, 
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BEFORE THE BANQUET—Shown in a convivial mood preceding the banquet at Proc. 
tor's Third Post-war Clinic are W. E. Brown, housewares merchandising manager, 
Rich's Inc., Atlanta; H. J. Wilson, assistant merchandising manager, Georgia Power 
Co., Atlanta; Anna A. Noone, ELECTRICAL MERCHANDISING; R. M. Oliver, vice. 
president, Proctor; and H. E. Giles, Atlanta District merchandising manager, Graybar, 


EX-SERVICEMEN AGREE—That there will be no “gravy-train" in the post-war eppli- 
ance business was the opinion of the above men just recently out of service. Left to 
right: J. B. Duff, Modern Radio & Appliance Corp., Savannah; H. W. Jernigan. 
Jernigan Hardware Co., Augusta; F. Guerin, McClain Distributing Co. Charlotte: 
L. B. Hood, Smith-Wadsworth Hardware Co., Charlotte; Major Oswald MacCarthy. 
Proctor's Eastern Regional sales manager. 
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“to make a success in the appliance 
retail business. Knowledge of adver- 
tising, display, inventory and cost con- 
trol is essential. 

W. E. Brown, appliance merchan- 
dise manager, Rich’s Inc., leading At- 
lanta department store, said small 
appliances were regarded as a highly 
important part of a department store’s 
business, requiring specialists in buy- nN 
ing and selling. “Properly handled,” 
he said, “through the medium of dis- 
play, demonstration and advertising, 
these appliances can be made a good 
source of profit. 
also be encouraged, on the basis that 
the customer should be made familiar 
with the advantages and features to 
be found in the higher-priced lines, 
creating, in the long run, satisfied 
customers.” 

“Small appliances, regarded as ‘im- 
pulse items’ by the department store,” 
he added, “should be displayed wher- 
ever traffic is heavy; with related items 
in various departments throughout the 
store—such as mixers and roasters in 


Selling up should 


the canning equipment department 
as well as in a separate and distinct 
department of their own.” 
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: OLL* discovers big market for postwar 
sewing machines among state’s 735,000 families. 
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It will have to be bagless. A dirty dust bag is 
a relic of the past. 


2 


It will have to “clean clean:’ sucking 
up all deep down dirt and fiber-cutting 
grit. as well as surface lint and hair. 


3 
It will have to be operated and main- 
tained with a minimum of effort—no heavy 
motor to push back and forth—easily at- 
tached accessories—built in quality. 


The McALLISTER BAGLESS VACUUM CLEANER is newer 
than new, yet its principles of super-suction, floating brush, 
and bagless dust collection were thoroughly tested and 
proved by thousands of enthusiastic users before the de- 
mands of war production put a stop to its manufacture. It 
satisfies the above demands of your customers, PLUS 
being a 


Revolutionary, newer than new 
4-in-l] appliance 
The McAllister Bagless Vacuum Cleaner 


HANDLES SUDS AND WATER! Launders and rinses rugs, upholstery, 
right in the home. They dry in less than an hour. 


MOTHPROOFS! Thoroughly protects clothes, rugs and upholstery from 
moth damage. 


AERATES! Clothing, Bedding, Upholstery can be bathed in pure, fresh 
air without taking them from the room. 

You empty the McAllister as easily as a dust pan or 
waste basket. It's the New, revolutionary 4-in-1 appliance 


that will do anything any other cleaner will do—and do 
it better. 


FRANKLIN-McALLISTER CORPORATION 


Sales Office: 135 S. LaSalle St., Chicago 3, Illinois 
Factory: Joliet, Illinois 
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HORTON IRONER PREVIEW—E, A. Jordan, left, direct sales manager and secre. 
tary, and E. Hoy McConnell, sales promotion manager, both of the Horton Co., look 
on as “Spec” Collins, center, vice-president of Mitchell-Faust Advertising Agency of 
Chicago shows them a rough layout of an announcement of Horton's new Diamond 


Jubilee automatic table model ironer. 








Farm Journal Making Home Studies 
of Electrical Appliance Labor-Saving 


The Rural Electric Information Ex- 
change, which is sponsored by Farm 
Journal, has announced the initiation 
of a series of studies for saving labor 
by the use of electric equipment in 
the farm home. The first of the series 
is already under way and covers laun- 
dry methods, before and after elec- 
tricity is installed. This study is pre- 
liminary to others to be made in cook- 
ing, water heating, cleaning, lighting, 
refrigeration and dishwashing 


15 Projects Going Forward 


Fifteen projects are being carried on 
from Idaho to Louisiana and from Con- 
necticut to Texas. A farm, which the 
local power company—either private 
or REA—plans to connect for electric 
service within approximately three 
months, was chosen with the help of 
the county agent, home demonstration 
agent or the home service department 
of the power company. Families who 
showed an interest in the stutlies were 
selected, keeping in mind the fact that 
the records the farm wife would be 
asked to keep must be accurate and effi- 
cient. However, it has been empha- 
sized, the farms selected do not rep- 
resent the worst conditions under 
which laundry is performed by the 
hand method. In other words, the 
most ideal conditions will not be com- 
pared with the poorest. 


Form Used 


The supervisors of the study are 
asked to fill out a form giving the fol- 
lowing information about the partici- 
pating family: 


Number of persons for whom laundry 
is done: 
(1) Adults: Male 
(2) Children: Male.... Female.... 
(3) Infants: ..... 
How is water secured? Is it 
(1) Lifted from well 
(2) Pumped 
(3) Secured from tap in house 
Number of feet water is carried from 
source to laundry tubs 
By what method is water heated 
What kind of fuel do you use 
Where do you usually hang your clothes 
to dry 


OCTOBER, 1945—ELECTRICAL MERCHANDISING 


Home Laundry Project 
Under Way in Many States 


Do you have to put up clothes line 
each time (If so, number of feet 
walked) 


The farm wife is also asked to keep 
a record of her labor each laundry day 
A form is furnished for this purpose, 
which asks the following questions: 


Number of pounds of clothes washed 
(dry weight) 

Where was laundry done 

How much water was used (gallons) 

How much water did you heat (gallons) 

Where did you heat it 

How many feet did you carry the 
heated water 

What type of washing equipment did 
you use 

Did you soak the clothes the night 
before 

When did you last do your laundry 

Number of pounds of clothes (wet 
weight) 

How many feet did you walk to hang 
clothes to dry 

Number of feet walked to take dried 
clothes into house 

Number of persons helping with the 

laundry 

(1) Hired help 
(2) Members of family 

Length of time spent on entire opere- 
tion: Hours 


An additional form for ironing sets 
forth the following: 


Number of pounds of clothes ironed 
How was iron heated 
Did you stand all of the time 

If not, percentage of time sitting 

down 

Distance walked in doing ironing 
Number of persons who helped 

(1) Hired help 

(2) Members of family 
Length of time spent on entire opere 
tion: Hours 





These records will be kept for 4 
period of three months before clet- 
tricity is installed. At the end of this 
time the farm family will be given 4° 
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FORM FLOW REGISTERS 
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Now, get your records written more quickly, 
1g more accurately ...at proved savings in cost...with 
these modern, efficient, streamlined registers 


ates HEY’RE BACK. With a war record that stretches 
from Europe to the Pacific. During the war, 
the production of Form Flow Autographic Registers 















= = went full tilt to supply the needs of the Army and 
Navy, government departments and critical war 
to keep industries. Now they are back in civilian production. 
Iry day . 
purpose Now you can get them for your own needs—these 
ions : famous Form Flow Registers that have demonstrated © 
washed their ability to speed up the writing of records in oO 
almost every type of business and commercial opera- re) 
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records, word by word, line by line, on Form Flow Portable Medel 2000 
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Yhered be a big Yurnover 


70 the ‘SLEEP -HAPEY market [ 


Very soon now, people are going to be turning to a 
new kind of sleeping comfort . . . 


\ long line of eager-to-be “sleep-happy” folks will 
be asking for new G-E Automatic Blankets. 


Anyhow, that’s what we predict. Millions of people 
hearing about blissful “electrically-warm” G-E 
Blankets. And millions of people going out and 
buying them as soon as they can. 


‘The prewar Blanket that we pioneered was snapped 
up by 55,000 happy users. The past few years 
we've been making “electrically-warm” flying 
clothes for our Air Forces exclusively. Now 
G-E Blankets are being made again. 


At the moment, Americans are being “warmed up” 





Get 


FOR 


by a far-reaching ad campaign in Life, Good 
Housekeeping, House Beautiful, Harper’s, This 
Week, and the Atlantic Monthly. And also by 
a fact-and-fun-packed new radio show, “The 
G-E House Party.” 

out your pencils and look over your accounts. 
G-E Blankets are going to make a lot of folks 
Write for details: General 
Electric Co., Appliance and Merchandise 
Dept., Bridgeport, Conn. 

GOOD LISTENING: Don’t miss Art Linkletter, in 
“The G-E House Party,” every afternoon, Monday 
through Friday, 4 p. m., E. W. T., CBS. “The G-E All- 
Girl Orchestra,” Sunday, 10 p. m., E. W. T., NBC. “The 
World Today,” News, Monday through Friday, 6:45 
p. m., E. W. T., CBS, 


“sleep-happy.” 


Alomaite Llatkels 


Covering “SLEEP-HAPPY” America Tomorrow! 


GENERAL @ ELECTRIC 
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electric water system, for which 
have to pay only the installation 
charge, an electric washer, an electric 
ironer, a new-type steam iron and, jp 
some instances, an electric water 
heater. When the second thre 
months’ study has been completed the 
equipment will belong to the family, 
free and clear. 

The farm wife will be given abou 
30 days after the installation of th 
new equipment to become proficient jp 
its use. She will then keep records 
of her work in doing the launtry ele. 
trically. 


Joint Supervision 


These studies are being carried on 
under the joint direct supervision of the 
home service director of the utility 
company, or the REA cooperative for 
those studies, and the home demon. 
stration agent for the area. These 
women report that in each case the 
farm family is enthusiastic in keeping 
their records, and Farm Journal be. 
lieves that valuable sales information 
is going to be obtained as a result, 

When the studies are completed, all 
the information will be compiled in 
booklet form and will be available to 
manufacturers, distributors, dealers, 
utilities, or others selling the farm 
family. 





Pressed Steel Car 
To Make Appliances 


An established manufacturer of rail- 
way equipment since 1898, The Pressed 
Steel Car Co.’s Chicago plant intends 
to manufacture a full line of major 
appliances under the tradename 
“Presteline”. 

The electric range will be produced 
| first, and will be followed by a com- 
piete iine of major appliances includ- 
ing refrigeration, air conditioning, and 
heating equipment. These major ap- 
pliances will have patented and copy- 
righted features exclusive to Pressed 
Steel, in addition to those features 
already established in the field. New 
and better materials will be used, and 
the products will be distinctive in 
style and operation. Before they are 
offered to the public, however, they 
will be fully tested and proven. 

Ernest Murphy, president, A. Rays- 
son, general sales manager, and C. S 
Hanley, assistant to the president, will 
be engaged in the operation of this 
new division, which is to be known 
as the Domestic Appliance Division 
of Pressed Steel Car Co., Inc. 











Sound Sales Policy 






A sound basic policy of sales and 
production has been adopted, accord- 
ing to the manufacturer. All products 
will be sold through the distributor, 
givifig him full protection in his terri- 
tory. He will have the complete co 
operation of Pressed Steel Car Co. 
in the solution of mutual problems, 
and his methods of distribution will 
be studied with the thought of mak- 
ing them as efficient as possible 9 
that he can realize maximum profits 
With the knowledge that materials 
will be restricted and controlled for 
sometime to come, Pressed Stee! will 
limit the number of distributors 10 
its production. 

Advertising will be done through 
national magazines, tradepapers, 1 
tional and local newspapers, business 
papers, radio and motion pictures. 
Concentration of advertising will b 
in the distributor’s territory to give 
him and his dealers the greatest pos 
sible ‘sales help. 
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TIME-reader’s house in Dallas exemplifies some of the new- twice what the average U. S. family makes. They can afford to 
sales eal est and best ideas in building and equipment — is the kind indulge their habit of wanting the best—and getting it first. 
|, accord- of home where other members of the community are likely to see Survey after survey shows, for instance, that TrmE-readers are 
— the appliances you want them to want, visible in use. the best customers of better U. S. department stores, where home 
appliance sales bulk large. They buy oftener, select higher-cost 


his terri- Of course not al! TIME’s more-than-a-million subscribers live in : ; , , 
plete co- ficeniess Se Site: feb Se. cnd lmnan Wi dendtiee ae Ga destive models in refrigerators, ranges, washing-machines, vacuum clean- 


sa families of better residential sections across the country... the ers, just about every major type of home equipment. 

ition will people most alert to changes for the better, most interested in the Tops in income and influence, they offer you a rich market in 
of mak- news and in new products for better living. themselves — and a way to reach millions of other U. S. family 
ape heads who look up to TIME-family standards and follow Trm™e- 
cats family buying leads. 
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For example, in: 
Boston, Mass. (pquiation 14,60) ... The Huntington Ave. Tire and 
Battery Service has been repairing all kinds of electrical appliances. 
We talked with 103 women customers .... . « 
3% said they read the Journal 
Morristown, N. J. (pouiation 16,000)... The N. J. Central Light and 
Power Co. recently repaired appliances for 121 women... ... 
3G% said they read the Journal 
All over America... customers 
come in when the Journal comes out 





*Largest audited circulation of any magazine 





Send for our new free booklet, “Radio and Appliance Selling in Tomorrow's Market." Write 
Ladies’ Home Journal, Independence Square, Phila., Pa.—using your business letterhead. 


PAGE 88 ‘OCTOBER, 1945—ELECTRICAL "MERCHANDIS!ING 





















HOTPOINT Dishwasher 


Edison General Electric (Hotpoint) Ap- 
pliance Co., 5600 W. Taylor St., 
Chicago, Ill. 

Device: Automatic dishwasher that 

fits under kitchen sink. 


Selling Features: Performs all func- 
tions of dishwashing, drying with- 
uit soap; “built-into” kitchens with 
all plumbing and drain connections 
concealed and permanently con- 
nected; water conditioner replacing 
soap is automatically injected dur- 
ing washing cycle; drying is ac- 
complished by rapid circulation of 
air heated by an electric unit and 
forced by blower; press of a button 
starts a series of 8 operations from 
spraying to washing to rinsing to 
drying; holds approximately 65 
dishes plus silverware. 

Availability: Will be available to 
dealers in November ; expect to have 
a good stock in dealers stores by 
December. 

Electrical Merchandising, October. 
1945. 





UNIVERSAL Ranges 


Landers, Frary & Clark, New Britain, 
Conn. 


Models: Speedking, Super Clipper and 
Super Planet. 

Selling Features: Speedking, deluxe 
model No. 1652 will feature the 
Multi-Heat control with individual 
signal lights for each surface unit 
which decrease or increase in light 
intensity as unit is turned from high 
to low or low to high; combination 
clock timer and minute minder built 
in backsplasher; timer can be used 
as time-control fe- oven, economy 
cooker or appliance outlet on back- 


splash. 2-unit speed 16x16x19 in. 
seamless porcelain enamel oven con- 


trolled by combination oven switch 
and automatic pre-heat cut-off ther- 
mostat which automatically cuts off 
top unit in oven when oven has been 
set for pre-heat cooking; automatic 
oven light; thermostatically con- 
trolled warming unit under right 
utility drawer converts this drawer 
into warming compartment when 
needed; 2 other utility drawers on 
other side of range’ provide storage 
space for cooking utensils; porcelain 
enamel finish, 40 in. wide, 26 in. 
deep. 

Super Clipper, medium-priced model 
No. 1651, similar to Speedking with-. 
out built-in control and timer, and 
switching mechanism. 

Super Planet, lower-priced model, 
No. 1051, identical with Super Clip- 
per except surface unit is controlled 
by oven selector switch and thermo- 
stat. It doesn’t include auxiliary 
oven light or warmer drawer unit. 


Availability: Production will not get 


under way on a large scale until 
early next year. 


Electrical Merchandising, October, 
1945. 
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FILTER QUEEN Cleaner 


Health-Mor Sanitation Systems, Inc., 
203 No. Wabash Ave., Chicago, Ill. 


Device: Model 200 Filter Queen bag- 


less cleaner. 


Selling Features: No dirt bag; a 


patented cone-shaped cellulose fil- 
ter removes dust and dirt from flow 
of air and drops it into a sealed, 
metal dust-pan which can be removed 
once a month; sound proofed # h.p. 
Black & Decker motor; suction is 
produced by a 2-stage centrifugal air 
impeller or pump located within con- 
tainer back of dust separator; swivel 
action nozzle with floating brush 
picks up hair, lint etc.; dust brush 
gently agitates and sucks up dust 
on lamp shades, venetian - blinds, 
shelves; 6-in. nozzle for deep pile 
upholstery; shampoo and wax 
sprayer cleans carpets and waxes 
floors; demother pulverizes moth 
crystals just before they are ejected, 
releasing highly concentrated gas; 
lock-tite assembly of connecting 
wand and tools prevents sections 
from coming apart when in use and 
makes all joints air-tight. 

Availability: Production started in 
September, shipments in small quan- 
tities will go forward starting Sept. 

Electrical Merchandising, October, 
1945. 
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HOOVER Cleaner 
The Hoover Co., No. Canton, O. 





Model: No. 27 low-priced Hoover. 
Selling Features: “Instant Conversion” 


formerly found only on higher priced 
Hoovers has been added to this low- 
priced model—makes it possible to 
quickly convert cleaner from rug 
cleaner to draperies, upholstery and 
other types of above-the-floor 
cleaner, as well as bare fl-ors and 
linoleum—by inserting tools in side 
of the cleaner. 

Other features include air-cushioned 
vibration that gently dislodges deeply 
imbedded dirt designed by Henry 
Dreyfuss in color scheme of maroon 
and “iridium” grey. 


Availability: In production. 
Electrical Merchandising, October, 


1945. 





KITCHEN MAID 
Unit Cabinets 


The Kitchen Maid Corp., Andrews, Ind. 


Device: Kitchen Maid package kitchen 
cabinet units. 

Selling Features: Complete line of 
base, wall, sink and utility units in a 
wide variety of sizes available separ- 
ately or in combinations to fit any 
size kitchen; all base and sink units 
available with or without stainless 
steel bound linoleum sink or counter- 
tops; all front frames are joined by 
spiral hardwood dowel construction; 
the 4x3 in. toe space in base cabinets 
is an added convenience; smooth-sur- 
face, dust-proof doors, no warp, semi- 
concealed hinges; drawers slide 
quietly on oil-treated hardwood 
slides and guides; 5-ply hardwood 
walls and shelves. 

Electrical Merchandising, October, 
1945, 





COOLERATOR Refrigerator 
Coolerator Corp., Duluth, Minn. 


Model: R-75. 
Selling Features: Frozen food com 


partment in top of refrigerator has 
a temperature of 8 degs. F; and 1.61 
cu. ft. storage capacity; food com- 
partment temperature 40 degs. F.; 
total food storage 7.83 cu. ft. inside 
refrigerator; wumrefrigerated food 
storage compartment in bottom; ice 
freezing capacity 12 Ibs. 


Electrical Merchandising, October 


1945 








WESTINGHOUSE Dryer 


Westinghouse Electric Corp., Mans- 
eld, O. 


Device: Automatic clothes dryer. 


Selling Features: Designed as com- 
panion piece of Laundromat washer 
and is identical in shape and size; 
contains large perforated metal 
basket in which damp clothes are 
placed; basket rotates at slow speed 
while fan circulates heated air that 
carries away moisture; whole opera- 
tion automatic—but dryer can be 
stopped manually to remove clothes 
that need to be damp for ironing. 

Electrical Merchandising, October, 
1945 





LUMI NITE Switch Plate 


Associated Projects Co., Columbus, O. 

Device: Wall switch plate of molded 
Plaskon with tiny lamp that glows 
when lights are out, goes off auto- 
matically when lights are on; ivory 
plastic finish blends into any decora- 
tive scheme 

Electrical Merchandising, October, 
1945. 
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LIFE LINES 


to Retailers 






One measure of a magazine’s advertising value 
to a local merchant is its importance in the 
advertising budgets of the manufacturers 
whose products he sells. 

Check your knowledge of LIFE’s importance 
to advertisers with this quiz: 

LIFE’s 1944 gross advertising revenue ex- 
ceeded that of any other magazine by more than 


[15% (10% 15% [(] 20% 


See how nearly right you are at the bottom of 
this column. * 


LIFE’s influence on the buying public is quite 
plain - J. W. Bell of the Bush-Caldwell Com- 
pany, Little Rock, Ark., because Bush-Cald 
well customers tell him about what they read 
in LIF 


“IT find most helpful to my business,” 
Mr. Bell, “ 
house sun lamp, the story of air conditioning, 
and the ‘Modern Home’ story with the in-the- 
wall storage space, and the in-line bathroom. 
From our customers’ comments I would say 
that these articles are very widely read, and 
that they exert a considerable influence on the 


writes 
such LIFE stories as the Westing- 


buying public.” 


And as the LIFE-advertised products you sell 
become available in more plentiful quantities 
that influence is going to have a greater, and 
ever greater, effect on your sales. 


Speaking of LIFE’s local influence, here's what 
Louis Tannenbaum, Advertising Manager for 
R. H. Macy & Co.,’New York, says: 

“Macy's pioneered window and newspaper 
tie-ups on LIFE’s merchandise articles in the 
New York area as early as 1938. 

“The excellent sales resulting from our tie- 
ups during the past seven years are too numer- 
ous to list. Obviously a magazine with LIFE’s 
enormous readership in our area is bound to 
have a stimulating effect on our cash register 
whenever we are in a position to stock the mer- 
chandise featured im your publication.” 


* LIFE’s lead in 1944 gross revenue over the 
next nearest magazine was 19.4%! 


LIFE’s revenue figure was $37,725,005. 
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Manufacturers are now eile on home air-con- 


ditioning units which, produced in quantity, can 
This recent LIFE photo, 
one of a series, shows how such an air-condition- 
ing unit introduces cool air at floor level (smoke 
is used to make the air visible), and diffuses it 


sell at moderate cost. 


ie woe tae es 

recs lo abi: se 
throughout the room. The light bulbs shown here 
give off as much heat as four bridge players. 
This report on air conditioning is characteristic of 
the interesting previews that LIFE gives today 
to its 22,000,000 weekly readers of equipment 
to make tomorrow’s living more comfortable. 


LIFE has more readers every week 
than any other magazine .. . 


LIFE sells your customers... 


They learn what’s new in 
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ELECT APPLIANCE 


NEW PRODUCTS 


WESTINGHOUSE Roaster 


Westinghouse Electric Corp., Mans 
field, O. 


Model: Westinghouse 18 qt. roaster. 


Selling Features: “Look-in” glass 
panel enables user to see food cook- 
ing without lifting lid; Time-Temp 
shelf slides from base of roaster and 
lists all essential cooking times and 
temperatures; inset pan has wide 
overlapping rim, making it easy to 





HORTON Ironer 


Horton Mfg. Co., 731 Osage St., Fort 
Fes Wayne, 1, Ind. 


Model: “Diamond Jubilee” table model 
automatic ironer. 

Selling Features: Single feathertouch 
lever controls pressing, ironing or 
releasing of ironer shoe through use 
of a new invention; 1500 watt ele- 
ment gives constant even flow of 
high heat, making ironing faster. 

Price: While OPA has not yet re- 
leased any prices, it is believed that 
this ironer will retail for less than 













$50. keep clean; ee top 
; handising, Oc ’ covers; equipped with oven dishes— 

— wae ne ot 1 for meat and 2 for vegetables. 
v 





October, 





SPEED QUEEN Washer 


Barlow & Seelig Mfg. Co., Ripon, Wis. 


Model: Super Duty model 745. 

Selling Features: Double-wall, all steel 
chassis construction with bowl-shaped 
tub; aluminum agitator and non- 
corrosive aluminum alloy agitator 
post; positive action speed drain; 
all aluminum safety-roll wringer. 

Availability: Now in production. 

— Merchandising, October 
1945. 
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SUNBEAM Iron 


DORMEYER Mixer 





4; Chicago Flexible Shaft Co., Roosevelt Rd. Dormeyer Corp., 4300 N. Kilpatrick Ave., 
2 * & Central Ave., Chicago, lil. Chicago, Ill. 

SB Model: Sunbeam Ironmaster. Model: 3000-A household food mixer. 
vd ol Selling Features: Cool heat regulator Selling Features: 3-speed, a.c.-d.c.; 
See 4 in handle under your thumb gives portable; mixer has juicer attach- 
faces | correct heat for linens, cottons, ment and includes large and small 
a a woolens, silks, rayons, easy to see bowl in addition to juicer bowl; 


and set; Double-automatic heat con- 
trol—never overheats; tapered toe 
and beveled edges for getting under 


flexible mounting for unit allows for 
thorough mixing without need for 
changing bowl position. 


a 


Soe 


7 











Wi 7 — a ruffles; permanently at- Price: $18.75 east of Rockies; $1.00 
pice — se addition for west coast. 
Price: $9.95. m AMANA Freezer-Cooler Availability: Deliveries available 

n here = Merchandising, October, ‘ ~o Ary : ; through appointed distributors. 
ayers. 945. v — ne ci Div. Electrical Merchandising, October, 
stic of hee 1945. 

‘rs Device: Model 200  seff-contained, 
today walk-in type freezer cooler for i 
yment homes, farms, etc. . 
table. Selling Features: Combines a home 


freezer and frozen food compart- 
ment with a spacious cooler—entire 
unit consists of 6 factory pre-fabri- 
cated sections. 

Cooler section has 100 cu. ft. capacity 
with a temperature of 36 to 40 degs. 
F; meat rails and adjustable hooks 
located for convenient use will ac- 
commodate whole carcasses or small 
cuts; slatted shelves hold butter, 
cheese, beverages and other foods; 
lower compartment provides space 
for cooling milk and cream in cans, 
cases of eggs, etc. 

Zero quick-freeze and storage com- 
partment has 4 heavy duty freezer 
plates for contact freezing; 23 cu. 
ft. capacity; normal height door— 
no stooping or bending; latest type 
heavy duty, air-cooled compressor 














QUILLEN Home Freezer 
Quillen Bros, Refrigerator Co., 1639 
Latayette Rd., Indianapolis, Ind. 
Device: Model “16” farm and home 

freezer. 


Selling Features: 16 cu. ft. capacity 
including compartment for fast freez- 





KIRBY Cleaner 
The Scott & Fetzer Co., W. 114th & 
Locust Ave., Cleviand, 2, Ohio 
Model: Kirby 505. 


Selling Features: Rubber mounted 
power driven brush with triple 











S 





Electrical Merchandising, 
194, 













ISING 


cushioned cleaning action; nozzle 
134 in. wide with rubber bumper 
all around; nozzle toe adjustment 
up or down by single notches—no 
stooping—gives visible, correct ad- 
justment for any type rug; Sani- 
Em-Tor bag makes it possible to 
remove dirt and dispose of it with- 
out detaching bag; new Floodlite; 
4-wheels; handle lock; automatic 
moth crystalator; accessories easy 
to attach; aluminum body, cadmium 
and chrome parts; weighs approxi- 
mately 16 Ibs. 

Rewrical Merchandising, October, 








controlled automatically with sep- 
arate control on condensing unit; 
white porcelain enamel interior fin- 
ish. orced-air cooling unit for 
walk-in cooler section has dial type 
temperature control; floor section 
heavily built and insulated to sus- 
tain full load. Heavy duty com- 
pressor with # h.p. single phase 
motor, 110 or 220 volts; all valves, 
controls located in lower coil com- 
partment where adjustments may be 
made without opening freezer com- 
partment. 


Electrical Merchandising, Octobér, 
1945. 
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ing; 78 in. long, 34 in high—31 in. 
to lid, 284 in. wide; 5 in. insulation 
in bottom and 4 in. in sides; 1/3 
h.p. condensing unit. 

Electrical Merchandising, October, 
1945. 














SCHICK Shavers 
Schick, Inc., Stamford, Conn. 


Models: Colonel No. 240 and Super, 
No. 270. 


Selling Features: Colonel has 2-M 


hollow-ground surgical steel head 
with swedged-edge inner cutter; 
high-power motor—a.c. or d.c. 110- 
120 volt motor; static suppressor; 
ivory plastic case with ribbed grip; 
built-in bronze Whisk-Its to catch all 
bear clippings. 

Super, new precision-built, comb- 
type V-16 head of surgical steel 
with double acting interceptor bars 
for closer shaves; long-life, high- 
speed a.c.-d.c. motor, 110-120 volts; 
ivory plastic case with ribbed grip; 
hinged bronze Whisk-its catch beard 
clippings; static suppressor; comes 
complete with cord, cleaning brush 
and head-guard in steel case cov- 
ered with simulated leather. 


Prices: Colonel, $15; Super, $18. 
Availability: Should be available to 


retail outlets around October Ist. 
October, 





TELECHRON Clocks 


Warren Telechron Co., Ashland, Mass. 


Models: Telalarm, Telalarm, Jr. ; Con- 


ductor, Buffet and Embassy. 


Selling Features: Telalarm, and Con- 


ductor models self-starting electric 
alarms with several new features 
including chime tone alarm, luminous 
hands and dial, ivory plastic case. 
Buffet, kitchen clock cased in red, 
green, ivory and white. 

Embassy, wood cased alarm clock 
with colonial motif. 

Price: Telalarm, $4.95; Conductor, 
$4.50; Telalarm Jr., $3.95; Buffet, 
$3.50; Embassy, $6.95. 

Electrical Merchandising, October, 
1945. y 


WARD-PAK Freezer Kit 


D. L. Ward Co., 401 No. Broad St., 
Philadelphia, Pa. 


Device: Freezer kit for packaging 
frozen foods for home and locker use. 

Selling Features: Kit contains five 
each of the following: vege- 
table boxes, fruit and berry boxes, 
hamburger and sausage boxes, 
freezer paper sheets (24 x 36 in), 
meat and poultry bags with metal-tie 
closure, and 1-jumbo cellophane bag 
for wrapping a ham, —— large 
cuts of meat up to 15 | 

Bieceyest Merchandising, October, 
1945. 
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NEW PRODUCTS 


or ivory and brushed brass; 8 jp, 
wide, 9} in. high. 
Utility—compact for general utility 
wherever small inexpensive, low 
volume signalling device is required; 
provides 2-note and 1-note signals: 
operates on standard 10-volt door- 
bell transformér; white or ivory 
enamel finish; 7 in. wide x 4 jn 
high. 
Price: Brookdale, $4.95; Utility $2.95 
STEADI-GLO Hotplate Electrical Merchandising, October, 


1945. 
Appliance Industries of America, 
666 N. Lake Shore Dr., Chicago, til. v 


Device: A-2 Steadi-Glo coffee brewer 
stove. 

Selling Features: Each unit has a com- 
plete range of 6 cooking heats from 
brewing coffee to cooking complete 
meals—from simmering low to ex- 
cess high for pan broiling and ‘fry- 
ing; 2 burners; for 110-120 volts, 
ac.d.c.; 18x10x44 in. B-1, single 
burner model also available, 9x9x4 in. 

Price: OPA ceiling price, $17.60. 


Electrical Merchandising, October, 
1945. 








THERMADOR Heater 


Thermador Electrical Mfg. Co., 5119 S 
Riverside Dr., Los Angeles, Calif 


Device: Built-in head-to-heels bath 
room heater. 

Selling Features: Requires no vent or 
flue, only 9 in. wide—can be easily 
located in most cramped bathroom; 
= “eo - steel one ae 
mium plated reflector s nickel- 

CALKINS Breakfaster chromium —s units in place 
: - South Bend through special ceramics; equip 
aaa eae” — ; with switch on grille—a double pole 
, on 230-volt heaters and a single 
Device: Breakfaster toaster-cooker pole on 150 volt heaters; Grille 
combination. 


9 x 49 x 2 inches. 
Selling Features: Combination hotplate 


Electrical Merchandising, October, 
and grill, to prepare toast and cof- 1945. 
fee or similar foods simultaneously 
in one unit; single element, located a 
near top performs both functions— 
upper surface forms hotplate and a 
compartment below serves as grill; 
accommodates a double deck sand- 
wich; weighs 24 Ibs.; 110 volt a.c.- 
d.c.; chromium-plated 
Price: $15. 
Availability: Late in October. 
aon Merchandising, October, 
1945. 


ROTO-BEAM Air Circulator 


Roto-Beam, 1008 Dakin St., 
Chicago, 13, Jil. 
Device: Roto-Beam radiant air wav: 
air circulator. 
RITTENHOUSE Door Chimes Selling femmes: Claseinter por yee 
, round use has 5 cast-aluminum blades 
The E. ppg Inc., with carefully engineered curvature 
ate wa hcpalee which projects air in narrow, rotat- 
Models: Brookdale and Utility. ing beam; equipped with standard 
Selling Features: Brookdale,—de- 110 volt, 60 cycle, a.c. motor ; —_ 
signed for kitchens and breakfast able in’ 21 models—from standar 
nooks sounds 2 notes for front door floor desk and pedestal models to 
and 1 note for rear door ; operates safety model for use in public places. 
| 


‘on standard 10-volt doorbell trans- Electrical Merchandising, October, 
former; white and chrome finish, 1945. 
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Grille 


ober, 


No. 4428 P 
: 


LoPilot is a marvel in efficiency and low cost. Wire 
your nearest Allen Distributor for Franchise Details. 


ALLEN MANUFACTURING CO., 


NC. Coal 
NASHVILLE, TENN. nes 


Combination 
Range— 
(Combination) 


Princess 
Oil-Burning Range 
Water Heater Coal—Wood 


Ceal Burning 
Parlor Furnace 





ALLEN DISTRIBUTORS 
THE YANCEY CO., INC. 
Mianta, Ga. ™ 


R. HUNT & CO. 
taltimore, Maryland 
WESTERN MERCHANDISE DIST., IN 
Sefalo, New York 
NITED DISTRIBUTORS, INC. 

idee, Mass. 
WUTHERN RADIO CORP. 

oe, N.C. 
- OR DISTRIBUTING CO. 

nati, Ohie 





AR PARTS DEPOT 
5 Paso, Texas 


ELECTRICAL MERCHANDISING—OCTOBER, 


SMALL & Gonaiseny co. 
Evansville, tnd. 


MORLEY-MURPHY os, 
Green Bay, Milwaukee, W 


4 AJ H SreTareuTine co. 
arrisburg, P: 


4 DISTRIBUTING co. 
Houston 2, Texas 


SOUTHERN WHOLESALERS, INC. 
Jackson, Mississippi 


UPRRAY-SRSOKS HARDWARE CoO., 


Lake Charles, La. 
GOUGH INDUSTRIES, INC. 
Los Angeles, Calif. 


1945 


STRATTON-WARREN HDWE. CO. 
Memphis, Tena. 

MAJOR APPLIANCES, INC. 

Miami, Tampa and Jacksonville, Fla. 
— Te teemaioee 


ome r cara & co., 
New Orleans, La. 


UNITED DISTRIBUTORS, INC. 
New Orteans, La. 


HARPER & McINTIRE CO. 
Ottumwa and Cedar Rapids, towa 


ARIZONA WHOLESALE SUPPLY Co. 


Phoenix, Arizona 


APPLIANCE WHOLESALERS OF 
OREGON 


Portiand, Oregon 


NELSON & SMALL 
Portiand, Me. 


WYATT-CORNICK, INC. 
Richmond, Va. 


DALCO APPLIANCE 


Sacramento and San Francisco, Calif. 


WYETH HARDWARE & MFG. CO. 
St. Joseph, Mo. 

RYAN RADIO & ELECTRIC CoO. 
St. Louis, Mo. 

MOTOR “ty EQUIPMENT Co. 
St. Paul, Min 


at * tae STATES DISTRIBUTING 


Sait Lake City, Utah 

RADIO TELEVISION & APPLIANCE CO 
Seattle, Washington 

RUDNING- npogarees co. 
Sioux Falls, 8. Dako’ 

SEATTLE RADIO SUPPLY, INC 
Spokane, Washington 

MASCON DISTRIBUTORS, INC 
Springfield, Mass. 

EDWARD JOY COMPANY 
Syracuse, New York 

H. A. MoRAE & CO., INC. 
Troy, New York 
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er readers are different! 


In An Emergency—They’re Ready 


(BUT ARE THEY RELYING ON YOUR PRODUCT?) 
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More than one-third of all advertisers in The American Home 
Magazine take advantage of the extraordinary responsiveness of our 
2,300,000 families by using coupons or making specific offers. Isn’t this 
an indication that your product, too, belongs in the magazine that 
needs no fiction, frills or funnies to keep on growing and pulling... 


THE AMERICAN HOME MAGAZINE 


NY 
j 


t 
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BEN-HUR Home Freezers 
Ben-Hur Mfg. Co., Milwaukee, Wis. 


Models: 2 farm and home freeze, 
models—6 cu. ft. and 12 cu. ft. 
Selling Features: 6 cu. ft. model with 
cu. ft. freezing compartment and 
a frozen storage compartment of 4 
cu. ft. capacity designed for averag 
family; will store 300 Ibs. food ata 
time; separate freezing compart 
ment prevents latent heat of fresh 
foods from affecting temperatures of 
foods already in frozen storage. 
12 cu. ft. model has freezing con- 
partment of 2 cu. ft. and a storage 
capacity of 10 cu. ft. holding to @ 
Ibs. of frozen foods. 
Cabinets of both models of rust 
proofed steel welded construction, 
streamlined, and finished in white 
high-baked enamel; 4 in. insulation 
maintains low interior temperatures; 
vent grills built into cabinet ené 
provide free circulation of air to 

compressor. 
ere Merchandising, October 
1945. 










v 





COOLERATOR Home 
Freezers 


Coolerator Corp., Duluth, Minn. 


Models: F-65 for home use and !- 
155 farm model. 

Selling Features: F-65 home freeze! 
has a freezing compartment wit! 
1.53 cu. ft. capacity and a storagt 
compartment of 5.05 -cu. ft.; tot! 
volume 6.58 cu. ft.; storage com 
partment temperature Zero degs. F: 
plus-or-minus-5-degs. and freezing 
compartment Zero degs. F., plus-0r 
minus-5-degs. Tecumseh hermet 
cally sealed 4 h.p. motor, natura 
draft condenser, internally sprig 
mounted. Walls have 5 in. insula 
tion, lids 4 in. F-165 farm freezer 
freezing compartment has 1.82 
ft. capacity, storage compartme 
13.28 cu. ft., total volume 15.10 4 
ft. Equipped with Tecumseh, het 
metically sealed 1/3 h.p. motor, # 
cooled condenser. 

Electrical Merchandising,  Octod 

1945. 
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EL Vibrators Meet 95% 





in’ 
i 7 


of All Auto Radio Replacement Needs! 


Mode! 1703 ~~ 2 
serves 738 ’ 
fe ° avto-rodies AG i 


~ 
Vie 


Guto-radios 


ES, it’s true! You need stock only four models of E-L 

Vibrators to serve the 1,122 auto-radio models compris- 
ing 95% of the replacement demand! Result: much smaller 
inventory, faster turnover, and greater profits for dealers 
and distributors. 


Standardization with Higher Quality —This unique E-L 
Vibrator standardization plan is the product of exhaustive 
research into auto-radio requirements . . . and of adapting 
to those requirements E-L models whose design and exclu- 
sive features have been perfected and proved in the toughest 
military applications. 

These E-L"Vibrators are of the balanced resonance type, 
with 8 contacts instead of 4—twice as many as other makes. 
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Mode! 2° 


Hie ~ perves /« 


‘ outo-radio, 







auto-radios 





Tests show they provide 33% longer vibrator life, with out- 
put and starting voltages held virtually constame at all times. 


See Your E-L Distributor — Your E-L distributor will fill 
your orders as soon as possible, considering the fact that his 
stocks are limited due to military demands. 

With your order, you'll receive your copy of the new 
E-L Auto-Radio Vibrator Replacement Guide. Designed 
to hang on your wall, it will tell you instantly which E-L 
Vibrator to use for most auto-radios as far back as 1936. 
See your E-L distributor ! 

. —an\ 


VIBRATORS 





? 


VIBRATORS AND VIBRATOR POWER EQUIPMENT FOR LIGHTING, COMMUNICATIONS, ELECTRIC AND ELECTRONIC APPLICATIONS 





+ from the fighting fronts and a definite part in 
“cleaning up" a vicious enemy ... beck to the 
homefront for another mighty “clean-up” job, 


CADILLAC 
“VACUUM 
CLEANERS 


... have been honorably 
discharged from the 
armed services and are 
back in smartly-styled 
“civvies’’...an ex- 
quisite eye-appealing 
HAMMERLOID finish 
that adds to pride of 
ownership. 


PERFORMANCE 


CADILLAC 


CLEAN BETTER 


CLEMENTS MFG. CO. 
6666 S. NARRAGANSETT AVE. CHICAGO 38, ILL. 
CS 
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McALLISTER Cleaner 


Franklin-McAllister Corp., 135 S. LaSalle 
St., Chicago 3, lil. 


Device: McAllister bagless cleaner. 


Selling Features: Dirt is deposited in 


large reservoir incorporated into 
suction unit; reservoir can be de- 
tached and reattached and emptied 
like dustpan—no bag to empty, no 
filters to replace; handles suds and 
water as easily as dry dirt, making it 
possible to launder rugs and carpets 
on floor at home; motor, section unit 
and dust pan are contained in sep- 
arate dome-like device a little larger 
than army helmet and weighs 12 
Ibs.; cleans drapes, upholstered fur- 
niture, radiators, venetian blinds; 
spray gun attachment for moth- 
proofing or hair drying; floating 
brush picks up hair, lint and other 
deeply imbedded dirt ; nozzle manipu- 
lates rug to dig down and get all 
the dirt. 

Availability: “Will be on sale’ in stores 
all over the country by October.” 

Electrical Merchandising, October, 
1945. y 


SYLVANIA Xmas Tree Lights 


Sylvania Electric Products Inc., Salem, 
Mass. 


Device: Round, fluorescent Christmas 
tree lights. 

Selling Features: Made with same 
type fluorescent powders that go 
into fluorescent tubes for regular 
residential and commercial use in 
a small round shape and needing 
no special auxiliary equipment to 
operate; available in 4 pastel shades 
—coral, blue, green and maize; 
lamps come eight to a string, have 
screw-type base and are ind - 
ently rated; each lamp rns 
about watts; has approximate 
1000 hr. life; because they burn 
cool they help retard drying of tree; 
for use on indoor or outdoor trees. 

Price: aay of 8 lamps, $7.50; re- 
placement lamps 60¢ a piece. 

Availability: Available for coming 
holiday season; Royal Electric Co. 
and Miller Electric Co., Pawtucket, 
R. I. will manufacture tree sets 
using the new fluorescent lamps. 

Electrical Merchandising. October, 
1945 


FRIGID-FREEZE Home Freezer 


Refrigeration Corp, of America, 241 W, 
64th St., New York City 


Models: No. 300, 500, 700 and 1000. 

Selling Features: Zero Sentine! double. 
alarm system prevents spoilage of 
food; Freeztrol, low-temperature 
modulator converts storage space 
into quick-freezing space; baked 
Dupont Dulux exterior ; 5 in. insula- 
tion at bottom and 4 in. on all sides: 
Model 300 has 6 cu. ft. capacity; 
500—10 cu. ft.; 700—14 cu. ft; and 
1000—20 cu. ft. All models are 3% 
in. high and 29% in. wide. 

Prices: OPA approved prices, Mode! 
300, $250; 500, $350; 700, $450. 
and 1000, $595. 

Electrical Merchandising, October 
1945. 


CORY Coffee Maker 


Cory Glass Coffee Brewer Co., 221 N. 
Le Salle St., Chicago, 1, Ill. 


Device: Cory Buffet Queen coffe 
maker combination. 

Selling Features: Combination con- 
sists of 8-cup glass coffee brewer 
extra serving decanter and 2 burner 
electric stove with 2-heats for brew 
ing and maintaining coffee at cor- 
rect serving temperature chromium 
finish stove ; plastic handles and heat 
control switches; plastic hinged de- 
canter cover; easy-to-grip handle; 
plastic measuring cup and safety 
stand for upper bowl. 

Price: $24.95. 

Availability: After November. 

Electrical Merchandising, October 
1945. 














ROCHESTER Rat Trap 
Electronics Traps, Inc., Rochester, N. ‘. 


Device: Rochester automatic rat trap. 

Selling Features: Catches and kills rat 
by electricity plugs into any com 
venient outlet; has no floor and & 
open at both ends like tunnel; elec 
tric eye beam midway in tunnel! 
broken as rat passes through, 
quickly dropping doors at ¢ 
end of tunnel—a small door a 
side of trap opens to a ramp which 
leads up to an “electrocution cham- 
ber.”—110 volt shock from building 
current is sufficient to kill rat. 

Electrical Merchandising, October, 
1945. 
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October 
Look Inside At All These Coleman Features! 
¥ Engineered insulation—rock wool and 
dead air space. 
Rugged construction—heavy duty gal- 
vanized tank. 
White baked enamel finish with 
maroon trim. 
Large-area heat vent—lots of radia- 
er tion for efficient operation. 
on Coleman’s famous low-draft burner— 
iil. operates on only .03 draft! 
— Automatic controls — maintain. water 
temperatute at 150° F. 
1g as Burner asbestos-sealed to prevent loss 
2 burner of heat. 
or brew Automatic pilot—won’t go out under 
Poa a worst drafts. 
and heat Removable burner—permits easy 
a > cleaning. One screw holds it in place. 
id safety Lighter door—makes lighting of pilot 
simple: 
- Automatic fuel control. 
October Exclusive Coleman draft-meter—main- 
tains Coleman’s low-draft oper- 
— ating efficiency.(Not illustrated) _ _ 
) AND—Look Outside!—At the 
p gleaming white enameled, stream- 
lined styling Coleman designers have 
achieved. It will help sell customers as much 
as those inside features! Write today — get 
in on the bonanza of oil-water-heater sales, 
opening up with this latest Coleman develop- 
ment! The Coleman Co., Inc., Dept. EM-850, 





Wichita 1, Kansas. 
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“ACCORDING TO THE ELECTRONIC TIMER, YOU'RE 
THREE WHOLE SECONDS AHEAD OF SCHEDULE!” 


Look forward to getting appliances 
FAST—via Graybar 


With the return of competition, you'll have the old, familiar 
sales emergencies to meet. And Graybar — with warehouse 


DISTRIBUTION iS MERCHANDISE stocks in more than eighty cities — will be outstandingly 





you want them . . . never any need to overstock. 









be effectively advertised to the public by their makers. 


features in building sales. 

















This is Fred T. Eggar — one of the many Graybar 
Men whose merchandising skill and experience 
contribute to the success of appliance dealers all 
over the nation 

Since World War I, Legionnaire and Shriner 
Egear has been directing resale appliance salesmen 
and helping dealers with promotional programs 
and modern merchandising methods — in Minne- 
sota, the Dakotas and Wisconsin. 

For five years he’s been Graybar’s Merchandising 
Manager at Minneapolis (his home town) — in 
charge of distribution and sales of major and 
small appliances, radios, and hearing aids. 

Fred typifies Graybar’s Appliance Specialists — 
men who make merchandise move. 























OCTOBER, 





equipped to help you meet them. Via Graybar, you'll be able 
to get appliances and radios Jocally in just the quantities you 
desire. That means fast delivery of the items you want when 


The “via Graybar” lines will be products of responsible 
manufacturers, will have readily saleable features, and will | 


The men of Graybar’s Merchandising Department are 
ready to help train your personnel to make the most of these 


Meanwhile, Graybar is continuing to distribute fairly | Home Freezers 
among its dealers the appliances currently available. Graybar 


Electric Company — in over 80 principal cities. Executive 
offices: Graybar Building, New York 17, N. Y. 4562 


ts al vailabl 
Merchandising Department | ziciica sierchondising, October 
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| CONCO Stoker 
Conco Engineering Works, Mendoto, Ili, 


4 Device: Domestic stoker. 
Selling Features: Hopper has low fill 
ing height; Inter-planetary transmis- 
| sion utilizes powerful internal de- 
sign which places 8 teeth in con- 
stant contact; selector lever permits 
a number of coal feed adjustments 
without changing position of belt or 
stopping motor ; automatically main- 
tains correct belt tension at all 
times; Air-meter, designed on new 
principle assures corfect combus- 
tion under varying conditions by au- 
tomatically adjusting flow of air to 
changing fuel bed demands; dust- 
tight, air-tight hopper provided with 
forced ventilation through air jet, to 
prevent back-gasing into basement; 
no sheer pin or clutch ; electric over- 
load switch stops motor in event 
of obstruction and automatically re- 
starts it after obstruction is re- 
moved; I-piece retort designed to 
burn a wide variety of coals; fin- 
ished in red, black and aluminum. 
a Merchandising, October, 
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WINPOWER 7 


Winpower Mfg. Co., Newten, lowe 
Models: “Ever-Fresh” 8 and 16. 


Selling Features: Equipped with her- 
metically sealed Freon units operat- 
ing in conjunction with a capillary 
tube semi-flooded system for trouble- 
free operation; 110 volt 60 cycle 

odel 8, for families who wish 
to freeze and store moderate quanti- 
ties of food; twin lid assembly al- 
lows easy access to food without 
lifting entire cover; partition divid- 
ers and shelves available for storage 
chamber; capacity 8 cu. ft., 502 in. 
long, 27 in. wide, 38 in. high ; 1/5 


Medel i 16, for suburban and rural 
homes, permits freezing and storing 
of fruits, meats, vegetables in sub- 
stantial quantities; capacity 16 cu. 
ft.; 922 in. long, 27 in. wide, 38 in. 
high; 1/3 h.p. unit. 

Models 4 and 6, with 4 and 6 cu. it. 
capacities for small homes and apart- 
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The Miracte of modern heating! Small but mighty comforting when a 
room has the chills . . . that’s a Wittie Portable Electric Steam Heater—in 
“fan-blow” and convection types. Either model provides economical, 
luxurious warmth on cold days. The “fan-blow” Wittie Steam Heater pours 
out heat, rapidly warming any room. The convection model is ideal for 
smaller areas. 

Made to answer a critical need for small heating units in homes, offices, 
farms, hotels and tourist courts ... the demand for Wittie Electric Steam 
Heaters is immediate, urgent . . . huge! And the market will be primed still 
further by concentrated national advertising to consumers. 

Don’t put it off ... prompt action now means sales and profits later. 


Write or wire today for full information. 


LOOK AT THESE FAST SELLING FEATURES: 


Automatic safety shut-off Fan-blow and convection models 
2-stage heat regulator Clean steam heat... healthful and safe 
Portable... luggage design... light No danger of fire or burn 
in weight. Heats room in a few minutes 
Compact... 21%" long, 17" high, 7*4" Costs but a few cents a day to operate 
wide Operates on AC and DC current 
Honeycomb core radiator Finished in three attractive colors 


| Offi and Pi 
WITTIE MFG. & SALES CO. 1414s. Wabash Ave. Chicago 5, 111, 


Branch Offices and Representatives in New York, Kansas City, los Angeles and Detroit 
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ALCOA ALUMINUM 


[ALCOA 
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ay when they can buy those new, post- 


war refrigerators and home appliances. 


They're expecting something exciting. 
And your manufacturers are not going 
to disappoint these customers of yours. 
Many of the “after-the-war” refrig- 
erators and appliances will feature 
the use of Alcoa Aluminum. It will 
add new beauty, be lighter to handle 
The use of 


aluminum will give you added sell- 





and easier to clean. 


ing features. 

This Alcoa advertisement reach- 
ing millions of your best prospects 
will help you sell tomorrow’s mar- 
ket. It is one of a series featuring 
some of the advantages of alumi- 

num in refrigerators and home 

appliances. ALUMINUM COMPANY 
oF AMERICA, 1860 Gulf Bldg., 
Pittsburgh 19, Pa. 


a 
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ELECT APPLIANCt 





NEW PRODUCTS 


EASY Washer 


Easy Washing Machine Corp. 
Syrocuse, N.Y. 


Model: Easy Spindrier No. 8SS46, 


Selling Features: Spiralator washing 
action with large, full-curved 3-vane 
plastic finished Spiralator; 18-gal, 
tub holds 9 Ibs. dry clothes; bowl- 
bottom design steps up washing 
speed, reduces tangling, increases 
ease of draining; Spindrier rinses 
and spins-dry one load of clothes 
while other tub is washing a second 
load; automatic bell timer signals 
end of set washing period ; automatic 
overload switch; silent power gear 
case; precision-built direct drive; 
white porcelain enamel tub. 

Electrical Merchandising, October, 
1945. 






PROCTOR Iron 


Proctor Electric Co., Philodelphia, Pa. 


— Proctor Never-Lift Iron No. 

Selling Features: Fully automatic; 
1000-watts, a.c.; fabric dial with 
speed selector; ‘ Dreadnaught” heat- 
ing unit; patented Never-Lift stand 
for comfortable ironing. 

Availability: In time for Christmas 
shopping. 

Electrical Merchandising, October, 
1945, 


v 


TYMZIT Delayed Action 
Switch 


T. J. Mudon Co., 1240 Merchandise Mari, 
Chicogo, Jil. 


Device: All-purpose light or power 
switch featuring toggle-lever ar- 
rangement which offers declayed- 
action and instantaneous “off” plus 
a time-selector for delayed action 
which can be set from zero to 3 
minutes. 

Price: Several types will be available 
with prices starting at $1.50. 

Availability: Orders accepted now will 
be delivered in order receiv 





Electrical Merchandising, October, 
1945. 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN’S HOME COMPANION 
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Certainly is a nice, fat, extra profit for us retailers 
in this picture. Just by putting a copy of this 
month’s Companion or pages from it in the 
window or counter display, with these 
advertisers’ products. 

‘= | Wonderful thing the way products 

- vot, f advertised in the Companion 

pour I move even faster when you 


vis | display ‘em together with 
the magazine! 
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tomatic ; 
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250 PARK AVENUE, NEW YORK 
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to serve them. 


The first dealer in your town to get 
the new appliances and radios on 
display should receive valuable 
publicity. Why not be that dealer? 
Arrange your initial shipments by 
Air Express ... show your custom- 
ers they have a live-wire merchant 











SPECIFY 


AIR EXPRESS 





Make More Money 
on SLOW TURN eins 











Slow-turn inventories are costly and eat profits. But no such 
inventory is needed to give customers full service — if you 


specify Air Express. 


Speed of delivery by air is so fast that the stock of any 


supplier in the nation is only a matter of hours away from 


your business. 


Think of Air Express as a “warehouse on wings” and you 


will discover many profitable uses for it in your business — 


a service that actually “earns its weight in gold.” 


Specify Air Express—A Good Business Buy 


Shipments travel at a speed of three miles a minute between principal U. S. 


towns and cities, with cost including special pick-up and 


delivery. Same-day 


delivery between many airport towns and cities. Rapid air-rail service to 23,000 


off-airline points in the United States. Service 
direct by air to and from scores of foreign 
countries. 

Write Today for interesting “Map of Postwar 
Town” picturing advantages of Air Express to 
community, business and industry. Air Express 
Division, Railway Express Agency, 230 Park 
Avenue, New York 17. Or ask for it at any Airline 
or Express office. 
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Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 


Representing the AIRLINES of the United States 






























ADMIRAL RECORD-CHANGER START—Two executives of the Admiral Corp. 
Chicago, inspect one of the first of the new record-changers which went into produc. 
tion late in August. Left to right: J. B. Huarisa, executive vice-president and Richard 
A. Graver, vice-president of the company. 














ARIZONA 
Douglas—The State Tax Commis- 


sion has issued a 


license to the 


Douglas Appliance Co., of this city, 
which proposes to deal in electrical 
appliances. Barry Wheldon is man- 
ager of the new firm. 


Tempe—Walter 
bought Curry Home 
409 Mill Avenue, 


Curry. 


from 


Ingram has 
Appliances, 
John J. 


Phoenix—Allen L. Guard has been 


licensed to deal in appliances. 


His 


establishment is located at 607 East 


Indian School Road. 


ARKANSAS 


Wynne—The Dail 


Furniture Co., 


owned and operated by Mr. and 
Mrs. Carl Dail, will open a radio 
and appliance department, accord- 
ing to announcement by the man- 


agement. 


Little Rock—New charters granted 


by the 


state secretary 


Brooks, Inc., of Rogers, dealers in 


appliances. 


Edward E. Brook of 


Rogers is resident agent and an in- 
corporator, along with Gean S. At- 
kinson and E. B. Atkinson. Start- 
ing capital is $5,000 and capital 


stock $25,000. 


CALIFORNIA 


Los Angeles—Walter E. Stone has 
purchased City Radio & Sound Co., 


5170 Melrose 


Avenue, 


and has 


changed the firm name to Stone 


City Radio & Sound Co. 
San Leandro—Broadmoor Electric 


Co., a new electrical contractor- 
dealer firm, has been opened at 796 
E. 14th Street, San Leandro, Calif., 
by Harry Alfiers, formerly with Pa- 
cific Electric Motor Co., Oakland. 
Besides wiring, the firm now re- 
pairs appliances and will sell them 


when available. 








OCTOBER, 








include 


CONNECTICUT 


Certificates of incorporation wer« 
applied for in Connecticut as fol 
lows: 


Bridgeport—General Refrigeration 
& Radio Service, 1062 Barnum av., 
by John H. Gunther, 125 Marsh- 
way, Stratford; Rudolph J. Zustin 
and Leonard V. Sullivan of Bridge- 
port. 


Danbury—Danbury Home Electri- 
cal Service, 66 North St., by Ray 
Levine. 


East Haven—A C P Electric Serv- 
ice, 173 High St., by A. C. Pana- 
grossi. 



























































































FIRST BENDIX—J. S. Sayre (right). 
president of Bendix Home Appliances, 
Inc., and H. L. Spencer, vice-president 
in charge of manufacturing, stand beside 
the first Bendix automatic home laundry 
made for civilian consumption. Sever! 
thousand machines have been shipped 
since the above picture was taken. 
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From coast to coast, it’s hats off to 
Eureka! For previewing the great- 
est line of “firsts” in the history of 
the appliance industry! For coup- 
ling up with this great new line of 
products, the smartest sales strat- 
egy in appliance business. Yes, 
they’re taking off their hats to 
Eureka’s complete new Home Clean- 
ing System, first new idea in home 
cleaning in years . . . to two great 
new vacuum cleaners . .. to Eureka’s 







































































plans for immediate postwar busi- 
ness, the reaction has been over- 
whelmingly enthusiastic for this 
great new combination! 























Franchise. 
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Eureka Vacuum © 









Cordless Electric Iron, revolutionary new way to 
iron...And they’re taking off their hats to a dealer’s 
kind of deal... the new Eureka Tailored Market 
Coverage plan that gives 
opportunity toevery Qual- 
ified Eureka dealer to get 
from his trading area his 
full sales potential to make 
possible a long-term, prof- 
itable business with Eu- 
reka. Wherever Eureka 
Qualified dealers have met 
to see and discuss Eureka 





A few Eureka dealerships are still 
available to quolified dealers. Con- 
tact your distributor or write us 
today for details on the Eureka 
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Making the 
B.T.U.’s Behave 


N RHEEM’S Pasadena, California Laboratory, are 
| petra ae the company’s research and quality 
control. From here improvements are fed out to 
Rheem’s decentralized network of 15 plants. 

In the picture above, two laboratory technicians are 
making sure that these automatic water heaters live 
up to the Rheem reputation. 


When it comes to appraising the performance of a 
heater, or any appliance in the Rheem line, these ex- 
perts are strictly from Missouri. With the finest, most 
sensitive instruments they make spot tests of every part 
of every appliance. It’s got to be good, safe and efficient 
—or it doesn’t get by. 

But the Rheem Laboratory Group has more than 
the tools for testing. Collectively, they represent a sum 
of priceless experience in the study and use of heat. Yet 
they don’t rest on this experience. They keep right on 
studying . . . never stop looking for ways to make liv- 
ing more comfortable. 

That’s why today’s Rheem products are famous for 
better, safer, more economical service. It is also the 
reason why the Rheem peacetime line will reach an 
even higher standard of quality. 


In your plans for the future. ..include Rheem 


RHEEM 


MANUFACTURING 
COMPANY 


wor Ever? maior arte 
Executive and General Sales Offices 
New York « San Francisco « Los Angeles 
Chicago + Washington, D. C. 





THOR WASHERS UNDER WAY—Finishing touches are placed on Thor washing 
machines rolling off the assembly lines at the Chicago plant of the Hurley Machine 
Co. as reconversion got under way last month. 








(Connecticut continued) 


Greenwich — Sound Beach Radio 
Service, 244 Sound Beach Av., by 
A. F. Ingram and V. E. Finch. 


Greenwich—Complete Refrigerator 
Supply, by W. J. Penachio. 


Hartford—Hartford Radio Service, 
195 Affleck St., by Cyrille Gosselin. 


Milford—Radio & Appliance Serv- 
ice Center, 4 Lafayette St., by A. R. 
Gilson. 


New Canaan—New Canaan Electri- 
cal Co., 18 Elm St., by Mae Kert- 
man, Stamford, and H. J. Waibel, 
Norwalk. 


New Haven—Ace Radio Service, 726 
Congress Av., by Chas. J. Gerard, 
East Haven. 


New Haven—Conn. Refrigeration 
Service, 234 Washington Av., by 
Stephen P. Puleo, West Haven, and 
Jacques Le Roy, East Haven. 


New Haven—Palmieri Furniture & 
Appliance Co., 195 Washington Av., 
by Frank Palmieri. 


New Haven—General Refrigera- 
ation Co., 948 State St., by John 
Ficocelli, and Vincent Carafano. 


New Haven—Farrell’s Radio Serv- 
ice, 158 Franklin St., by Ray Far- 
rell. 


New London—Refrigeration Job- 
bing Supply Co., P. R. Schaperon. 


Waterbury—Electric Appliance Co., 
by Raymond Peffers et al. 


Waterbury—“Deluxe Radio Shop,” 
by Pauline Faro. 


Westport—Branstrom Electric Co., 
by Fred Branstrom. 


Westport—The Electronic Shop, 
North Main St. and Canal St., by 
Bert B. Keller. 


OCTOBER, 1945—ELECTRICAL MERCHANDISING 


FLORIDA 


Winter Haven—R. S. DePuy and 
J. W. Hammond, Jr., have moved 
their electrical appliance store from 
Third Street to Fifth Street. 


Bradenton—Frank Murch has pur- 
chased Lockhart Radio and Elec- 
tric Service, Walcaid Building, Sixth 
Ave., and reopened under the name 
of “Frank Murch, Radio Doctor.” 


Jacksonville—Harold Ashley Co., 
Inc., has opened at 802 Hogan St. 
and will feature a complete line of 
appliances. 


Jacksonville—The Phoenix Radio 
Service, 1602 Walnut St., has opened 
recently. It features retail radio 
parts. 


ILLINOIS 


Chicago—A certificate of incorpora- 
tion was granted to Radio Sound 
Corp., 1461 S. Michigan Ave.; 30 
shares common, par value $100. In- 
corporators: John Uildricks, Frank 
Salm, Edward Baldwin; to deal in 
radio and sound equipment. 


Champaign—The Don Hayes Ap- 
pliance Store has opened for busi- 
ness at 321 North Neil Street, .and 
will specialize in handling Hotpoint 
products. 


Chicago—The state secretary's of- 
fice has issued a certificate of incor- 
poration to Dixon Appliance Co. 
Inc., 38 South Dearborn Street; 
1,000 shares common, par value 
$100. Incorporators: Joseph J. 
Magidson, B. C. Schiff, Martha F. 
Weeks. The company will deal in 
wholesale and retail appliances. 


Chicago—A certificate of incorpor- 
ation was issued recently to Kil-Bar 
Electric Co., 2621 Clybourn Ave.; 
2,000 shares common, par value $10. 
Incorporators: Harold J. Kilburg, 
Matilda J. Kilburg, Catharine A. 
Lee. The firm will deal in and serv- 
ice appliances. 


LEC] 





@JOBBERS who have not already placed their quantity 


ie AN 
commitments for Moe-Bridges electric lighting units and i) () i 53 b R | i) lj | \ 


appliances are urged to do so immediately. Orders will 


be filled just as fast as production conditions permit and 
in the order in which they are’ received. DEALERS are 
asked to keep in touch with their Jobbers regarding ex- 
pected initial delivery dates. If you do not know the name 
and address of your nearest Moe-Bridges Jobber, write us 


and we'll gladly forward this information to you at once, 
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Yes, Driver-Harris exclusive manufacturer of Nichrome is back on 
civilian production...and manufacturers of quality electrical appliances 
are once again receiving full requirement of Nichrome heating element 
wire for their new lines. 

To manufacturers and consumers everywhere this is great news, 
for Nichrome is the world famous name in electrical resistance alloys 
that means...QUALITY, DEPENDABILITY and LONG LIFE in electrical 
heating appliances. 

Although there are several excellent Nickel Chromium combinations, 
there is only one Nichrome and it is made only by Driver-Harris. So...for 
long, trouble-free performance and enduring customer satisfaction ask 
your manufacturer to assure you that the heating elements in your elec- 
trical appliance line are made of genuine D-H Nichrome 


Nichrome is made only by — 
Driver-Harris \" 


COMPANY 
HARRISON, N. J. 


Branches: Chicago « Detroit - Cleveland + Los Angeles + San Francisco + Seattle 


4 Pot 4 
e Mork Reg 5 





HOME OF THE HUNTERS—Autoist; 
who travel the highway in the vicinity of 
Lafayette, California in the last weeks of 
the war could not fail to notice a large 
sign which occupies a conspicuous spot * 
in the midst of a fruit orchard. The sign 
reads, “Future Home of The Appliance 
Center Featuring Westinghouse Pro- 
ducts". It is signed “Bill Schedler, Mat 
Connelly, Jr—Gone Hunting in the 
Pacific With the Navy". The father of 
one of the young hunters and father-in. 
law of the other erected the sign and 
has made preliminary arrangements to 
carry out their plans. 


INDIANA 


Boswell—A complete line of Gen- 
eral Electric appliances will be 
handled by the Corn Belt Feed and 
Hatchery Co. here, according to 
the management. 


IOWA 


Hudson—Gail Bonneson has opened 
an electric appliance and radio re- 
pair store here. 


Estherville—J. H. McGrath, Esther- 
ville, will open an electrical appli- 
ance store in Emmetsburg. 


KENTUCKY 


Lexington—Paul K. Wright, John 
Farkas and J. W. Ford have organ- 
ized the Household Appliance Co. 
in Lexington, with a capital of $20,- 


000. 
MARYLAND 


Baltimore—Leon Levi, jeweler, 316 
W. Lexington St., has announced 
the addition of a department hand- 
ling radios and major appliances. 


Baltimore—Linden Radio Service 
Co. will open a new establishment 
for the sale of radios and appliances 
at an eafly date, according to Joseph 
Kippness. The firm is located at 
40 West Oliver Street. 


MISSOURI 


Jefferson City—A certificate of in- 
corporation has been issued to 
Brentwood Sales & Service Co. 
2307 Brentwood Bivd., Brentwood, 
to deal in electrical appliances; 300 
shares par value $50 each author- 
ized, commence with $8000; com- 
mon shares subscribed. Directorate 
Herbert E. Cook, Guy C. McCand- 
less, Arthur A. Steudeman, [u- 
gene Colabianchi. 
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By means of a recently perfected device, it is now possible to take photographs through the periscope of a submerged ywhmarine— 
thus permitting the commander and crew to produce factual evidence of ships sunk or damaged. 


A BOY and his READING wade this picture possible 


Seen through the periscope of an Amer- 
ican submarine, another Jap vessel 
plunges to its doom—another ray of 
Jap bope was snuffed out in oblivion.... 


Since Pearl Harbor, 5,225,000 tons 
of Jap shipping were sent to Davey 
Jones’ locker by American underseas 
assault. This gives a mere hint of an 
epic of the sea, the full story of which 
is only now beginning to be told. 


This potent weapon of war (and in- 
strument of peacetime salvage and 
scientific research) first took practical 
form in the brain of a red-headed 
American schoolboy. 


Simon Lake distinguished himself in 
school mainly by his mischief. But he 
was a born inventor, and he loved to 
read. And as a result of his reading, he 
devised the first submarine to operate 
successfully in the open sea. In his 
autobiography, he said: 

“Jules Verne was, in a sense, the 
director-general of my life. When I 
was not more than ten or eleven years 
old I read his Twenty Thousand Leagues 
under the Sea and my young imagina- 
tion was fired. I began to dream of 
making voyages under the waters.... 

“. . . I began to read everything 
which might have a bearing on the 
problems attending my purposed pene- 
tration of the depths of the sea.” 


In 1897, Simon Lake saw his dream 
come true with the launching of the 
Argonaut, the original even-keel type 
of underseas craft . . . ancestor of all 
the submarines in the sea today! 

Reading Makes History 
With Simon Lake, as with so many who 
have shaped the course of human events, 
reading was the spark which lit the flame 
of accomplishment. 


Why has reading loomed thus in the 
lives of so many of history’s great? Be- 
cause knowledge is power, and only by 
reading can knowledge be absorbed in 
full detail. It is the impression value of 
what one sees that registers indelibly and 
is never forgotten. 

This significant experience is enjoyed 
at its richest and most varied best in the 
pages of The American Weekly. For here, 
brilliantly reported, is an unparalleled 
presentation of life ...the ebb and flow 
of human passion and conflict . . . man’s 


wisdom and folly, his frivolities and en- 
thusiasms and devotions, his high achieve- 
ments and tragic inadequacies and failures. 
Here are science, art, literature . . . psy- 
chology ... history . . . the whole exciting 
record of human progress. 

The accuracy and authenticity of these 
articles, many of which are used in the 
classrooms of schools and colleges, is 
attested by the fact that in the January 7, 
1945 issue of The American Weekly Simon 
Lake himself contributed the article en- 
titled, “‘Undersea Jeeps,” and that shortly 
before his death he wrote the article, “‘Be- 
nign Future of the Submarine,” which was 
published in the September 9, 1945 issue. 

The American Weekly is distributed 
through a group of great Sunday news- 
papers and read by the men, women and 
young people in more than 8,000,000 
homes from coast to coast. 

The sfacturer who iates his product 
and company name with this influence is tying 
in with the greatest known force in advertising. 





EEKLY 














“The Nation’s Reading Habit” 
MAIN OFFICE: 959 EIGHTH AVENUB, New YorK 19, N. Y. 

































































































Like other motor manufacturers, we have “stand- 
ard” models for general-purpose applications. But 
we believe that a Packard Sunlight motor designed 
and manufactured to meet the particular require- 
ments can do a better job and build more goodwill 
for dealers. That’s why the size, type, torque 
specifications and power rating of Packard Sunlight 
motors are determined by the needs of the product 
—not by expediency. What’s more, Packard has 
the engineering experience and manufacturing 
facilities to provide this custom design service, 
together with all the economies of precision mass- 
production. 
















































The Packard Sunlight motors that power the new 
products you sell will incorporate all the features 
that characterize the rugged, reliable Sunlight mo- 
tors now serving in American homes: full-rated 
starting capacity to prevent starting strain, self- 
oiling cast bronze journals to reduce friction and 
minimize the need for servicing, full-gauge copper 
wire to cut down heat generation, and extra-heavy 
coatings of dielectric insulation on all wiring to 
guard against short-circuits. 













































Packard Sunlight motors are designed to do the job 
better. They are an important factor in establish- 
ing and maintaining customer satisfaction. 





















BUY VICTORY BONDS 


Packard Hlectric Division, General Motors Corporation, Warren, Ohio 






















































































DEPENDABLE APPLIANCE MOTORS FOR TWENTY-NINE YEARS 
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(Missouri Continued) 
Kings Mountain—Jim Logan is 
erecting a new brick building here 


and will open a combination electri- 
cal appliance and hardware store. 


Reidsville—Leo Rentz and James 
Thompson have formed a partner- 
ship to handle General Electric ap- 
pliances. The new firm, located on 
Scales Street, will operate as the 
Rentz-Thompson Electrical Co. 


Pink Hill—A certificate of incor- 
poration was issued to the Farm 
and Home Equipment Co. to deal 
in electrical goods and other mer- 
chandise. Authorized capital stock 
$100,000, subscribed $6,000 by L. H. 
Turner, H. M. Mitchell and Walter 
R. Davis, of Pink Hill. i 


NEW HAMPSHIRE 


Claremont — William Honny of 
Main Street has bought the Homer 
Poulin electrical shop located at 
First and Washington streets and 
is in the process of moving his busi- 
ness there. 


NEW JERSEY 


Orange—The Suburban Radio and 
Appliance Co. has recently been or- 
ganized with Charles C. Stouffer as 
manager, for the sale of radio, tele- 
vision and other electrical equip- 
ment. 


NEW YORK 


Corona—Peerless Vacuum Cleaner 
and Appliance Co. opened recently 
in the Loew’s Plaza Building at 
103-20 Roosevelt Ave. 


Buffalo—A business name has been 
filed here for the Carter Appliance 
Sales & Service, 5580 Broadway, 
Lancaster, by Harold F. Carter. 


Camden—Lewis R. Clark has re- 
signed his position in the office of 
the Niagara, Lockport and Ontario 
Power Co., and will devote his full 
time to the management of Clark’s 
Appliances and Garage, which he es- 
tablished recently on Main Street 
here. 


Buffalo—A certificate of partner- 
ship has been filed here for the 
Domestic Appliance Service, 1055 
Ontario St., Niagara Falls. Part- 
ners are Howard M. Bratt and Wal- 
ter V. Arnold, both of Niagara 
Falls. 


OHIO 


Cleveland—Nat Krause of the Su- 
perior Refrigerator and Furniture 
Sales announces the re-opening of 
his West Side store at 3101 W. 25th 
St, with I. S. Schultz again in 
charge. 


Cleveland—McaAllister Sales Co., 
formerly at 7800 Superior Ave., has 
just completed arrangements to 
open an appliance store at 4714 
Main Ave., Ashtabula, according to 
William Fulgham, the owner. 


Cleveland—West Park Appliances, 
Inc., has been chartered with a cap- 
ital of 250 shares no par common 
stock, by Walter J. Bauman, Cole- 
man Kiss and Albert H. Kiss. 
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NORTH CAROLINA 


Charlotte—E. J. Webb, G. H. Webb 
and C. W. Champe have been 
granted a corporation charter for 
organization of the Ernest Darwin 
Corp., refrigeratoin equipment. Au- 
thorized capital stock is 1,000 no 
par value shares, and subscribed 
stuck three no par value shares. 


Oxford—R. M. Currin, Jr., formerly 
with Consolidated Edison, has ac- 
quired a partnership interest in Rey- 
nolds Electric Co. The firm name 
is being changed to Reynolds-Cur- 
rin Electric Co. and will be oper- 
ated by Mr. Currin and Mrs. J. H. 
Reynolds. 


Berea—Progressive Appliance Co. 
has been organized and incorpor- 
ated with a capital of $15,000, to es- 
tablish and operate a store for dis- 
tribution of electrical appliances 
and equipment. Principals are: 
Paul H. Mitchell of Cleveland, Edna 
Studebaker and Adolph E. Stude- 
baker. 


Toledo—The Hofmann Furniture 
Store, handling major electrical ap- 
pliances, has opened at 1533 Cherry 
Street, with George Hofmann as 
general manager and buyer. 


Toledo—The Town & Country Ap- 
pliance Shop, which will carry 
Frigidaire appliances, has opened at 
942 Phillips Avenue; Roy T. Keogh, 
manager. 


OKLAHOMA 


Oklahoma City—Capitalized at $10,- 
000, the Standard Electric & Radio 
Corp. of Delaware has been incor- 
porated to do business in Oklahoma. 


OREGON 


Portland—The Webb Electric Co. 
has added a downtown store at 
Southwest Fifth and Main Streets, 
to deal in and service major appli- 
ances. The store proper, repair 
shop and wiring department are 
equipped with the company’s own 
fluorescent lighting. 


Portland—Gilbert Furniture & Ap- 
pliance Co., SW 2nd and Taylor 
Streets, has opened east side head- 
quarters at 4lst and Sandy Boule. 


Portland—Portland Willamette Co. 
has been organized to distribute 
electrical merchandise. John B. 
Simons is president with present 
offices at 3909 NE Broadway, Clif- 
ford L. Flandrem vice president and 
Fred Fuge secretary-treasurer. 


PENNSYLVANIA 


Pittsburgh—Howard Refrigeration 
Service Co., 1204 E. Carson Street, 
is a new electric appliance service 
shop operated by Paul Howard. 


Ardmore—Goodhouse Stores of 
Ardmore, Inc., and its affiliate, 
Goodhouse Stores Inc., have for- 
mally opened their Ardmore store, 
according to Franklin H. Bates, 
secretary-treasurer of the company. 
The firm will handle radios and 
other appliances. 
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' Much of the beauty of modern lamps is due to their simplicity. 
Gone is the ornateness and gingerbread of the past. Their design 

0,- is functional. And so it is with plugs on these very same lamps. 

lio 

4 Formerly, the assembly of cords and plugs was quite a job, requir- 
ing soldering irons, strew drivers and other equipment. Now, with 

he the ingenious GILBERT plug no assembly tools are required—for 

hog either hand or machine assembly. GILBERT has reduced plug 

- design to its simplest form. 

al 

e 

a Write, wire or phone for samples and further information. The 
Gilbert Mfg. Co., Inc., 24-20 46th Street, Long Island City 3, N. Y. 

or Phone AStoria 8-5151. 
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BOY! WILL | BE GLAD WHEN THOSE 
INGRAHAM ELECTRIC CLOCKS ARE BACK! 













Appliance Declers like Ingraham Electric Clocks because they sell fast and stay 
sold. Motors completely sealed in oil—precision made for long life and accurate 
time-keeping—reasonably priced—good profit—smartly styled—and they will be 
effectively promoted. Now that complete victory has been won, the huge 
Ingraham plant will resume production of peacetime products as rapidly as 


possible. Your distributor will advise you when these and other outstanding 
Ingraham timepieces are available. 


THE E. INGRAHAM COMPANY 
BRISTOL, CONN. 





(In circle) SK-19—Self-starting 
electric kitchen clock, 61, 
inches wide and 7 inches 
high. Tilted dial to improve 
visibility. 






































SST-6—A modern, streamlined 
self-starting Tambour, 20 
inches long, 55% inches high. 
Case of finest figured walnut, 
with inlaid panels of burl 
walnut. Gold-plated sash with 
oval etched cliver plated dial 

Hand-rubbed lacquer finish. 














SD-179— A self-starting elec- 

tric desk clock, walnut or 

maple finish, Roman numeral 

dial with floral decorated 

corners and gold colored lac 

uered sash. A most graceful 
ly American design. 




















_ 
SA-14—A smart little seif- 
starting electric alarm clock, 
only 4'% inches high, in a 
handsome die-cast case. 
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SOUTH CAROLINA 


Columbia—Announcement of the 
opening of their new store, Refrig. 
eration Service Co., was made re- 
cently by W. H. Haltiwanger and 
R. L. Jackson. 


TENNESSEE 


Knoxville—E. W. Roy has opened 
the Roy Equipment Co. at 311 W, 
Clinch Ave. The store will feature 
Norge equipment. 


UTAH 


Ogden—Ed White, formerly man- 
ager in Ogden of Geo. A. Lowe and 
Co.’s retail store, has opened an 
electric store of his own, the W. E. 
White Co., at 2208 Washington 
Blvd. He will carry a complete line 
of General Electric appliances. 











Evanston—J. P. Hudson and H. §. 
Baker have opened a new store at 
the corner of 9th and Main Streets 
which will handle a full line of elec- 
trical appliances. 


VIRGINIA 


Richmond—Federal Electric Corp., 
with principal office in Richmond, 
has been issued a certificate of au- 
thority to manufacture and deal in 
radio and electrical equipment of 
all kinds by the State Corporation 
Commission. 


WASHINGTON 


Tacoma—Packwood Electric Co., 
$40,000, has been incorporated by 
Paul W. Billings, Uno Ostrum and 
J. W. Russell. 














Astoria—The Dahlgren, McCartney 
and Snyder electrical store here has 
been purchased by Dr. Orval 
Easton and J. S. Daniels, it was an- 
nounced by Alan E. McCartney, 
president and manager of the com- 
pany. The name of the business is 
being changed to the Aladdin Elec- 
tric Co. 















Aberdeen—Fred V. Williams, Ta- 
coma electrical contractor, has pur- 
chased the Aberdeen Electric Co. 
on E. Market Street from Oscar 
Schrepel, it has been announced. 






















Seattle—With Glenn Kerrihard as 
general manager and George Shap- 
ard as manager of the appliance di- 
vision, the Pacific Coast Heating 
& Appliance Co. his opened for 
business. The firm formerly oper- 
ated as the Heating Division of the 
Pacific Coast Coal Co. 


Woodland—Mr. and Mrs. James 
Tiger have announced that they will 
soon open an electric shop in Wood- 
land, Wash., with emphasis on fix- 
tures and wiring materials and 
other electrical accessories. 


Anacortes—San Juan Appliance Co. 
has been incorporated here by J. L. 
Johns, M. M. Johns, Friday Harbor, 
and E. I. Cook, Seattle, to deal in 
electrical appliances. 

WISCONSIN 
Madison—The Big 3 Appliance 
Shops, Wausaw, Wis., have filed 


articles of incorporation in the sec- 
retary of state’s office. 
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until you know about the 


TIMKEN PROFIT PROGRAM 


— 


~ 


10. 


these 
ADVANTAGES 
of the 
Timken Profit 
Franchise 


. Complete line of oil heat- 


ing equipment for new 
homes or for moderniza- 
tion of present equipment. 


. Quality products which can 


be sold successfully at a 
profit. 


. Outstanding sales features, 


including the famous Tim- 
ken Wall-Flame principle 
which requires only one 
moving part. 


. Savings up to 25% in 


fuel and electrieity costs, 
proved by reports from 
thousands of users. 


. Consistent national maga- 


zine and factory-paid key 
city newspaper advertising. 


. Well organized direct mail 


programs for dealer’s pros- 
pect lists. 


. Factory co-operation for 


dealer’s local advertising 
program. 


Hard-hitting dealer sales 
helps and sales promotion 
material. 


Factory conducted sales 
and service schools. 


Unmatched public accept- 
ance of all products. 


Year after year, the Timken 
franchise has made more 
money for dealers—has been 
the most sought-after fran- 
chise wherever oil heating is 
sold. It is in every sense the 
PROFIT FRANCHISE. 





Right now, you're probably being offered 
your choice of oil burner franchises . . . 
all types of burners, at all sorts of prices, 
with many different kinds of “deals.” 


Take our advice, and WAIT! 


Get all the facts about the Timken 
franchise . . . the franchise that every 
Timken dealer knows is the real 
PROFIT franchise. 

Why? Some of the reasons are given 
in the column at the left. No other fran- 
chise in the heating industry can give 


. many fran- 


you all these advantages 



















chises can not give you any of them. 


If there is no Timken dealer in your 
territory (and there are some good ter- 
ritorics open now), you may be able to 
secure the most sought-after franchise 
in the oil burner industry. 


The opportunities in this field for 
the next few years are tremendous. Make 
sure you are in a position to take full 
advantage of the situation. You'll never 
regret signing up with Timken. 


A request on your business letterhead 


will set the wheels in motion. 


hEN 


Quality Home Appliances for Comfort, Convenience and Economy 


20 Years of Faithful Service to American Homes 


Division of THE TIMKEN-DETROIT 
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AXLE CO., Detroit 32, Michigan 
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AMERICAN 


BOSTON fas 


Facts To FACE... 





(NOT FOOL WITH ) 


Truth To TELL... 





(NOT TRIFLE WITH ) 


Here they are, Gentlemen . . . the plain 
unadulterated latest published Audit 


Bureau of Circulation figures on Boston 


newspapers! Look 'em over... we think 


you will agree that for mass sales in this 


mass market your first paper is the Record- 


American! 


ECORD - 


HERALD TRAVELER... 


DAILY GLOBE.... 


DAILY POST... . 


, 
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A Z, 


\ 


MO 


INS LX ZBOSTON 
SELL THE “‘ MARKET OF THE MILLIONS.”: 


REPRESENTED BY HEARST ADVERTISING SERVICE 





069/2. 


558,965 
304,244 
386,837 


ee 





3¢ 








RECORD-AMERICAN 
——— 
SOODAY ADUERTISER 


99 
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Stoker Men See High 
1946 Production Level 


The stoker manufacturing indus, 
held its first post-war conference in 4, 
form of the 28th°annual meeting , 
the Stoker Manufacturers Associatiy 
in Chicago recently with over 10) ; 
attendance. 

The meeting was devoted very 
largely to post-war plans of stok,, 
manufacturers .and to reconversin 
problems, in the stoker industry, 4 
complete national advertising and sal, 
promotional campaign for the i 
was presented and thoroughly 4. 
cussed. While the program was ny 
approved the members of the Associ:. 
tion are to study it carefully an 
further meetings will be held in th 
near future. The progtam as propose 
by the Association’s Advertising Com. 
mittee will feature an industry-wid 
national advertising campaign stres;. 
ing the advantages of automatic stok. 
ers and automatic coal heat to th 
public. 












1946 Production 


It was revealed at the meeting tha 
stoker manufacturers in general wil 
be able to step up their production of 
domestic stokers gradually during the 
balance of this year and that in 19% 
production and sales may be on the 
highest level in the history of the in. 
dustry. Some of the materials bottle. 
necks which the industry has experi- 
enced since the fall of 1944 have been 
eliminated, but the foundry situation 
at the present time is hampering th 
immediate prospects of a greatly ac- 
celerated production rate of domestic 
stokers. 

New officers of the Association were 
elected for the ensuing year. Walter 
Sormane, sales manager, Conco Engi- 
neering Works, was elected president 
succeeding John M. McClintock, man- 
ager, stoker division, Illinois Iron and 
Bolt Co., who had served as president 
for four years. George W. Graham, 
president, Eddy Stoker Cgrp., was 
elected vice-president succeeding Mr. 
Sormane and Claude A. Potts, vice 
president, U. S. Machine Corp. we 
elected secretary-treasurer succeeding 


Mr. Graham. Marc G. Bluth, Chi- 
cago, was re-appointed executive 
secretary. 


Mr. Sormane, Mr. Graham and Mr 
Potts were also elected to the board of 
directors with Mr. Sormane as chair- 
man. Other members of the board 
elected were: C. T. Burg, vice presi- 
dent-sales, Iron Fireman Mfg. Co.; 
F. H. Herndon, manager, stoker di- 
vision, Link-Belt Co., J. M. McClin- 
tock; W. L. Schultz, vice president, 
Anchor Stove and Range Co.; H. E 
Sill, vice president, Muncie Gear 
works, Inc., and Milton A. Young, 
sales manager, Catskill Metal Works 


REMA Show To Be Held 
Next Year in Cleveland 


Following a meeting of the Refrig- 
eration Equipment Manufacturers As- 
sociation board of directors, held 
recently in Marinette, Wis., it was 
announced that the association would 
resume its annual all-industry refrig- 
eration and air conditioning show 1" 
the Municipal auditorium in Cleveland, 
O., Oct. 28, 29, 30, and 31 and Nov. |, 
1946. A quarter of a million square 
feet of floor space, sufficient for at 
least 250 separate exhibits, will be 
used, thus making the display at least 
three times larger than any held be 
fore the war. 
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It's a High Scoring 


TEAM 


Flat Irons—Toasters—W affle 
Irons—Sandwich Toasters— 
Grid-a-bouts—Table Stoves— 
Heaters — Poppers — Hair 
Driers — Mixers — Heating 
Pads — Infra-red Lamps — 
Fans 











MAY'S NEW APPLIANCE BUILDING—Here is a view of the May Co.'s proposed 
block-long structure, which will be used for home appliances only. The building will 
go up next to the company's Fairfax and Wilshire store in Los Angeles. 


May Co. Building 
Giant Appliance Store 


Coming only a matter of weeks after 
the announcement of their $10,000,000 
expansion program, which included 
two great new stores for the Los 
\ngeles area, May Co. announced re- 
cently the building of a block-long 
store next to the May Co. Fairfax and 
Wilshire store, This announcement was 
made by Tom May, vice-president and 
director of May Co. stores. 

“We are starting, almost immedi- 


ately, the building of a store which 


we believe to be quite unique in re- 
tail history. I don’t believe that there 
will be anything quite like it in all 
America. A separate block-long build- 


The unique value of this building is 
not only that we place this important 
division of home appliances in a spe- 
cialized separate building, but that here 
we will have fine display space to 
show kitchen and laundry as a com- 
plete ensemble in all its real beauty. 
We are planning a separate auditorium 
in the building where demonstrations, 
lectures and home economics classes 
will be held daily.” 

It was further stated that this ap- 
pliance building will house the broad- 
est selection of large and small ap- 
pliances. Electrical, gas and mechani- 
cal equipment will be shown in a gréat 
range of styles, sizes and prices. 
These appliances will include stoves, 
heaters, laundry equipment, kitchen 
units, refrigerators, frozen food units 


ing for home appliances only, consist- 
ing of 26,000 square feet of space. 











and many types of heating and cool- 
ing appliances. 


ELECTRICITY 
| For Any Job—Anywhere 


| Reliable, economical electric service is yours 

| anywhere, anytime with an Onan Electric 
Generating Plant. From the 65 basic models, 
the right plant for any job or application, 
large or small, can be selected. 


Driven by Onan built, 4cycle gasoline 
engines, these power plants are of single- 
unit, compact design and sturdy construc- 
tion. Suitable for all mobile, stationary or 
emergency service. 





ELECTRIC 
—= PLANTS 


Over 
250,000 


If you’re a betting man—and want to place a safe in service 


bet, put your money on the DOMINION team of 


a ‘ i 3 Models range from 350 
oe to 35,000 watts. AC. 
types from 115 to 660 
volts; 50, 60, 180 cycles, 
single or three-phase; 
400, 500, and 800 cy 
cles, single phase; also 
special frequencies. 
D.C. types range from 
6 to 4000 volts. Dud 
starting lineup—and when. Watch for the results mete types avail: 

' e. 
——S8O000D. 


What is even better — 
arrange, if possible, to put them in your stock to 


make new friends for the store and a pleasing 
Model shown is from W2C 
series 2 and 3-KW 60-cycle 
115 volf powered by wofer 
cooled 2 cylinder Onan built 


We suggest that you check with the nearest —— 


record on the cash register. 


Dominion distributor who will be kept informed 


by the factory as to which items will be in the 





Write 


for engineering 
assistance or 
detailed literature 


D. W. ONAN 
and SONS 
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DOMINION ELECTRICAL MFG., INC. 
MANSFIELD, OHIO 


inion 


TRADG MARK 


3244 ROYVYALSTON AVENUE 


MINNEAPOLIS 5,™MINNESOTA 
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LEAR RADIO 


LEAR, Incorporated 


Home Radio Sales: 230 E. Ohio St., Chicago 11, Illinois ¢ Radio Division: Grand Rapids 2, Michigan 


Here’s the latest advertisement in Lear’s national 
magazine campaign introducing Lear Home 


the Orson Welles Almanac featuring this 
noted actor, writer and narrator. 


Radios and Learecording. Again the readers of 


America’s favorite periodicals are reminded that 


an entirely new radio is on its way. 


And that’s not all! Every Sunday over the 
American Broadcasting Company network, 
from 1:15 PM to 1:30 PM, EWT, Lear presents 
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These promotion campaigns—magazine, radio, 
newspaper — are building up a huge acceptance 
for Lear Radios. If you are interested in being 
able to offer these fine radios to your customers, 
write for information on the Lear Franchise. 
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A new and effective sales feature 


your newly designed appliances 


Detachable at both appliance end and plug end, 
Belden Connect-A-corDs are something new in electri- 
cal cords. They greatly simplify line assembly, packing, 
and product display, and they add still another effec- 
tive sales feature to your newly designed electrical 
appliances. Available in matching colors and in al- 
most any length, Connect-A-corDs are completely 
interchangeable—ending the nuisances of too-short- 

to-reach cords and tangled coils of extra lengths. 

Connect-A-corDs eliminate dealer cord repair serv- 
ice and, like all other Belden electrical cords, offer 
complete freedom from Corditis. Also, consistent 
national advertising pre-sells Connect-A-corDs to 
your customers. Write for information today. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago 44, Il. 


what is the Belden 
CONNECT-A-CORD? 


CONNECTOR 4+. CONDUCTOR = PLUG 


Appliance users want this new advantage 


The Belden Connect-A-corD is a new idea—but already 
surveys show that considerable percentages of electrical ap- 
pliance users want its advantages. No mere postwar dream, 
the Belden Connect-A-corD ts already engineered. It is 
offered now only after a thorough check establishing a 
customer demand for it on better electrical equipment. 


Belden 
Ooedlittr-fuece 


CORDS 





WIEGAND'S POST-WAR THEME—Bruce A. Fleming (left), vice-president sales 
and Ernest N. Calhoun, (right), president of the Edwin L. Wiegand Co., manufac- 
turers of Chromalox electric range units, and electric heating units for industrial 
use, point to theme presented at the 1945 sales conference held recently in Pittsburgh. 
Representatives from the United States and Canada viewed improved models of 
electric strip heaters, immersion heaters, cartridge heaters and tubular heaters. 
Feature of the new products shown was the new triangular range unit of which Mr. 
Calhoun said—"lt is the most recent advance in good electric cooking.” 














Webster-Chicago Record— 
Changers in Production 


Officials of Webster-Chicago Corp., 
Chicago, Illinois, have announced their 
company’s plans for a completely new 
line of superior record changers and 
other phonograph and recording equip- 
ment. 

Already one of the new models is 
ready for production. Shipments of 


Webster’s Model 26 2-post changer 
are now being made to the trade 
Other models will be manufactured as 
soon as production tooling can be 
completed. 

When reconversion trom the making 
of vital war material is accomplished, 
Webster-Chicago will merchandise a 
complete line of phonograph and re- 
cording equipment to the trade, as well 
as continue to serve—as it has pre- 
viously—set manufacturers 





sc NYKELKROM 


REPLACEMENT ELEMENTS 


they will 
BuitD Your 
SERVICE and 


PROFITS 


Prompt deliveries — The highest 
quality materials and careful 
workmanship assures you of 
profitable service and satisfied 
customers. 


Complete line of Replacement 
Coils for most Electric Ranges— 
special heating units—flat iron 
elements — Cone Elements for 
space heaters, and spooled 
coiled resistance wire. 


Write for Complete Catalog 


5% Inch Brick wi 
also wired for 2 


Watt and 1000 Watt. 


H.W. TUTTLE & COMPANY 


ADRIAN, MICH. 
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WESTINGHOUSE WINDOW 
DISPLAY MATERIAL FOR 
PASSERS-BY TO SEE! No bet- 


ter way to bring customers in off 
the street! 





To tie up with Westinghouse hard-hitting 
> f advertising in “The Big Three” (Life, 
Collier’s, Saturday Evening Post) make 





use of the Westinghouse Fall Display Kit! 


If you don’t have it—send for it— Now! 
BUILD A COUNTER DISPLAY 


THAT EVERYONE WILL SEE! 
Use Westinghouse display ma- 


Use this 3 point plan: 


Westinghouse presents John Charles Thomas, 
Sunday, 2:30 PM, E. W. T.—NBC. Tune in 
Ted Malone, Monday through Friday, 11:45 
AM, E. W. T.—ABC Network. 


terial, counter cards, posters, 
@ streamers. Build a big display— 
it will sell not only more lamp 
bulbs but more related items too! 


Westinghouse Electric Corporation, plants in 


25 cities, offices everywhere. Lamp Division, 





TO KEEP SALES UP—KEEP 
® IT UP! Keep your display of 
lamps neat—price-marked—filled 


Bloomfield, New Jersey. 


with merchandise—the right size 


West in ghouse , bubs inthe ight ae tray! Writ 











us today for your free ers Dis- 
play Kit. 


LAMP BULBS SELL ON SIGHT 01945, Westinghouse Flectric Corporation 
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WHAT NEXT 
VaXD ay 


NEXT MONTH 


WILL ANNOUNCE 
Deal “C-D” 


Four color process printing is necessary to bring 
out the full beauty of the Counter Display. Your 
copy of this deal sheet showing assortment mak- 
ing up this SMALL DEAL will be sent on request. 


WRITE TODAY 


VERD -A-RAY eee at 5, OHIO 

















NEW LITERATURE 


AND DEALER HELPS 











G-E TUBE CHECKER auicx, 


easy, accurate tube checking which saves you time 
and trouble and keeps your customers happy— 
that’s the job the TC-3P is built to do. Line 
Voltage and tube quality, or shorts, may all be 
checked on one selector switch. Individually oper- 
ated switches permit placing the proper voltage on 
the proper pin of the tube. The G-E Tube Checker 
is available in the Portable (TC-3P) or Counter 
Model (TC-3). Write today, Specialty Division, 
Electronics Dept., General Electric Company, 
Syracuse, New York. 





Electronic Measuring Instruments 


[4 GENERAL@ELECTRIC 


177-01 





ser. 
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Admiral Corp. 


Richard A. Graver, vice-president 
of the radio division, announced re- 
cently the distribution of sapphire- 
point needles, individually packaged in 
a lucite container and distributed un- 
der the trade label of “Admiral Life- 
time Precious Jewel Needle,” and bear- 
ing a lifetime service guarantee. 


Admiral's new needle dispenser offered 
free to radio and record dealers, featur- 
ing the new transparent plastic precious 
lifetime jewel phonograph needle. 


A smartly designed free dealer dis- 
play is given with each initial order 
of 25 or more needles. The display is 
an enclosed, windowed illuminated 
cabinet, lacquer-finished, 74 inches | 
deep, 12 inches wide and 78 inches 
high which displays an individually 
packaged needle on a “stage set,” with 
a beam of light cutting through the 
lucite package. A locked compartment 
at the rear of the cabinet holds a large 
supply of needles. 

Issuance of a new line of window 
display and inside-the-store advertising 
accessories to the Admiral Corp. deal- 
ers throughout the nation began re- 
cently, according to Wallace C. John- 
son, manager of field activities for 
Admiral. 


Concord Radio Corp. 


Concord Radio Corp. of Atlanta and 
Chicago, have just published two new 
folders presenting complete listings of 
“available now” sound equipment units 
and sound accessories. Featuring il- 


» lustrations and detailed descriptions of 
“the complete Concord line of amplifiers, 


intercommunitation systems, recording 
equipment, and accessories, these fold- 
ers are up-to-the-minute catalogs of 
available equipment covering every re- 
quirement. Copies may be had by writ- 
ing to either of the Concord Radio 
Corporation’s offices—901 West Jack- 
son Blvd., Chicago 7, Ill, or 265 
Peachtree St., Atlanta 3, Ga. 


Hamilton Radio Corp. 


Olympic Radio & Television, a divi- 
sion of Hamilton Radio Corp., of 510 
Sixth Ave., New York 11, N. Y., has 
just issued a new brochure entitled “A 
Man Has to Think Twice,” which 
gives six questions the dealer has to 
consider when choosing a radio line, 
and then presents in detail Olympic’s 
answers to these questions. 


OCTOBER, 





HEDGEMASTER 
Portable 


ELECTRIC 
TRIMMER 





THE ONLY 
TRIMMER 


DOUBLE 


ACTION 











Both blades move in op- 

posite directions—an ex- 

clusive HEDGEMASTER 

feature. Nothing to obstruct 

shrubbery from entering the 

cutting blades nor to limit the size of 
stalk that may be admitted to them. No 
vibration—smooth operation, dependable 
performance and long life. Models for 


the home owner, and caretaker, landscape 
gardener, nursery man, etc. Well balanced 
to fit the hand without wrist strain. May 


be used to trim hedges, shrubbery, trees, 

rass, etc. Powered by Universal Motor 
or use on AC or DC current. Will cut 
heavy stalks without stalling motor. Model 
7 shown here has 7/2" cut: overall length 
of handle 18’; net weight 5 Ibs. All 
models reasonably priced. 


KAUFMAN MFG. CO. 
.MANITOWOC, WISCONSIN 











BRIGHTEST GIFT ON THE 
TREE _ FOR ANY MAN 


ELECTRIC 
LANTERNS 
Model No. 900 


HERE'S A GIFT idea your cus- 
tomers will really “go for" —the all- 
purpose Empire FOCAL-RAY Elec- 
tric Lantern. Gives a powerful spot 
or a bright-spreading floodlight by 
simply turning the lens head. Flexible 
directional beam — insulated handle 
— compact, easy to carry. Precision- 
built in every detail, Ready now for 
prompt delivery. Free display cards for 
your Holiday rush—ORDER TODAY! 


Lut ETAL WARE CORP. 


~ nsin 
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i Three men at the tar. 


~ 4 
‘9 Sa 
RST: 
) 4 sara THE FU 
Nes : “T hear Seth Thomas* 
ae eyN] aan is coming out with 
- = 






| smart new designs...” 


“And I’m told it won’t 
be long before we’ll be 
seeing them!” 







“Right ... and I already have a 
Sd buying set-up with my jobber 
S| for my share.” 


The boys are right. Seth Thomas has been’ planning right along 
for this day when our plant will again start making tradition- 
ally dependable self-starting electric and spring-wound clocks 
@ for Mr. and Mrs. America. Your customers will welcome 
‘ these fine clocks. Get your shelves ready! Seth Thomas Clocks, 





Thomaston, Connecticut. 
*seTH THOMAS {8 REG. U. 6. PAT. OFF 


Seth Thomas Clocks 


SELF-STARTING ELECTRIC OR SPRING-WOUND 


"Te finell vearme in clocks 





Typical 2 popular model, the 


A product of GENERAL TIME Instruments Corporation “Echo” ...4 self-etarting electric 


alarm. 
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AMANA MODEL 200, . A combination 
Freezer-Cooler Unit for home or com: 
mercial use. Size 8'0” long x 40” wide x 
6'10” high, It’s a large capacity sharp 
Freezer and Frozen Food Cabinet com- 
bined with a Walk-In Cooler. A complete 
» private locker plant! 

Write for information. 


| REFRIGERATION DIVISION 
AMANA SOCIETY, AMANA, IOWA 


AMANA 
MODEL $0 


A nine cu. ft. 
unit for larger 
families. Exclu- 
sive full- opening 
Mid fer easy ac- eee 
cess to all con- 
tents. Modern 
in every detail. 


Years of experience in 
building quality low- 
temperature refrigera- 
tion equipment are 
behind Amana Home 
Freezers, This means 
complete owner satis- 
faction, 


AMANA 
MODEL 50 


A five cu. ft, 
model 
average home. 
Beautiful design 


fer the 


eounter-balanced 
lid—all contents 
easily accessible, 





LUMINITE cy 
Electrically Lighted © 


SWITCH PLATE 7a 


List Price 


$1.00 


Beautiful ivory 

or brown plastic 
For single or multi 
ple gang switches 
Operates on 2, 3 
and 4-way switches 





Cash in on the universal popularity of LumiNite, 
the strikingly attractive switch plate with the 
sealed-in electric glow lamp that turns on and 
off automatically as the switch is operated! Check 
LumiNite’s long list of important features and 
advantages at right. No installation or servicing 
worries — just easy, off-the- 
counter sales from this year- 
around money-maker! Write ! 
Sales-boosting counter demon- 
strator, complete with LumiNite 
plate, toggle switch, interior 
light socket, cord, and colorful 


~No wonder LumiNite 
ssells so fast — it; 





display card — only $2.00! 


ASSOCIATED PROJECTS (CO.0 


80 E. Long St., Columbus 15, Ohio 
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Lights automatically —) 

you turn room lights ofl; | 

Goes out when room li 

- are turned. on! 

: Ends fysnbie for, switches, ; 

in the d 

pier a duke J@4, 

fap you avoid turiblingh! i 
s'walls free of 

‘mu yp eso arening, 


st when you've Bie: 
ten to turn remote lights 
off}. ~~ ~~ 
ae as comforting night- 
light in nursery or bedroom! 
Operates for / 2¢. 
per year! — ¢ 
Lasts for years prey 4 
burnout! 


Backed by an ee 


i Rapes XS A 





vege. 











| National Retail Dry Goods 


Association 


What has been called the first con- 
erted effort to present in concise, in- 
tegrated form, 


NEW LITERATURE 


| 


the best and most ef- | 


fective procedures and programs for | 
retail stores in the matter of re-em- | 
ployment of discharged service men | 
and women is to be found in a manual | 


just published by the National Retail 
Dry Goods Association, under the cap- 
tion—“Your Store and the Returning 


| Veteran.” 





In a foreword to this 55-page guide, 
which is intended for retail store em- 
ployers and not for veterans, Major 
Benjamin H. Namm, president, stresses 
the fact that “the men and women who 
have served the nation so well and un- 
selfishly, constitute in fact the great- 
est group of capable young folks from 
which the stores can recruit their own 
shattered forces.” 


The Appendix contains a suggested | 


outline for introductory course to re- 
tailing, war department forms, table 
of discharge forms and store forms. 


Porcelain Enamel Institute 


A colorful new booklet, describing 
many of the characteristics and appli- 


| cations for porcelain enamel, has been 





issued by the Porcelain Enamel Insti- 
tute of Washington, D. C. It includes 
a pictorial description of how porce- 
lain enamel is made and applied to 


| metal parts. 


Many of the ways in which porce- 
lain enamel improves the appearance 


| and service of household, commercial 
| and industrial products are fully cov- 


ered in the new booklet. It points out 
the attractive appearance, cleanliness 


| and durability of porcelain enamel fin- 
| ishes in all these fields. 


The informa- 
tion given is of interest to engineers, 
designers and manufacturing and sales 
executives. 

Advice as to proper design and pro- 
cedure in obtaining best results from 
porcelain enamel is also contained in 
the new booklet, which may be ob- 
tained from the Porcelain Enamel In- 
stitute, Inc., 1010 Vermont Ave., N.W., 
Washington 5, D. C. 


Westinghouse Electric Corp. 


A promotional program designed to 
“make the light bulb department the 
brightest spot in the store” has been 
launched by the Westinghouse Lamp 
Division, Bloomfield, N. J., with the 
preparation of a booklet suggesting 
new lamp merchandising ideas. 

“When a store or public utility sells 
light bulbs, it is selling light, just as 
much as when it sells portable lamps 
or lighting fixtures. We suggest that 
these items be grouped together in a 
‘See-Ability Center’,” said Herbert E. 
Plishker, advertising and sales promo- 
tion manager for the Lamp Division. 

Accordingly, a series of sketches 
carrying out the theme of grouping 
related items were made for the book- 
let. Designed for small and large 
stores as well as for public utility 
showrooms, the sketches illustrate how 
light bulbs and related items in the 
lighting group might be displayed. 
For small stores, the sketches suggest 
how light bulbs might be merchan- 
dised in combination with electric ap- 
pliances., 
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|We're producing 
Ly ; 
s | Refrigerators 


ADE MARK 


>| as fast 
s | as possible 






















rr 








ON OTPOINT Selective Dealers are in a preferred position to 
gain advantage in the days ahead as Hotpoint swings into VALUE FOR VALUE... FEATURE FOR FEATURE 
vod full peacetime production of refrigerators. Over 40 years of 


sound engineering skill and progressive research have gone A GREAT RE FRIGERATOR K UY! 


into these new models. 
LOX Although markets are greatly expanded, buyers are still 
value-wise. They will seek quality. Hotpoint assures you the 


top quality which will please your customers. The new Hotpoint 
is worth waiting for! master Mechanism to the Calgloss enamel finish reflects the top qual- 


Not only has Hotpoint built in a host of efficient, thrifty conveniences 









in this new refrigerator, but every inch of it—from the famous Thrift- 





ity which has given Hotpoint a 40-year reputation for dependability. 


Edison General Electric Appliance Company, Inc. 
5620 West Taylor Street, Chicago 44, Illinois 


Dependability Assured by 40 Years Experience! 
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OFFERS TWO STRONG LINES... 


POPULAIRE 
and 


SYMPHONIQUE 
-++ plus... 





NEW MERCHANDISING COOPERATION 
for your maximum chime business! 


Nation-Wide Distribution 
Through Leading Wholesalers 























MELL-O-CHIME AND SIGNAL CORP. 
Originators of All-Plastic Chime Design 


119 SOUTH JEFFERSON ST. 
CHICAGO 6, ILLINOIS 


SMARTER STYLING RICHER LINGERING TONE 

















Attention Distributors! 
A FEW DISTRIBUTOR FRANCHISES 


Still Available for the NEW, STREAMLINED 
EMPIRE PORTABLE IRONER 


We are accepting applications. Write (do not 
wire or phone) outlining territory, organization 
and manufacturers represented. 

This is the original patented portable ironer. 


Over 2,000,000 Empire products in use.— 
Established 1925 


EMPIRE APPLIANCE DISTRIBUTING CO. 


ATTENTION: MR. WALTER 


480 Lexington Ave., New York 17, N. Y. 
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COMPANY EARNINGS 





Automatic Products Corp. 


Six months to June 30 
ifter taxes, $44,340, equal to 21 cents 
each on 204,750 shares on gross in- 
come of $151,054 


Farnsworth Television 
and Radio Corp. 


Three months to July 31: Net profit 
of $251,901, compared 


the same period last year. 


F. L. Jacobs Co. 


The preferred stock which the com- 
pany proposes issuing has been re- 
duced from $5,000,000 to $3,000,000, 
consisting of 60,000 shares of $50 par 
value 5 percent cumulative stock con- 
vertible into common stock at the rate 
of 24 shares common for each pre- 


| 
| 


Net profit 


with $276,654 | 


ferred share on and prior to Aug. 31, | 


1948, and thereafter at the rate of two 
shares common for each preferred. A 
registration statement has been filed 
with the Securities & Exchange Com- 
mission. Underwriting for public of- 
fering of the preferred stock has been 


arranged with a binking syndicate | 


headed by H. M. Byllesby & Co., Inc. 
and E. W. Clucas & Co. 


Maguire Industries, Inc. 


Stockholders of Maguire Industries, 
Inc., have authorized the borrowing of 
$2,000,000 to increase working capital 
and to acquire companies with good 
peacetime prospects, it was announced 


recently by Russell Maguire, president. | 





The money has been borrowed at 4% | 


interest, repayable over three years by 


monthly installments, from the Society | 


for Savings of Cleveland, Ohio, and 
the Mercantile Bank of Dallas, Tex. 
The stockholders also authorized 
borrowing up to $145,000 from the 
Titusville Trust Company of Titus- 
ville, Pa., with the company’s recently 
acquired oil property as a security. To 


| date the company has borrowed $59,500 


from this bank for activities in the 
area. 


McGraw Electric Co. 


Twelve months to June 30: Net 
profits, $812,526, or $1.72 a share 
against $997,922, or $2.11 a share, for 
twelve months to June 31, 1944. Net 
sales, $10,407,146, against $10,491,802. 


Philco Corp. 


The first 6 months of 1945: $1,644,- 
623 or $1.20 a share, after taxes, as 
compared with $1,907,711 or $1.39 a 
share in the first half of 1944. In the 
second quarter of 1945, net income: 
$798,514 or 58 cents a share as com- 
pared with $846,109 or 62 cents a 
share in the first quarter of 1945, 
and $961,385 or 70 cents a share in 
the second quarter of 1944 


Raytheon Manufacturing Co, 


For the fiscal year ended May 3lst, 
net profit $3,409,201, equal after pre- 
ferred dividend requirements to $3.37 a 
share on common stock. For preced- 
ing fiscal year, net profit $2,665,719 or 
$2.62 a share. 
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OFITABLY 
PiNTRODUCE D 


ON THE EASTERN SEABOARD 


By E. J. MCALEER ano Co. 


F your new product is in 

the houseware field, or in 
an allied field, we have the 
sales organization capable of 
profitably introducing it to 
leading retail outlets from 
Maine to Florida. Right now 
Pyrex ovenware and the 
complete O-Cedar line are 
but two of many nationally 
known products we repre- 
sent. McAleer salesmen are 
seasoned in the experience 
of good selling: recognize 
product advantages: know 
their outlets: know consumer 
needs in their territories. 


E. J. McAleer & Co. is one 
of Philadelphia’s oldest and 
best established houseware 
distributors. Put this McAleer 
selling experience and mar- 
ket knowledge to work for 
you now—for maximum post 
war distribution. Write for 
details. Your inquiry will be 
kept in confidence. 

In addition to being lead- 
ing distributors for na- 
tionally famous house- 
wares we are peacetime 
producers of McAleer 


Metal Kitchen Cabinets, 
Wall Cabinets, and 





AND COMPANY, INC. 
1422 N. 8th Street 
PHILA, 22, PA. 
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N”™: that the war is over we're 
glad to be meeting you again 
D Co in the old familiar ways. It seems 
; good to be talking to you again about 
peacetime sales policies. 








| 
is in 
or in For 73 years the Florence Stove | 
> the Company has followed the selling | 
Re of policy you prefer—giving you the 
it to advantages that only friendly, direct 
ite contact offers. Today Florence deal- | 
east ers are still buying direct and are thus 
mes in a preferred position to offer the ° 
greatest possible values, dollar for 
ra | dollar. 
nally ‘ 
To take care of you right, Florence 
epre- i > . . . 
distribution and service is nation- 
1 are ° ° ° 
wide. And as soon as reconversion is 
— complete, Florence production of 
_ ranges and heaters will be even 
_— greater than before the war, with a 





umer third large factory . . . at Lewisburg, 
. Tenn. . . . added to greatly increased 
capacity in plants at Gardner, Mass., 


i. and Kankakee, III. 

t and 

ware Meanwhile, Florence has been 

Aleer building up consumer demand for you 

oem with one of the largest advertising 

k for | campaigns in the history of the in- 
: | dustry. So we say it again! We’re glad 

P | to be meeting you in old familiar 

ee | ways once more. And that includes 

ill be a reminder that, as ever, you can 

| buy direct from Florence. 

ng lead- | 

z | FLORENCE 

house- 

acetime 

moral 

,and FLORENCE STOVE COMPANY... General Of. 


6 fices and Plant: Gardner, Mass. Western Offices and 


Plant: Kankakee, Ill. Southern Plant: Lewisburg, 

Tenn. Sales Offices: One Park Avenue, New York; R ° 

| 1459 Merchandise Mart, Chicago; 53 Alabama G4 anges “4 t Heaters 
| St 


St., S. W., Atlanta; 301 No. Market St., Dallas. 
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Sun-kKraft 


eo) hommeley.\ ap ame ea 7. \' ile) k 3) 
RAY THERAPY LAMP 


. GENUINE QUARTZ TUBE 
95%, ultraviolet output*—no heat 
. BUILT-IN AUTOMATIC TIMER 
Contro/s duration of treatment 


. 5-YEAR GUARANTEE ON 
QUARTZ TUBE 


Will not burn out, discolor or 
weoken in ultraviolet ray intensity 


. PREELY FLEXIBLE 
Adjustable to treat any part of body 
. COMPACT, PORTABLE 
Weighs only 20 pounds 
. BRUSHED CHROME FINISH 
Will not stain or rust 
. AC. OR D.C. CURRENT 
Uses only 40 watts 
. HANDSOME CARRYING CASE 


Each lamp comes with case and 


sigline $6 4 50 
Sun-K- 


For Further RETAIL AT 


Information 
Write to —> 


Inc. 


CHICAGO 10 


Sun-Krafd Bldg. ,2) 








~ 
WHEN OUR WAR JOB 
IS COMPLETED 


New PINCOR Products 


WILL GO TO WORK FOR YOU 


@ There will be a new line for the sales- 
minded dealer —PINCOR Products —the 


result of careful planning and research, POWER LAWN 


skillful designing and engineering, and a 
exhaustively tested to insure user satis- 
faction. 
Built with many exclusive construction 
and operating features, and backed by an 
aggressive sales and merchandising pro- 
gram, PINCOR Products will make a fast- 


selling, profitable line for the progressive 


HAND LAWN 


dealer who has his eye on the future. MOWERS 


Not ready now, because of war de- 
mands; but watch for the new, depend- 
able PINCOR Products and write for 
further information now. 


WATER 
SYSTEMS 





' 


| 


Stromberg-Carlson 
Ships First Radios 


The first civilian home radio re- 
ceiver to come off the production line 
at the Stromberg-Carlson Co.’s plant 
since shortly after Pearl Harbor was 
packed recently for shipment via air 
express to 55 distributors and branch 
offices throughout the United States 


| and Hawaii. The advance 1946 models 


will begin arriving at their destina- 
tions beginning September 15, Clifford 
J. Hunt, manager of radio sales, said. 

Sidney R. Curtis, vice-president in 
charge of production, disclosed that 
the production schedule that got under 
way was three times greater than any 
in the company’s 5l-year history. 


Plastic Table Model 


The first model to make the long- 
waited-for trip down the assembly 
line was a plastic table model, equipped 
to receive AM broadcasts only. The 
company’s new and greater FM re- 
ceivers will be a little longer in com- 
ing, Mr. Curtis declared, estimating 
that they would be in quantity produc- 
tion “before the first of the year.” 

In a pre-production statement, Dr. 
Ray H. Manson, president of Strom- 
berg-Carlson, sketched the company’s 
extensive growth since Pear] Harbor 
“Now freshened and enriched by our 
war record of having produced more 
than $130,000,000. worth of radar, 
radio, telephone and electronic equip- 
ment for the armed forces, the com- 
pany faces a bright peacetime future. 
That future includes a greater-than- 
ever-before radio receiver production 
schedule, a huge backlog of unfilled 
telephone and switchboard orders, and 
a capacity schedule in our sound equip- 
ment division,” Dr. Manson said. 

The company recently began con- 
struction of a $300,000. addition to 
their present manufacturing and as- 
sembly facilities. Work on Rochester 
Radio City which will house the com- 


pany-owned radio stations WHAM- 


WHFM, and their future television 
arm, is expected to begin in 90 days. 


Ed Herrmann Leaves Zenith 


Edgar G. Herrmann, assistant vice 
president of Zenith Radio Corp., has 
announced his resignation after ten 
years of association with the corpora- 
tion in important sales, advertising and 
public relations capacities. 

Herrmann, who joined Zenith in 
1935 at the beginning of the company’s 
expansion into the radio mass pro- 
duction field, served until 1940 as ad- 
vertising manager and until 1944 as 
sales manager of the Household Radio 
Division. In 1944, with the setting up 
of various new company divisions, 
Herrmann was elected to an assistant 
vice presidency and appointed director 


of advertising of Zenith’s five major | 


divisions,—household radio, hearing 
aid, automotive radio, export and ac- 
cessories, 


Rasmussen, Crosley Sales 
Manager, Resigns 


Resignation of James H. Rasmussen 
as general sales manager of the manu- 
facturing division of The Crosley Corp. 
has just been announced by R. C. 
Cosgrove, vice-president of Crosley 
and general manager of the manufac- 
turing division. 

Rasmussen left his present post to 
become a vice-president of the United 
Wall Paper Co. of Chicago, it was 
announced. 
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WIDE OR NARROW NECK 


DE LUXE GLASS 
COFFEE VAC 


HAND DECORATED 
OR 


PLAIN GLASS 


HE war is 
won!...now 
-+- product by 
product, White 
Cross Electric 
Table Applian- 
ces are march- 
ing back, greater than ever. Now 
available are the smart, convenient, 
gas or electric, wide or narrow neck 
Coffee-Vac models shown above. 
These efficient and luxurious 
coffee-makers come to you in eight 
cup size only... with a choice of 
platinum banding or plain glass... 
wide-neck models complete with 
hinged decanter cover and double- 
er Spe top cover with funnel 
Ider of attractive, durable bake- 
lite .. . Specially designed features 
insuretightseal and perfect vacuum. 
Full-flavor, full-strength every 
time. Clean, easy, fast filtration .. . 
THESE ARE NOW AVAILABLE! 
NOTE: Narrow-neck model 
are similar to those illustrated 
above— but less decanter cover. 


x**«r* 


WHITE CROSS Preview 


As materials and facilities become available, 
White Cross will offer an all-star production 
including our best “performers”! 


*& THE AUTOMATIC POP-UP TOASTER 

* HIGH SPEED HOT-PLATES 

* 1000-W LIGHT-WEIGHT 
AUTOMATIC IRON 

* Waffle irons * Sandwich Toasters 


... And many brand new products for greater 
convenience, service and freedom for America's 
homemakers. 

* 


White Cross Delivers the Trend of 
Tomorrow ... Today! 


LEADING JOBBERS EVERYWHERE 


NATIONAL STAMPING 
& ELECTRIC WORKS 


3212-EM W. LAKE ST., CHICAGO 24, Ill. 
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3e FIRST in TELEVISION 
with VIEWTONE! | 


Fit 


__.with low-cost television. Receivers priced at 


me) 


approximately $100—Television for everyone! 


not 


_.. with its offer to dealers of a well balanced line of 


Approximately 



















Now 


lient, 


radios, combinations, record players and television sets 


neck embodying postwar engineering marvels, brilliant new 
to design, cabinet beauty, amazing tone, and sensational 
ous 
eight price structure. 
ce of 
SS... 
with 
uble- 
innel 
bake- 
tures rs 
“uum. 
very 
mm... 
BLE! 
strated ... with the announcement to the public of detinite 
plans for production of television receivers for the mass 
3 market, incorporating all advance features possible at 
1eW . ‘ 
vee low cost —as well as the full story on the rest of the line. 
Juction 
ASTER 
ATES 


GHT 
not 
asters 
The photograph shows a small part of the enthusiastic audience of over 6000 people who saw a performance 


...with @ public “mass demonstration” of its entire demonstration of VIEWTONE LOW COST PRACTICAL TELEVISION in a New York department store. 
j ; Public acceptance was terrific. People wanted to buy right then and there. VIEWTONE TELEVISION 
nd of line, including “$100” television. proved itself at its first presentation to the public. 










Get your share. of immediate sales -— big profits from the View- 











- tone line. America’s most talked about Television and Radio Sets 
= WRITE FOR THE FACTS TODAY 
a 


VIEWTONE COMPANY W 


% @ rat 
Office: 203 E. 18th St., New York 3, N.Y.« Factory Site: B’klyn, N.Y. ™ 
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EXTRA! EXTRA?! 





ORDER THESE 
TELECHRON CLOCKS NOW 


Telalarm Jr. 
COMING SOON 


TO RETAIL Ms... ae 


In production this December .. . 
a new, compact electric alarm 
clock . . . with the time-tried 
self-starting Telechron motor to 
assure years of accuracy. To sell 
at a new LOW PRICE, it will be 
backed by the biggest and most 
ambitious campaign ever run on 
electric alarm clocks. 


The Embassy 


BRAND NEW 


RETAIL PRICE 


Charming New England style 

. absolute accuracy ...ina 
Telechron electric alarm clock. 
Handsome maple finish with 
graceful, shapely lines, roman 
numeral dial, and the long-life 
Telechron motor. Will be pro- 
duced at Telechron shortly. 
Order a supply now. 








The Buffet 


KITCHEN FAVORITE 


RETAIL PRICE 


A Telechron electric clock, the 
modern kitchen convenience 
that women want because it 
never needs winding, oiling or 
regulating. Smartly styled for 
modern kitchens, with easy-to- 
read dial. In green, red, ivory, 
and white, it will-be produced 
shortly. National advertising 
will sell it hard for you. 





Telala rm 
PRICE REDUCED 


TO RETAIL AT 


Trim, smart electric alarm 
larger than Telalarm Jr.) with 
an important sales feature... . 
a rich chime-tone alarm that’s 
pleasant and dependable. Ivory 
colored plastic case. Slated for 
extensive national advertising 
Order now, we're producing this 
popular electric alarm in greater 
quantities each week. 


YL 


Silex Announces New 
Distributor Set-Up 


As a primary step toward the 
streamlining of its post-war sales 
activities, The Silex Co. has announced 
a change in its basic distribution pro- 
cedure. 

Hereafter, wholesale sales of Silex 
products will be handled only by a 
limited number of selected distributors, 
operating under a franchise agreement. 
These franchised distributors will en- 
joy several unusual advantages in the 
form of territorial and profit protec- 
tion, in addition to facilities for 
stepped-up service for the retailers 
they supply. 

Under the terms of the franchise, 
Silex commits itself to a policy of 
intensive cooperation with its ap- 
pointed distributors. The number of 
distributors is to be sharply limited, 
and franchises are being drawn up on 
a carefully selective basis. Moreover, to 
avoid wasteful overlapping and dis- 
ruptive competitive conflicts, no addi- 
tional distributors will be added, once 
the selected distributors are designated. 


No More Direct Sales 


One of the most radical parts of the 
new plan is the elimination of direct 
sales to retailers. Hereafter sales to 
all classes of retailers are to be 
handled through the franchised dis- 
tributors, who will be in a position to 
render closer and more detailed serv- 
ice to the individual outlets. 

Under the franchise agreement, 
prices to retailers would be established 
on a uniform scale, providing generous 
profit margins in each category. Silex 


officials emphasize the fact that there 


will be no secret deals or special prices 
thus eliminating the irrational com. 


plications which in the past have go 
often beset the marketing of smal] 
appliances. 


J. M. Moore, general sales manager 


of The Silex Co., reports that trade 


reaction to the plan has been very 


enthusiastic. 


Fowler Builds New 
Water Heater Plant 


Fowler Mfg. Co. of Portland, Ore. 


gon, makers of electric water heaters 


recently completed construction of 4 
new streamline, line-production de- 
signed plant, which consolidated its 
Portland and Spokane factory opera- 
tions, for turning out thousands of 
electric water heaters for American 
homes. Reconversion has already 
taken place and the plant will be dis. 
tributing water heaters as soon as 
materials and manpower permit. 

Continuously engaged in the produc- 
tion of electric water heaters since 
1914, the company turned out its heat- 
ers during the war for Pacific North- 
west housing projects. 

P. L. Fowler, general manager, 
stated that the operations have been 
centralized to provide for additional 
line production and assembly space in 
view of their anticipated expansion as 
peacetime living resumes. 

The new plant is one of the most 
modern designed and best equipped 
factories in the northwest and the only 
one of its kind in that section, although 
Fowler water heaters are distributed in 
the 11 western states. 





BUILD LASTING 


CUSTOMER GOODWILL WITH 
THE QUALITY-BUILT BEN-HUR 
“Farm and Home” Preezerd | « iciveior 
QUALITY is remembered long after PRICE is 


forgotten” is a truth that applies particularly 
to freezers for the farm and home. Today, 





* 
Fonstiuction that is 
ee and Durable, with 
9-lasting, Properly built 


under 


all conceivable Pperating 


i Conditions 
Design thas is Practical 
efficiently Planned for 


with a great and widespread public interest in storage, 


home freezing units, it is highly important 
for distributors and dealers to choose a line E 
that insures these ESSENTIAL FEATURES: 


Write for full particulars TODAY. 


BEN-HUR MFG. COMPANY 


634 East Keefe Avenue, Milwaukee 12, Wisconsin 


Engineered and Perfected 


by leading Refrigeration 


xperts — to Ossur, 
tinuously dependo ites. 
eration 

Complete Size Range — 
Meeting All Family Needs 
— City or Country. 


ble op- 


ELECTRIC CLOCKS 


Wa SH} co 
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WARREN TELECHRON COMPANY «+ ASHLAND, MASSACHUSETTS 
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BIG TOASTER SALES AHEAD !! 


Get Your Order in Now! 
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1e most 
quipped 
the only 
Ithough 
buted in 


Here’s a Brand New Idea in Precision slight finger pressure—automatically 
Built, Popular Priced Toasters. opens doors and turns the toast. Sim- 

plicity of construction means ease of 
Streamlined in design with jet black cleaning and longer, trouble free serv- 
base and toaster body of brilliant fin- ice. Get your share of E-Z FLIP Toaster 
ish, the new E-Z FLIP Toaster har- business ahead! Write for the name of 
monizes with the most distinctive set- your nearest distributor—get that 
tings. “Push Button” operation—just a order in soon. 


MERIT-MADE INCORPORATED 


Merit Bidg., 33-37 Franklin St., Buffalo 2, New York 


ds PRESTO! OPEN 





= 
= 
ERS = 
Creators of the Famous “Duo-Chef" 


NDISIN@PELECTRICAL MERCHANDISING—OCTOBER, 1945 PAGE 227 


| Rheem Sets $20 Million 
| Appliance Business Goal 


Rheem Mfg. Co. is preparing for a 
post-war business of approximately 
$40,000,000 in the first 12 months fol- 
lowing release of all restrictions on 
labor, materials, supplies and equip- 
ment to enable resumption of full 
peacetime production. This estimate 
is based on nationwide surveys which 

the company has made recently to de- 
termine the demand for its old products 
and new products being developed in 
laboratories and tested in the field. 


Marketing Change 


A strong factor bearing on the sales 
estimate is the major change the com- 
pany made in 1937 in its marketing 
With the arrival of Peace come the things procedure for household utilities which 
we've waited for so long. Now VOSS V7, involved building, from the ground up, 
Washers will be available. With VOSS ¢ \ a nationwide jobber-distributor system 
Electro-Safe Wringers . . . safest in the CG | which —— beginning to show re- 
world; with VOSS Floating Agitator... gg ot Rnciinns aia a 
agitation at the water line, where suds and 


: <ieed aad Selling VOSS ters into Rheem’s marketing is the 
clothes meet . . . with VOSS Time-Tested reduces service costs! decentralization of its plants with one 


Type Transmission . . . efficient, trouble- Dealers will tell you or more manufacturing units in every 
free performance... with these and other that there is eA oe major marketing area in the United 
outstanding features . . . VOSS is back to service to be render | States. To augment these multiple 


‘ . on VOSS than on any : “f , 
offer you your greatest profit opportunity. ether nk Gentle plants, the company is creating a plant 


costs reduce profits and field warehousing system. This 

VOSS WAS system will enable i = fast de 
Ts Reduce the loss to the ocean will enable = 9 offer cast de 
\ minimum—sell VOSS livery by freight or truck of multiple 
. — pa products to its jobbers in every sec- 


Time Testeo tion of the country. 
Since 1876 


t S In its appliance division the company 
Wa sutt ‘ voss BROS. MFG. co. | already has added oil burning water 
) AS| te ae DAVENPORT, IOWA heaters and gas fired console and wall 
Write for Franchise and name of nearest Distributor heaters to its prewar lines of gas and 

electric water heaters, gas floor furn- 

| aces and tanks and boilers. Twenty 
new products of this division are in 
research laboratory and field develop- 
ment at the present time at the com- 
pany’s west and east coast laboratories. 



































Acquire Stokermatie 


In July 1944, Rheem acquired the 
Stokermatic Co. of Salt Lake City, 
thus adding to its products a line of of research and design. Paid, 
domestic and industrial coal stokers. Seostonsl Ceuit Matoss wih 
Stokermatic products previously have Se ee gna 

p I isly roe = 
been distributed largely in the Rocky job wlan owed each Rival 
Mountain and Northwest _ states. fom... t find the flows if there 
Rheem will sell and distribute Stoker- are any ... to improve wherever 
matic products nationwide by creating possible . .. to create new designs 
additional manufacturing facilities in and new devices for which your 
the Midwest. customers are waiting. 

By purchase of Stokermatic, Rheem 
idds an automatic coal stoked water That's their job and they're doing it 
heater to its gas, electric and oil fired — without interrupting war product- 
iutomatic heaters. ion — and you have first call on 

The company’s studies indicate its the fruits of their efforts. 
household utility lines should attain 
an annual sales volume in excess of 
$20,000,000 in the first full year of | 
peacetime operation. 


Kitcheneers we call them . . . the 
men who staff our departments 


Emerson Radio Buys 
Radio Speakers, Inc. 


Emerson Radio & Phonograph Corp. 
announces the acquisition of 100 per 
cent of the authorized and issued capi- 
tal stock of Radio Speakers, Inc., 
Chicago, Ill. 

At a meeting of the Board of Direct- 
ors of Radio Speakers, Inc., Henry C. 
Forster resigned as president and di- 
rector of the company. He will re- Ber. 
main with the company in the capacity MANUFACTURING COMPANY 
of consultant on all problems. At this KANSAS CITY, MISSOURI 
LICENSED UNDER TORRINGTON meeting, Max Abrams was elected (ge 

MFG. CO. PATENTS president of the corporation and Mor- | 
| ton E. Ornitz was elected vice-presi- | Creators of the Juice-O- Mai, 
F | F c T R M A | dent and treasurer. George S. Holly | catia Str waarhin ed Juicer 
(L9& C al | N E C0. remains as vice-president in charge of | NATIONALLY ADVERTISED in:— 
3525 E. WASHINGTON STREET engineering and production and Miss Ledies' Home Journal + Better 
Bertha Engel remains as secretary | Homes end Gardens + Bride's 
INDIANAPOLIS, INDIANA 


. Megerine . American Home 
and assistant treasurer. | acct: Mthdaakhtecl 
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In IRONS that have 
3 different speeds 
—for each material... 


In TABLE RANGES that have 
7 temperature settings 











ong life and trouble-free operation were twin aims 
when Samson United Corporation designed these two units. 

Thermostats can “make” or “break” either appliance. Depend- 
able thermostats are a “must.” 

So, Samson engineers gave plenty of thought to the selection 
of metals used in this all-important part. 

That’s why Inconel—an INCO Nickel Alloy—was chosen for 
the thermostat contact springs. 

As long as the iron or table range lasts, these Inconel springs 
will be on the job, carrying out the manufacturer’s promised per- 
formance... protecting you against customers’ complaints. 

Inconel fully retains its spring properties over the range of 
temperatures encountered ... doesn’t rust... resists corrosion... 
laughs at fatigue. 

And, there are other jobs for Nickel alloys in both units. “D” 
Nickel* lead-in wires route the current. Nickel-chromium resis- 
tance wires generate the heat. 

Remember: When the products you sell have their vital parts 
made of INCO Nickel Alloys, you're safe in telling your custom- 
ers—"Here’s an appliance that really stands up.” The International 


Nickel Company, Inc., 67 Wall Street, New York 5, N. Y. 


NICKEL Adtta, aLtoys 


MONEL* - “K” MONEL* + “KR” MONEL* + “R“” MONEL* - 
*Rer. U.S.Par. OF. 


MERCHANDISING—OCTOBER, 1945 


Youll tind MICKEL alloys 
guarding pertormance 


—all at full wattage... 











THE AUTOMATIC IRON 


A high-efficiency iron that can be 
instantly individualized for any 
ironer. A single turn of the Duo- 
Dial Heat Control selects the heat suiting both 
the fabric and the ironing speed. A streamlined 
beauty with beveled edge, never-catch heel, rock- 
to-rest handle. 





THE TABLE RANGE 


Unlike any preceding type of 
range, this smart new unit gives a 
heat selectivity paralleling the flex- 
ibility of a gas range. Temperatures are not set by 
switching on higher or lower wattages in big, 
fixed steps. In this unit, the ful] wattage is used 
to quickly reach any temperature. Thermostatic 
control actuated by the grid temperatures auto- 
matically turns the current on and off to maintain 
the set temperature. 





For more information on these appliances, 
write the manufacturer: 


SAMSON UNITED CORPORATION 
1700 University Avenue, Rochester 10, N. Y. 





“S’ MONEL* + INCONEL* + “Z” NICKEL* + NICKEL 








MEDONALD <2: 


LOOKING AHEAD 
WITH McDONALD 


When a dealer sells and installs a McDonald Pump, he is 
certain he has MADE A FRIEND. That's all important 
in the busy days ahead. Farm folks 

will be looking for equipment of known 

dependability. The name “McDONALD” 

has been firmly established as quality 

manufacturers of Pumps for more than 

89 years. 


A. Y. McDONALD MFG. CO. 


DUBUQUE — IOWA 


DEEP WELL 


Series 400 and 600 compact, 

skillfully engineered units fea- 
turing complete ac- 
cessibility, positive 
lubrication. 





SHALLOW 
WELL 


Series 420. Sim- 
ple, accessible, 
dependable — a 
leader in the 
Water System 
field. 


, vi sie 


TOMATIC s 











COMPARE HARDERFREEZ with any other home or farm freezer, and 
aa see why experts have picked it to be the biggest selling Home 

rozen Food Storage Unit in the world! 12 cubic-foot capacity. Tem- 
perature control. Foolproof hardware. Breaker strip avoids outside to 
inside contact. Outer shell joints hermetically sealed. 25% more insu- 
lation. One piece, OK AY Plate Coil. Attractive modern design. Some 
L available this year — huge production after the war. Order now! 


nnn enn ne ee eee ne ne oe se ee os se ee he he 


TYLER FIXTURE CORPORATION, Dept. E-10, Nites, Michigan 
Rush complete information on HARDER Freez. 


wRITE 
TODAY! Neme—__ ea — 


’ 0 
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Ready Market FOR HOTPOINT 
» AUTOMATIC ELECTRIC Listhwashou aud Dusposalle 
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EXCLUSIVE HOTPOINT FEATURES 
CREATE NEW BUYERS FOR YOU 


Completely Automatic Cycle 
...atouch of the button starts and 


. 182 
.. 210 * SPE 
he 229 eee 




























finishes the dishwashing cycle by 
159 


109 





automatically rinsing, washing and 


drying dishes, pots and pans. 





Electric Disposall . . . reduces food 
1‘. waste to pulp and automatically flushes 


86. 87 down drain... sanitary and convenient. 


= ECENT NATIONAL SURVEY* asking what women want in their 


bas kitchens of tomorrow reveals that 19.8% must have and will buy 
- electric dishwashers as soon as possible . . . 21.1% indicated disposalls. 
190 This expanding demand means greater sales of Hotpoint Electric Dish- 


J. 129 washers and Disposalls. 


: Cover The new Hotpoint Automatic Electric Dishwasher and Dis- 
as posall readily lends itself to demonstration. Plan now to install 
one on your sales floor and watch the interest it creates with your 

- appliance prospects. 


3 As Hotpoint swings into full peacetime production, Hotpoint Selec- 


23 tive Dealers are in a preferred position to take advantage of future sales 
a : P P é , ; ; 
* 999 and profits. Today, as yesterday look to Hotpoint for leadership and Edison General Electric Appliance Company, Inc. 
2% dependability. °Somrce: McCall’s Magazine 5620 West Taylor Street, Chicago 44, Illinois 
woe 200 
1as- 
.. 152 
. 232 
we aan 
. 222 


Dependability Assured by 40 Years Experience! 
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Appliances ...Valuable as Jewels | 


THEY SHOULD BE DISPLAYED THE SAME WAY 


Srarned @ Soctlightt. jee Deal 















Suggested use of Giont Circular Boroque Frome. Sculptured in deep bas 
relief, hand loid papier mache, finished in heavy off white stipple, spattered 
with diomond dust. Exquisite for dramatically disploying electrical appliances. 


a 


Appliances are beginning to come off production lines... 
Limited in quantity... desired beyond words. Through 
dramatic display you will want to tell your customers they 
may again be purchased at your store. Deliveries will star? 
soon... have your displays planned and ready. 


‘ 
4 


PREE! Our Foll and Christmas cotalog just of the press. 20 pages 


15 illustrations of beovtiful, practical display props and sug- 
gestions for their use. Don't be without it. Write for your copy today! 


%&. 
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tenance and 
You can, too! 


repair 


Send me for ten days’ 
Library 
price of $15.00 is paid 
shipment write plainly 
Name 


Home Ad ss 


Compar 





W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


It's YOUR future—Make the most of it! 





with experience and ability—to cash in on it? 
background needed—quick! practical!—to handle the great variety of electrical main- 
work TODAY—from 


No money down—special 


peeeeeeeessensnsesenenees McGRAW-HILL EXAMINATION COUPON 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 


free examination the Electrical Maintenance and Repair 
If satisfactory I will send you $1.00 in 10 days and $2.00 monthly until the 

If not wanted I will return books postpaid. (To insure prompt 
and fill 








Start now to earn 


the bigger pay in. 


electrical repair 


Was there ever such an anpow| 
tunity to get started in electrical | 
maintenance and repair—and at | 
top-notch wages? Are you ready— | 
Others are getting just the sort of | 


library. 


this well-known electrical 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
HOW—+to install all types of motor and generator units—to inspect and repair motor | 
starters and generators—to diagnose motor and generator troubles—to figure new | 
windings for old cores, DC and AC windings—to test armature windings, test induc- 
tion motors, etc., etc. One book is full of trouble-shooting charts that show quickly 
symptoms, causes, specific remedies, etc. 


Take the first step toward improving YOUR future 
Mail this coupon TODAY 


price—easy payments—FREE trial 





eeeecece+coeeceesscousnesecesessed 
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- APPLIANCE 
LINES WANTED 


We are anxious to contact the manu- 
facturers of home appliance lines, with 
a view of becoming distributors in the 
Minnesota and Wisconsin area. We 
have warehousing facilities at Mil- 
waukee and LaCrosse, Wisconsin, 
Duluth, St. Cloud and 
Brainerd, Minnesota, and a sales or- 
ganization trained in the appliance bus- 
ness covering s@rrounding territories. 


DIRECT OIL SERVICE 
CORPORATION 


2 Royalston Ave. 
Minneapolis 5, Minn. 


Minneapolis, 
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The Original 
DRAWER TYPE FOOD FREEZE 


Merchandisers who plan to sej 
home freezers see in Freez-Aj 
greater possibilities for tremend 
ous volume and profit becaus 
Freez-All is the original and oy 
standing exponent of drawe 
type freezers .. . the first feo 
ture nearly every future prosped 
speaks about. Freez-All has hai 
a longer period to engineg 
drawers that work perfectly . . 
and they do—with the greate 
of ease .. . Write for name 
distributor. 


Mf'g by Freez-All Division 


PORTABLE ELEVATOR MFG. ¢ 


Dept. 1, Bloomington, Ill. 
Quality Since 1899 





SAL | 
EVEN AN ELECTRIC 
MAN WANTS A HOME OF 






Regardless of whether YOUR 
“dream home” is a cozy cottage or 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the 
minute. 

Its 32 pages, profusely illustrated, 
are packed full of home planning 
and new equipment ideas. 
Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
eight easy-to-read chapters the 
trends and possibilities of a much 
discussed industry. Covering every 
subject from financing to solar 
heating, it therefore can be used as 
a textbook on building industry 
nomenclature. 


Send for your copy today. 
PRACTICAL BUILDER 


59 E. Van Buren Street, Chicago 5 


at 25c I can’t lose—Send me “How To 
Plan The Home You Want.” M 


Name. — 





Address. ———————— 








City State__—_— 
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VACUUM CLEANER 


oF REPLACEMENT BELTS 
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Your Vacuum Cleaner Belt Problem 
NO MORE WORRYING ABOUT: 


_the Makes and Models they fit because: Every bag is marked with Make and 
Model Numbers and the transparent bags keep the belts fresh and clean. 
_the Price Problem because: The tend is prominently printed on each bag. 





Solved 


ORDER NOW! 


8 assorted belt cards consisting of 
96 belts will fit 130 makes and 
models 


Your cost $10.08 net 
plus postage 


Retails for $24.00 


FREE—with above 
OUR NEW CATALOG 


Listing 4531 items and 2911 illustra- 
tions giving list prices and your cost 
in code 


THE JESSE COMPANY 


2438 W. NORTH AVENUE 
CHICAGO 47, ILLINOIS 











WHERE TO BUY 


PARTS, SERVICES & ACCESSORIES 

















WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


"30-MINUTE" 
HIGH POST CHANGE-OVER 
For 


EASY and G. E. WASHERS 


Send for Descriptive Circular 


AV 














and Out 

drawe 
first feo 
prosped 


WASHING MACHINE PARTS 


m= Any Part For Any Washer” 
enginee! 
ctly .. Distributor for All 
greate Leading Manufacturers 


name ¢ Write In 
For Complete Catalog 


sion WASHER SALES & SERVICE CO. 


AFG. ¢ 10 Federal Street 
3 HITSBURGH 12 












iN PENNA. 
n, 5 








Resistance wire. Heating Units. 
Switches for Standards and all 
makes of Electric Ranges. 

F. N. CUTHBERT CO. 
Distributor and Manufacturers’ Agent 
Toledo 2, Ohio 






















Catalog of 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Parts 


MOWESsT APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 





PEE 
g lil Bs 
TES ea 


Made of tool steel and beveled to allow 
starting 
Length 9 inches Net Price 
M-40 17/64 For Apex, Ohio, Pre- 
mier, Regina, Royal Universal 1.49 
M-41 .277 For Bee-Vac, Federal, 
Fedelco 1.49 
M-42 $/32 For Royal, Healthmore, 
Electro Hygiene 








M-43 5/16 For Eureka, Regina. . 1.49 
M-44 19/64 For Sweeper Vac and 
West Electric fan end 1.49 


M-45 Combination reamer % x 
7/16 for Reaming both bear- 
ings in Hoovers model 102, 
105, 541 ... 


Our illustrated catalogue of parts 
and supplies for all makes of Vac- 
uum Cleaners. 


Sent FREE On Request 


BUCKEYE 


Vacuum Cleaner Supply Co. 
10613-17 St. Clair Ave., Cleveland 8, Ohio 














CANTON. 6, OHIO 
PRECISION 


RECONSTRUCTED A R M AT U R E S 


FOR VACUUM CLEANERS, DRILLS, TOOLS, MIXERS, ETC. 











Will Stand 
Write for 150% Overload 
armature price = 75% Overheat 
list . . . today. 70%, Overspeed 











Our low price includes COMMUTATORS when required. NO CHARGE 
FOR EXTRAS. Our large stock of new and rebuilt vacuum cleaner 
armatures permits shipment same day order is received. Exchange basis 
on all popular makes. Amatures, fields and bearings installed at 
nominal fee. 


PENN APPLIANCE DISTRIBUTORS | 2iuaiusé 

GROWLERS 

. Tw oll testers 

126 S. 2nd Street © Harrisburg, Penna. | ini Gr JSS 

One of Pennsylvania's largest vacuum cleaner supply houses. —_ pais 
References: Dun & Bradstreet 











Vacuum Cleaner Armature Winding 


Our new shop space permits us to take additional work 
| in - line. Over 3000 armatures carried in exchange 
stock, 


























Genuine 


PREMIER - ROYAL - G. E. - 
VACUUM CLEANERS 

Write for complete details 
BROCKWELL ELECTRIC CO. 


106 E. 9TH ST., CHESTER, PA 


EUREKA 


PARTS Exclusively 





We supply perfectly wound armatures on an exchange 
basis at an average price of $2.10 to $3.00 plus charge 
for shaft or commutator where necessary. 


ELECTRIC SWEEPER SERVICE CO. DIVISION 


z Pearso! Appliance Corp. 
2034 Euclid Ave. Cleveland 15, Ohio 




























YOUR MM Burned Out or Broken Electric 
ae Heating Elements 


repaired with NICHRO 

CITE PASTE. Simply 

overlap ends, apply paste, 

turn on current. Used by utility com- 
panies, etc. Family size, $1.00, 4 oz. 
size $2.1 50. Satisfaction guaranteed. 

Armstrong Mfg. Co., Box 861E Minneapolis, Minn. 


»-to-the- 


strated, 





SELL BY MAIL 
with BARDAN-DALE 


Sales promotion copy and counsel . . . styled for 
big business . . . priced for small business men. 
Letters, folders, stuffers, booklets, etc. quickly and 
reasonably handled by correspondence. 
THE BARDAN-DALE CO. 
308 W. 88th St. N. Y. 18 
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YEAR 


WHITES ‘SOFT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER col 
1766 E. 55th STREET CLEVELAND, OHIO 











r your own 


NOW ELECTRICAL APPLIANCES 


with CHANITE Self-Welding ELECTRICAL 
AL ELEMENT flux Generous amount, in- 
Ly 


tions p postpaid: 
CHANITE. “SALES COMPANY 

















> $4 South Main Fort Worth 4, Texas 
DER 
icago5 
ay SPECIALTIES 
MW ogo ey 7 es igs — 
M Electrical Mangle Roll Pads and Covers 
cuum Cleaner Bags, Ironing Board Pads 
2 i Mi covers, washing and ironer covers. Ohio 
Kile Specialty Co., W. 54th, Cleveland, O 














NEW ADVERTISEMENTS 

















s 
Immediate Delivery 
Rubber Tired Wheels 
all purpose tube steel 
600 lb. cap. Full size, 
Lots 
wartime makeshift of 
Light wt. very 12 
11.95 
44” .14” wide at nose. Curved cross Lets 3, ‘ 
pieces. The only truck we sell. Spe- Single, $12.95 
them! mail only at present time. Fully guar 
anteed. p. - B. 1% 10 days. Unrated firms cash 
Clip this. 
The HANDEES CO. 


Now! “Handee Andy” 95 
: first quality, not a 
easy = handle. Ht. 
—"*, permits a better truck, and more of 
with order 
Dept. 31E7 Bloomington, Ill. 





Mail Orders Shipped 
Same Day Received 


Special offer 
on 36 Rolls 


WYNARS —> 


WHITER GUARANTEED 


ee i- 


36—Rolls may be assorted if desired 


SIZE SIZE 
1%" Blanks ..... $ 99 2%” Blanks ..... 1.33 
¥%" Blanks ..... 1.07 2%” Blanks ..... 1.66 
: . eee... os 117 2%” Blanks ..... 2.06 


PLEASE SEND 25°% DEPOSIT WITH ORDER. 
WYNAR 155 to 163 State St. Rochester 4, N. Y. 











Buy knives, lighters, toys, games, hobby/ 
model . fountain pens, novelties, 
leather goods, school supplies, other quick- 
selling goods where America’s top electrical 
stores buy—from RIOLEM COMPANY. 
Large stocks, powerfully advertised, 


good business to you. Write us today! Wholesale 
RIOLEM COMPANY R F PA I e 


Rioclem Building, New Rochelle, N. Y. THIS IS THE ANSWER 
TO YOUR RADIO REPAIR TROUBLES! 
Just SEND us the SET via Railway Express. 


RADIO 














tived by October 24th will appear in the 
‘ember issue subject to space limitations. 
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We REPAIR and RETURN. You ADD MARK- 
UP AND DELIVER. That's all there is to it. 
@ Complete Stocks—We can fix ‘em all. 

@ 90 day guarantee @ Prompt service 
@ OUR LOW PRICES mean more Markup for 


you. Send that set to 


SHEFFIELD RADIO CO. 
916 Belmont Ave., Chicago 14, Ill. 


ONE SOURCE OF SUPPLY 
1913 Washington Ave., Houston 10, Tex. 
Goodrich White Wringer Rolls for all makes 
WASHER & CLEANER PARTS 


ei ta gs ft») 


VACUUM APPLIANCE co 
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RATES; UNDISPLAYED 15 Cents 3 W 
or part time salaried 
Box 


as 10 words 








ord Minimum 
charge $3.00. POSITIONS WANTED (full 
employment 


the above rates payable in advance 
NUMBERS—Care of publication New 


York, Chicago or San Francisco Offices count 


SEARCHLIGHT SECTION 


CLASSI 
OPPORTUNITIES: SELLING 


FIED ADVERTISI 
EMPLOYMENT 


ay aay OF 10% if full amount is made 
ce for ve insertions. 


4 consecuti 
DISPLAYED INDIVIDUAL SPACES with 
border rules for prominent display of adver- 
tisements. 

The advertising rate is $8.00 per inch for 
all advertising appearing on other than a 


only) % 


NG 
. MERCHANDISE . 


contract basis. Contract rates quoted on re- 


quest. 
aN ADVERTISING INCH is measured 4° 
vertically on s column—4 columns—88 {n- 
ches to a 
received by 
issue, subject to space limitations 





BUSINESS 







Copy for new advertisements 
19th will oppose in April 
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SELLING | | 
OPPORTUNITIES 


OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 














OPPORTUNITY OFFERED 





SALES MANAGER Wanted: A well fin: need 

newly established electrical appliance busi- 
ness located in the 100% down-town Miami 
district offers a ground floor opportunity to 
an experienced merchandiser. Give full de- 
tails. SW-819, Electrical Merchandising, 330 
W. 42nd St., New York 18, N. Y. 








OPPORTUNITIES WANTED 
MA NU JFACTURERS' 








REPRESE NTATIV E 


desires additional lines Formerly Dis- 
trict Sales supervisor in New York for 
leading appliance manufacturer. Previous 


experience as salesman covering Department 
Stores and Dealers for New York's largest 
jobber. Trained in Sales Promotion, familiar 
with all types of appliances. Sealy & Com- 
pany, 215 Fourth Ave., New York 3, N. Y. 





MANUFACTURER'S REPRESENTATIVE 
with Chicago office and having excellent ex- 


perience and record selling electrical appli- 
ances, desires lines for Illinois and Wisconsin 
on commission basis, preferably table and 
floor lamps, radios, table appliances, ete. 
Write Lester L. Brossard, 540 N. Michigan 
Ave., Chicago 11, Ill. 





ATTENTION MANUFACTURERS seeking 

competent, conscientious, and intensive rep- 
resentation for the southern states, preferably 
Georgia and Florida, with six years acquaint- 
ance with hardware and furniture jobbers in 
these states, also department and chain 
stores. Will establish warehouse in Atlanta 


if advisable. Prefer one, or not more than 
two manufacturers’ lines. Age 37, married, 
excellent references, bondable. RA-815, Elec- 


trical Merchandising, 520 N. Michigan Ave., 
Chicago 11, Il. 








ARE YOU represented in Oklahoma, Kansas 

or Texas. 15 years in the electrical appli- 
ance business. Very successful and if inter- 
ested in either jobbing or direct representa- 
tion please contact. I can do you good. RA- 
816, Electrical Merchandising, 520 N. Michi- 
gan Ave., Chicago 11, Ill. 





MANUFACTURER'S REPRESENTATIVE 

wants home and commercial electrical ap- 
pliance for Georgia, Florida, Alabama and 
South Carolina. We contact, in this territory 
appliance, hardware, and furniture whole- 


| salers and dealers. Our selling experience will 


| enable you to set-up best possible distributing 


outlets in these states. Norman H. Edwards, 
P. O. Drawer 4648, Jacksonville 1, Florida. 





CAN YOU use 575 active dealers in Ohio, con- 
sisting of all the leading department stores, 
furniture, hardware and specialty dealers, 
and stores. Have sold the above major ap- 
pliances, for the last thirty years, also have 
contacts with jobbers and distributors in Ohio 
and West Virginia. Have you electrical, or 
other commodities to sell? Let us represent 
you. Mutual Specialty Co., 8112 Hough Ave., 
Cleveland 3, Ohio. 
RADIO AND electrical lines wanted. Colum- 
bus Jewelry Company, 22 West Gay Street, 
Columbus 15, Ohio. 
APPLIANCE PROMOTIONAL man and gales- 
man. College technical education. 7 years 
selling experience to appliance trade and 
training dealer, distributor salesmen. Asset 
to mfg. or Al wholesaler. Will travel. RA- 
$17, Electrical Merchandising, 330 W. 42nd 
St., New York 18, N. Y. 
MIDDLE-AGE MAN desires wholesale repre- 
sentative manufacturers’ agent or similar 
position. 20 years of wholesale sales and 
other sound business experience. Clean “re- 
sult-getting’’ record, highest type references. 
Aggressive and ambitious, tactful. RA-818, 
Electrical Merchandising 520 N. Michigan 
Ave., Chicago 11, Ill. 
DISTRICT MANAGER: Sixteen years’ experi- 
ence representing one of the largest washer 
manufacturers, wants to make connection 
with manufacturer direct or with responsible 
public utility co., appliance or department 
store as assistant or department manager. 
Thoroughly trained in home laundry work. 
Sales promotion, hiring and training sales- 
men, installment selling and _ collections. 
3A-820, Electrical Merchandising, 520 ° 
Michigan Ave., Chicago 11, " 
IMPORTER OF Electrical articles from the 
United States would like exclusive sales 
agency or representation of all electrical ap- 
pliances, radio sets and radio parts, refrigera- 
tors, automobiles, vacuum cleaners or other 
electrical products for Puerto Rico,. Best 
references. Mr. Miguel Francisco, 12 Wiison 
Ave., Santurce, Puerto Rico. 




















LINES WANTED 


High rated distributor in Southwest desires both large and smal] 
Now traveling 7 men. General Manager will 
be in East in September and October to contact manufacturers. 
If you want specialized distribution contact us. All replies strictly 


appliance lines. 


confidential. 





RA-800, Electrical Merchandising 
330 West 42nd Street, New York, N. Y. 








WHOLESALE LINES WANTED 


By PHILADELPHIA DISTRIBUTOR 


Established more than 18 years with wide following of appliance dealers in this area 
An aggressive sales force that has many years ef personal contact with the trade 
Can give A-1 financial reference 


Opened for the following lines: 


VACUUM CLEANERS © IRONS © WASHERS © TOASTERS ELECTRIC CLOCKS 


Address all replies to Mr. FRANK ZIEGLER, Sales Manager 
WINDSOR ELECTRIC SUPPLY 


1231-33-35 Race St. 


Philadelphia 7, Pa. 








CHIEF PRODUCT ENGINEER 
Preduet 1-— . oe and pet 
proven past record. 


is essential. in reply state plete 
trie Seed fn com 
Sxpertonce, education and salary requirements. 


P-821, Electrical Merchandising 
620 North ‘Michigan Ave., Chicago 11, Ill. 








Guasediogy, successful American firm 


located in Mexico City a com- 
radio technician. ust 


t 

Spanish fluently and have satisfactory 

background of radio service experience. 
H. STEELE Y CIA. S.A. 
Balderas 27, Mexico, D.F. 





Leased Appliance Departments 
Available 


To progressive merchandisers of house 
hold appliances this chain of 7 medium 


sizéd department stores, located in the | 
midwest and south, offers unusual op- | 


portunity for volume business. Reply 
in strict confidence King Clothing Co. 
110 W. 42nd St. New York. New York. 
giving complete information cou! 
yourself. 











EXECUTIVES ONLY 


ADMINISTRATIVE 
MFG.—FINANCE—SALES 


SS. . This service 
=a to meet the ts of men 

positions from $7,500 ~ year up- 
wards. Whether your need for a man 
or a position, your inquiry is welcome and 
will obligate you. 


CASTLE, BARTON & ASSOCS. 
Attention—8. T. Badgley 
220 S. State St. Chicago 4, lil. 


MANUFACTURERS ATTENTION 


Manufacturers Agent by seat eonnections in 
Hardware an 


seoreeant 7 fon tae Pastas ‘Const even, | 
Northern Callfornia. Geed coverage 
guaranteed. Your correspondanes selicited. 


Electrical Merchaadisi 


RA-822, 
68 Post Street, San Francisco 4, Cieiiternis 








' For Belgium & Luxembourg 


Returning to Be Desire distrib 
eee © “a 


RW-812, Electrical 


Merchandising 
330 West 42nd N. 


St.. New York 18 














WANTED 


MANUFACTURER 


To finance, manufacture, 
distribute newly invented 
portable electric dish- 
washer. Must have facili- 
ties for mass production. 


BO-814, Blectrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill. 



















PACIFIC COAST MFR'S AGENTS 


with extensive business and merchandise exper!- 
ence desire to contact ot the outstanding ee of pro- 
gressive man to renew or establish their 
postwar ness, utilizing our nnec- 
tions with the Appli = 


store 
Francisco. Financiall 
tion 


and 
recponcibie. Representa- 
ord a. 9 references. 
RA-823, E. M., 68 Post St., San Francisco 4, Cal. 











Don’t forget the 
BOX NUMBER 


When answering the classified advertise 

this magazine, don’t forget t° 
put the box number on your envelope. [t's 
our oniy means of identifying the adver 


ments in 


tisement you are answering. 
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@ SEARCHLIGHT SECTION @ 





SALESMAN 
WANTED 


To Complete Manufacturer's 
Post-War Selling Organization 


proouct. Nationally advertised. The 
ont ind style leader in its field. 
Present ccumulated needs will be fol- 
lowed hy a consistant year-in, year-out 
demand 


me Jos. Calling upon wholesalers and 
dealers, mostly in the electrical appliance 
and jewelry fields. Selling merchandise 
and company policy, training wholesalers, 
n and cooperating with dealers. 
















ns ese 
i ted sales territory. 






TE MAN. Must be clean cut, aggressive, 
between 25 and 40. Sales experience in 
the above or kindred lines desirable. 
























Wesco and on a By poe: 
confidential. 
—_ Write Box SW813 
+ will Bb asp weer tind St New York 18. ¥. 
irers, 
— WANTED 
SALES EXECUTIVES 
AND SALESMEN 


jis area 
) trade 


LOCKS 


7, Pa. 
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NDUSTRIAL, COMMERCIAL 
AND 
RESIDENTIAL DIVISIONS 
excelleat opportuaity to join 


of the Ia light and power 
panies with @ successfal past 
a good futere. 


Age limit 25 to 40. In first letter 
se give complete information about 
ining, experience, salary expected, 
d how soon available. 
All replies held in confidence. Our 
n know about this advertise- 
ment, 


§W-775, Electrical Merchandising 
i North Michigan Ave., Chicago 11, Ill 








DISTRICT 


SALES MANAGERS 


WANTED 


We have openings for several 
high grade men to serve as Dis- 
trict Sales Managers on Atlantic 
Coast and in Middle West. Suc- 
cessful applicants must be be- 
tween 30 and 40 years old, 
aggressive, ambitious, have a 
good working knowledge of 
heating and be experienced in 
dealer’s sales work or sales pro- 
motion. Top pay. Excellent 
chance for advancement in a 
steady, rapidly expanding or- 
ganization if you can accept 
responsibility, are free to travel, 
and have the knack of working 
with dealers. In answering, give 
full details, age, experience, 
background, and state when you 
will be available. 


Write T. A. CRAWFORD 


General Sales Manager 
Timken Silent Automatic Division 


THE TIMKEN-DETROIT AXLE CO. 
100 Clark Avenue, Detroit 32, Mich. 








ELECTRICAL 
MANUFACTURERS 


Now Is the Time to Plan for 
Post-War Distribution 
of Your Products 
to the Electrical Distributors 
and Electrical Hardware Jobbers 


Are you a newcomer in this market? Do you need 
broader distribution? We have this to offer the 
manufacturer of electrical products 


© 25 years experience as a National Electrical Sales 


Organization. 


¢ 18 warehouses strategically located throughout 


the U. S. 
e 50 ex 


perienced salesmen, operating nationally— 


selling exlusively to. wholesalers. 


We will consider National Representation under our 
own trade name or yours. Financial references 


exchanged. 


HATHEWAY & COMPANY 


National Distributors of Electrical Supplies and Appliances 
75 MONTGOMERY STREET, JERSEY CITY 2, N. J. 
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SALES MANAGER 
Household Electrical Appliances 


By established medium sized manufacturer of small appliances 
and electrical specialties whose regular customers comprise the 
nation’s finest hardware-electrical jobbers and department stores. 


Must be a .sound aggressive merchandiser, experienced in 





planning and executing promotions and preferably familiar with 


| 








the above mentioned outlets. Age 35-45. 


Please give complete details of your sales experience, age, 
education and a recent snapshot of yourself. 


P. O. Box 322, Rochester, N. Y. 








1708 16th St. 


Rocky Mountain Region 


Distributor with warehouses in Denver, 
Pocatello, Grand Junction and Salt 
Lake City open for the following lines: 
Washers, Radios, Water Pressure Sys- 
tems, Stoves, Home Appliances, Ironers, 
Clocks, will consider distribution of all 
or part of above territory. 


TEDE & ETCHINGHAM 


Denver, Colorado 

























13 SUNSET BLVD. 


APPLIANCE LINES 


WANTED BY 


Southern California Distributor 


AGGRESSIVE, EXPERIENCED 
AND WELL RATED 


We are open for major household and traf- 
fic appliances, including: Radio, Refriger- 
ators, Ranges, Washers, Ironers, etc. We 
want and we'll give immediate action. 





PACIFIC STATES DISTRIBUTORS, INC. 


LOS ANGELES 


LINES WANTED by 
© OHIO DISTRIBUTORS 


Ohio distributors with headquarters in 
Cincinnati desire major appliances to 
distribute. Only items of highest 
quality will be considered. Our organi- 
zation offers you unimpeachable integ- 


in this territory or who have not 
obtained the results that this fast 





confidence. Kindly write: 
Triangle Roofing & Supply Co. 
107-109 West Third St., Cinn. 2, O. 








Lipart tor Pratt 





Roburn Agencies, Inc. have represented 
leading manufacturers of radio and 
electrical equipment, parts and acces- 
sories, in world-wide markets since 1935. 
Extensive facilities relieve you of all 
export headaches — correspondence, 
advertising, sales, finance, packing and 
shipping. A few additional clients seek- 
ing experienced, reliable representation 
are invited. Write for information on 


Profits Through Exports. 


CS 9 Rebun Agencies, Inc. 


115M Fulton Street New York 7, N. Y. 

















LINES WANTED 


By Distributor to Laundry and 
Dry Cleaning Jobbers 


We manufacture and distribute many 
items to the above trades on a mail order 
and direct contact basis. We are in- 
t ted in adding any specialti which 
may be sold to this trade, such as a good 
industrial iron; iron cords, elements; fluo- 
rescent fixtures; electric time clocks for 
timing operations; etc. Our distribution 
— will not interfere with your present 
outlets. 


TIME SAVERS 


83-93 Walnut St. Montclair, N. J. 





RUSSELL & COMPANY | 
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MANUFACTURERS REPRESENTATIVES 


OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St + San Francisco 3, Calif. 
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Warns On Service Problem [Through the late unpleasantness, a 
large percentage ol distributors, deal 
11107 ers cannily washed their hands of the 
Well, e tne ti irna 105 whole service proble: m The repalitl 
ive a ade agazine shops worked long and late against 
glamorous xp tions of a normous difficulties, but now with the 
i] S ( is al- golden sur sales again visible, 
g with the factory these same dealers are clamoring for 
I ng us that parts will be ever protection against the repair shop 
that they need the labor ompetitior Such things as wanting | 
t ¥ mac es By the same the tactories t sell them parts, but 
Sé VE vill whistle to! no one else 
e more, because you can’t I’m just rambling on these subjects, | 
motor from a 20 year sideline show of these | 
hines proceedings I ha repaired thousands | 
isual amount of poor yf washing machines and vacuum 
tiny springs. Also that leaners in that period, but I have not, | 
tinue their camouflaging ind none of my large number of ac- 
eet metal. Of course it quaintances in the service field, have 
lay to get the tin ver to my knowledge had a designe 
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: Next year "She Basks as She Peels" 
\ On page 142 of the June issue of 
g ELECTRICAL MERCHANDISING we find 
5 brother a housewife basking in ultra violet 
next war radiations as she peels potatoes. Can 
iro pe these $10,001 these “sunbeams in the kitchen” be 
¢ \ used without eye protection? And then 
e I g g Ww iain, might not goggles lead to some 
000 parts to keep the such situation as the following? 
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AND WE'LL HAVE ALL ELECTRIC APPLIANCES IN THE KITCHEN, BILL, AND THAT'LL 
GIVE US MORE TIME FOR KNITTING AND THINGS.’ 
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Competition and Price Control 


G-E's Policy on Appliance Distribution. by Laurence Wray 
C. R. Pritchard, general sales manager of G-E's Appliance & Mer- 
chandise Department discusses various phases of their appliance dis- 
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tribution policy in an exclusive interview 


Dealer Reconversion Shifting Into High Gear 


By Lansdell Anderson 
Radio-appliance dealers rush reorganization plans for peacetime 
operation 

Household Help Needs Training........ 
Third in a series of articles on modernization—this article presents a 


new approach to the servant problem in their new Housekeeper's 
Institute, designed chiefly to educate household help in operation and 


care of appliances 


Factory Farm 


Novelty, O., 


By Tom F. Blackburn 
C. G. Frantz, president of Apex Electrical Mfg. Co., has a farm in 
which uses 650 kw.-hr. a month and $1, 300 worth of elec- 


trical equipment to produce 30,000 Ibs. of milk 


Morrison is All Set to Go 


a tough time, but now he is all set for a boom 


How Good is Your Sales Leadership? 
By T/5 Robert M. Marberry 50 


Returning veterans accustomed to quick precision military leadership 


will not tolerate slipshod leadership on the the sales floor 


Training Veterans to Sell Appliances . 


lle 


Mullins Bros., Kansas, have a program for returning G-ls 
Servicing Admiral Record Changers ..... 
Appliance Store Layout Analyzed. 


New G-E Booklet entitled “Your G-E Appliance Store” 
questions that have been puzzling dealers 


Urban Home Builders' Appliance Buying Plans 


By Anna A. Noone 
Curtis’ Urban Housing Survey shows that 98 percent of the families 
interviewed in their recently conducted survey own radios and appli- 


ances now, and 67 percent plan to buy one or more new ones 


Here's One Dealer Who Believes in Hitting The 
Road 


It's not " 


cold turkey’ 


Circuit Breaker Use Cuts Service Calls 


Hall of Learning 


Second of a series on Home Service 


What About Your Stock ... 


The Feminine Touch in Appliance Service 
Beating the Blizzard. 
Another Slant on Mee Freezers . 


You Have to Demonstrate Washers in the South 


ead 


lied 
READERSHYS 


New York 18, N. Y. 
L. E. MOFFATT 


Chicago Ili—R. 
Philadelphia 7. 


By L. E. Moffatt 


By C. M. Davidson 


During the war "The Washing Machine Man” of Oakland, Calif., had 


answers many 


selling these days, says Larry Kahl of Freeport, 
but "cold turkey"’ buying that keeps business going 


. .By Mildred Nichols 
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